Sales AZ ft nagement 


THE MAGAZI OF MARKETING 


| ALSO IN THIS ISSUE 


WHAT'S WRONG WITH INDUSTRIAL ADVERTISING? 


PAGE 71] 


two dozen reasons why McCall’s is 


NUMBER ONE...BAR NONE 
FIRST MAGAZINE FOR WOMEN 


3713 3366 
LH GH 
TOTAL 


ADVERTISING 
COLUMNS 


$31,545 
$22,744 
McCall's GH 


TOTAL 
ADVERTISING 
REVENUE 


214 2 uy & 
1088 
McCall's LH) GH 


FOOD 
AND GROCERY 
ADVERTISING 

COLUMNS 


FOOD 
AND GROCERY 
ADVERTISING 

REVENUE 


= McCall's 


DRUGS 
AND TOILETRIES 
ADVERTISING 
COLUMNS 


$7,896 B $7,530 


$3,846 
McCall's LH) GH 


DRUGS 
AND TOILETRIES 
ADVERTISING 
REVENUE 


450 
350 
LH) GH 


APPAREL 
ADVERTISING 
COLUMNS 


APPAREL 
ADVERTISING 
REVENUE 


HOME FURNISHING 
AND BUILDING 
ADVERTISING 

COLUMNS 


iS S350) fan 

I + $3,038 
} $2,067 

McCall's 


HOME F ———— 
AND BUILDING 
ADVERTISING 

REVENUE 


BLEED 
ADVERTISING 
COLUMNS 


LH) GH 


TOTAL 
EDITORIAL 
LINAGE 


22.138 Fraga & 
439,254 
F LHJ GH 


EDITORIAL 
TEXT 
LINAGE 


245,489 & 


234,292 


EDITORIAL 
ILLUSTRATION 
LINAGE 


rm 
425 453 
McCall's LHJ GH 


EDITORIAL 
PAGES 
WITH 

FOUR-COLOR 


207,970 
LH) 


TOTAL 
SERVICE 
EDITORIAL 
LINAGE 


17,114 
101,500 
53,605 
McCall's LH) GH 


FOOD 
EDITORIAL 
LINAGE 


11,876 1,137 


McCall's LH) 


APPAREL 
EDITORIAL 
LINAGE 


S 123,110 


HOME FURNISHING 
AND BUILDING 
EDITORIAL 
LINAGE 


ky 

17,368 

13,050 
McCall's 


APPLIANCE 
EDITORIAL 
LINAGE 


AVERAGE 
SINGLE COPY 
SALES GROWTH 


+540,600 
+415,419 
+245, 109 
McCall's LH) GH 


AVERAGE 
SUBSCRIPTION 
GROWTH 


+534,716 


+249,862 
LH) GH 


AVERAGE TOTAL 
CIRCULATION 
GROWTH 


mS 464,169 
325,234 

273,155 
McCall's 


AVERAGE 
BONUS 
CIRCULATION 


The breadth and new vision of this magazine 
have created an exciting climate of excellence 
in publishing. Its effect is found on the faces of 
women, in their thoughts, in their shopping, in 


the confidence of advertisers. It is the first mag- 
azine in the women’s service field—it is the first 
in every area. Its program is simple: For the 
best results, simply produce the best magazine 


the slipsheet 


an informal ‘‘f.y.i.’’ before you read the issue 


For issue of March 17, 1961 


WOULD YOU SPEND $351.55 FOR A SUBSCRIPTION TO SALES MANAGEMENT? 


For some time now, we've recognized that our 30,000-plus subscribers were non- 
conformists. 


Not 'Beatniks,' mind you, but more like, man, ‘individual-niks'. Each has an 
interest and approach to Sales Management a bit different from the others. Each 
grasps the subject matter in Sales Management from a different angle, reading 


and interpreting it according to his own industry demands, his corporate position, 
his title. 


We know a lot about our ‘individual-niks.' The average one best likes to re- 
lax by slicing a few good ones down the green followed closely by fishing, 
gardening, playing cards and getting the loudest sounds out of his stereo. He 
earns, on the average, $25,800 in total personal before-taxes income. He reads 
Sales Management regularly (a regular reader of a magazine being classified as 
reading at least every other issue). 


He pays $10 a year for his home-or office-delivered subscription to Sales Manage- 
ment. If he spends just one hour on each issue of Sales Management, the average 
reader spends an additional $341.55 of his expensive time each year being moti- 

vated and activated by SM's editorial features and advertising pages. These have 
an indirect but unequalled importance to his next year's earning power...and his 
company's. If SM's subscribers' renewal rate is any indication (79.65% of those 


expiring during the 12 months ending 4/30/60 - ABC Statement, December 31, 1960), 
the return on their investment is substantial. 


+ & 2 @& 


We suspect that by this time of the year our average subscriber has been 
"indoctrinated" to the fact that this is the centennial year of the beginning 
of the Civil War. With book and record clubs, stage, radio and TV produc- 
tions refiring the cannon at Fort Sumter, we at Sales Management want to get 
into the act, too. Ken Reiss, SM associate editor (Civil War bug in private 
life), has come through the lines with a provocative article titled "Marketing 
Marches In" on page 38 of our current issue. It's a close look at what is being 
done, being planned and the battles being won during the biggest historical 
anniversary that has ever been commercially exploited. Whether you're a 
Connecticut Yankee like Ken or a general at your desk, you'll be interested in 
spying on these new Civil War ties. 


Ready. eee eAim. eee -Read! 


The Publishers 
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430 THIRD AVENUE * NEW YORK 17, NEW YORK 
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‘the slipsheet”’ is included only in complimentary copies. 
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Ce REMARKABLE ROCKFORD 


First in population, first in retail sales, first 
in industrial payrolls, first in growth rate — 
first in Illinois, outside Chicago, in virtually 
every important category, and, first in 
Illinois including Chicago in Retail ROP 
color linage . . . that’s Rockford! Now, the 


Inland Daily Press award means another 
first for Rockford — typographical excel- 
lence. Put all these firsts together, and you 
come up with a natural first choice for 
newspaper advertising . . . the colorful, 


award-winning, result-getting pages ofthe... 


coded @ cel 22m MORNING STAR ¢ Register-Republic 


INLAND DAILY PRESS AWARD WINNER—I1ST IN ILLINOIS IN RETAIL ROP COLOR 
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Photo by Arnold Newman. 


A _man who's sure of himself— knows what he wants 
in business, and sets out to get it— puts special 
value on businesspaper advertising. Here’s where 
you can build results, respect and recognition—for 
your products and your company. The fact is: it 
takes an advertising pro to sell a business pro... 
in businesspapers 


Advertising 
in businesspapers 
means business 


. because businesspapers are 
read by men in a business-frame- 
f-mind. An adequate schedule, 
with the right kind of copy, in 
the right selection of business- 
papers is a basic ingredient of every 


balanced advertising program. 
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Advertising works best in a businesspaper 


its readers are sold on.. 
paid-for ABP paper. 


.a bought-and- 


ASSOCIATED BUSINESS PUBLICATIONS - 205 E. 42nd St., N.Y. 17, NLY, 
201 N. Wells St., Chicago 6, til. - 333 Wyatt Building, Washington 5, 0. C 
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EXPLOITATION—BUT WITH TASTE 
Now that the Civil War is big again, in a 4-year Centen- 
nial, the question of how to cash in on it—delicately— 
confronts marketers in many fields. Here are some of 
the ways in which it is being handled. Page 38 


A SKIMPY, DULL, AND MISDIRECTED EFFORT . 
. . . That seems to be the consensus of much industrial 
advertising today. The fields responsible for half the 
gross national product support their sales efforts with only 
one-twelfth the nation’s total ad expenditures. But the 
trends appear to be changing. . . . Page 69 


MARKETS IN COMFORT, FOR THE ‘RUGGED’ TYPE 


With 30 million campers and allied hunters and fishermen 
taking their outdoor life in comfort, the extras in the 
sportsman’s market can range from plug-in outdoor cook- 
ing appliances to air conditioned fishing floats. Best of all, 
the whole family’s getting into the act in what was once 
an almost exclusively male market. Page 44 


HOW BRYLCREEM OUTSLICKS THE NATIVES 
In eight years Maurice E. Bale has brought Britain’s 
Brylereem to the No. 1 spot among hair tonics in the 
U.S.—by studying the competition’s methods and then 
doing just a little more. Now he’s all set to go with 
toothpaste. . . . Page 60 
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For the man who likes a challenge businesspaper 
advertising is exciting stuff. It demands your best. 
Here’s a real test of creativity, for you’re selling to 
fellow pros—men who know their business. You’ve 
got to know your business and communicate in a 
businesslike way...in businesspapers. 


Advertising 
in businesspapers 
means business 


... because businesspapers are 


read for profit, not for pleasure. 
Here’s one place you'll always 
find prospects—reading with their 
minds on business—wide open 

to ideas and products that 

can help them on their jobs. 


Tt 


People pay for businesspapers they want 
-+-read the businesspapers they pay for. 
Note: All ABP papers are ‘‘Paid"’. 


ASSOCIATED BUSINESS PUBLICATIONS ~ 205 E. 42nd St, N.Y. 17, N.Y. 


201 N. Wells St., Chicago 6, III. 
333 Wyatt Building, Washington 5, D. C. 
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“Chicago Tribune 
readers in Miami 


read it while 
it's hot 


thanks to 
DELTA AIR FREIGHT” 


(&. 


. 
— aot 
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Daily editions of the Chicago Tribune are 
rushed to readers in Miami in a matter of 
hours by Delta Air Freight, so the news 
is fresh and lively. 
“There’s nothing as perishable as news,” 
s A. R. Platt, Transportation Mana- 
ver. “Delta has proved to be our most 
ffective means of getting the news, while 
t, into the hands and minds of our 
s in the Miami area. We particu- 
irly appreciate the alert, informed, and 
operative attitude of the Delta Air 
ht personnel.” 


Profit from Delta’s 
BIG PLUS 


ae ————— 


~S 


Delta operates all-cargo flights and in 
addition carries freight on every pas- 
senger flight, including Jets. All-cargo 
flights serve Atlanta + Chicago « Char- 
lotte + Dallas + Houston « Miami 
New York « New Orleans « Orlando 
Philadelphia «+ Memphis 


AlR FREIGHT 


DOOR-TO DOOR 


ATLANTA AIRPORT, ATLANTA, GA, 
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Interchange between three major Milwaukee expressways nears completion 
sales go up in one of America’s “growingest” markets—MILWAUKEE 
7th in automotive sales per family 


All around them, Milwaukee's young- And Milwaukee can afford this 
sters find exciting evidence of kind of spending; it’s a market of 
growth-market opportunities. Cur- growing families and they're 6th 
rently spending 8360 million on ex- in the nation in incomes over $7,000 
pressways alone, Milwaukee constant- --.-a top-ten market of over a million 
ly builds to handle its exploding mul- metro-area people. And only in 
titude of people and cars —the flow The Journal can advertisers buy 9 
of trucks, too, which move a good out-of-10 family coverage — at one low 


share of Milwaukee industry's 8$3-1/2- cost — to deliver the goods in million- 


billion annual output. market Milwaukee. 


THE MILWAUKEE JOURNAL 


Market Newspapers 


NEW YORK + CHICAGO + DETROIT + LOS ANGELES + SAN FRANCISCO 
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sorrow ind vic 
sody,” “Yellow ions a 
lodies recalled the 
p of the Civil War on “A Ballad 
d South.” Produced by WBBM 
e CBS Owne 
the CBS Radio Network, this 
Civil War music had the 
Among their comments 


blended with a 


| Radio Stations, 


commentary that fit the mood...’ “ 


The WBBM 
Orchestra, the Northwestern University Men’s 
Glee Club and various soloists performed with 
style and humor.” 
Small wonder that it was chosen as one of the 
top two Radio Documentaries of the Year by 358 
of the nation’s Radio-TV editors in Radio-TV 
Daily’s 19th Annual All-American Awards. 

The CBS Owned Radio Stations create ra- 


dio programs that are adult, informative, thoug ght- 


provoking and, above all, interesting. According 
to one listener, “A Ballad of the North and 


South” was: “Best I’ve ever heard.” 


Wouldn’t a 
man in that frame of mind be receptive to your 
advertising message? 


When people listen attentively to stimulating, 
provocative programs, they pay attention to the 
sponsor’s sales message. 


And it is a matter of 
record that attentive, active, responsive audiences 
listen to the idea stations idea stations: 


WEEI, WCBS WCAU, WBBM, KMOX, KCBS, KNX,THE CBS OWNED RADIO STATIONS 


Bn FRANCISCO Bibs ANGEL! 


S 


NOTES FROM THE EDITOR'S SIDE POCKET 
LS 


-§ 


My Annual Tribute to the Railroads 


Apparently I am unable to resist the temptation to write at least 
one editorial a year about the railroads. I know that they have major 
headaches, not exactly of their making, in both the freight and the 
passenger ends of their opergtjon. They are asked to perform im- 
possible miracles by people\w¥j.never ride the roads except when 
the planes aren’t flying. Andy&I feel they bring on a lot of their 
troubles by their own ineptitude’ 

If you ever make overnight tn by rail haven’t you had this ex- 
perience: You are told by telephone that they are entirely sold out 
for the day and train you want. But you persevere. You go over in 
person and talk to a Mr. Zilch who is a friend of some buddy of yours. 
Or you slip at least a fiver to the transportation man at one of the 
hotels. The point is that after a hard time you finally get some sort 
of accommodations. You feel kind of satisfied with yourself. You 
weren't one of those saps who take “No” for an answer. 

Then you board the train and you find it isn’t even two-thirds 
sold out! 

I am writing this from Palm Beach. My wife and I weren't quite 
sure whether we wanted to go by plane or by rail. Our travel agent 
said he could get a plane reservation on the day and hour of our 
choice. I didn’t bother asking him about Pullman space for I knew 
he aah get a commission on ordinary domestic rail travel. So I 
called up the railroad myself and was told that not only could I not 
get space on the day I wanted, but there was no Pullman space avail- 
able for the next ten days. 

Then came the strike of the flight engineers and the cancellation 
of all departures by 4-engine ships. 

In desperation we started working again by telephone on railroad 
transportation—and by playing on the sympathies of a gal somewhere 
in the bowels of the ticket department, finding out that she was a 
theater buff, and offering her a pair of seats for a Broadway hit, we 
got her to “find” accommodations. 

You have already guessed what happened next. We got on the 
train and found much unsold space—despite the fact that not a plane 
was leaving the ground. 

Maybe some reader can give me a plausible answer. I've often 
heard it said that blocks of bedrooms were held on the fast trains for 
big corporations, and nothing was available until after they had failed 
to pick up all that was being held for them. I don’t know. In this 
case there was a condition in which you had the height of the Florida 
season, a Washington’s Birthday rush, and absolutely no New York- 
Florida airplane competition. 

Something is shockingly wrong with the reservation system of so 
many of the railroads that all of them are getting a bad name from it. 
No wonder they claim to lose money on their passenger business. 
I’m sure they do. Serves ’em right. 


Salesmen and Lie-Detectors 


The rubber hose is stretched across your chest. Then the electrode 
is placed in your hand. The cloth of the blood pressure machine is 
placed around your arm. You look straight ahead at a blank wall. 
In a quiet, slow, voice a man asks: 

“Is your name William Collins? 

“From January 1954 until last December did you work for the 
XYZ Company as a salesman?” 

Then follows a number of other simple and mostly innocuous 
questions, and all the time the questions are asked, and all the 


NEW PRODUCTS THAT 
MAY AFFECT YOUR MARKETS 
IN THE ’60’s 


Hundreds of new and improved indus- 
trial products are introduced each 
month of the year. Their impact on 
industrial marketing is vital. Some of 
them may even compete for your own 
markets in the next few years. 


It is significant that most new and 
improved industrial products are first 
introduced and promoted regularly in 
Industrial Equipment News. Why? 
Because IEN is considered a vital 
communications tool in a total mar- 
keting program. It’s helpful in protect- 
ing present markets and searching out 
new ones. 

Why? Because IEN calls on 81,000 
important buyers and specifiers in a// 
industries each month. These IEN 
readers are constantly looking for 
product information. And that’s pre- 
cisely what IEN gives them... just 
when they are looking to buy. 

Get the full details on IEN. ) 
Send tor our new Market 

Data File. It’s yours free. 


INDUSTRIAL 
EQUIPMENT NEWS 


Thomas Publishing Co. * Product Information Headquarters 
461 Eighth Avenue, New York 1, N. Y 
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Hey, all you 


The postmarks are actual reproductions 


remember to cover the 
small-town market with Grit! 


You need a solid small-town publication on your na- 
tional advertising schedule to offset the metropolitan 
bias of the big mass magazines. 

Only one publication fills that bill. Grit. Each week 
Grit goes to 16,000 small towns, reaches a primary 
audience of some 850,000 families. Over 58% of that 
circulation is concentrated in towns of 2500 or fewer. 
A bare tenth of 1% goes to cities of 1,000,000 or 
more, where the mass magazines hold sway. 

Thus does Grit help give you the balanced national 
coverage you must have for total marketing success. 

But Grit gives you more than mere coverage. Grit 


Oz 


—— 


gives you reader interest: it is the one national publica- 
tion edited solely for small towners, and it boasts a 
phenomenal 87.5% single-copy sales. And Grit gives 
you reader response: right across the board, Grit- 
advertised products sell better in small towns than 
across the nation as a whole. Chevrolet, for instance,, 
uses Grit regularly . . . and has 29.5% of the Grit 
market, compared with 24.6% nationally. 

And Grit costs so little. You can actually maintain 
a big-space Grit campaign for something like $2 per 
town per year. What we maintain is that Grit belongs 
on your advertising schedule! 


<& % 
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Grit Publishing Company, Williamsport, Pa. 
Represented by Newspaper Marketing Associates 
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THE EDITOR'S SIDE POCKET 


(Continued) 


time you think, and answer, three metal arms make zig-zag lines 
on paper. The arms really are stirred into activity as this question is 
asked, and answered: 

“During your employment with XYZ did you ever, knowingly and 
willfully, pad an expense account?” 

The test is not to determine whether you go to jail. It will help 
determine whether you get a job. It’s a lie-detector test, and it is 
being used with increasing frequency by American business in 
personnel work, for salesmen along with others under consideration. 
According to an Associated Press dispatch from Dallas, more than 
20,000 workers will be tested in that city alone this year by a single 
firm, Truth Verification, Inc. 

I checked the facts with a friend who heads a New York firm of 
investigators. He told me that his people no longer had anything 
about expense accounts in their battery of test questions for salesmen. 
“Our clients said to forget it. Said we’d never have any qualified 
applicants if we asked that question!” 


A Kind Word 


At least one industry has been subjected to a bit of positive and 
well-meant criticism above, so let me say a kind word—about mar- 
keting and sales executives in all industries. I think they deserve 
congratulations on the way they have cooperated during the past 
year and a half with Earl Kintner, the immediate past chairman of 
the Federal Trade Commission. 

Several kind words have previously been said in this column about 
Mr. Kintner, for his great accomplishment to date has been to re- 
vitalize that moribund bureaucratic agency and, while doing so, to 
inspire business to heed his call to “voluntary compliance” with the 
FTC. 

But business deserves at least equal credit for this accomplishment. 
And marketing men, whose main concern is to sell, were quick to 
realize that FTC and Government are real day-to-day sales problems, 
and not just something to be left to the lawyers. 

And now the new chairman is in the saddle at the Commission. 
While he has not made his course eminently clear at this point, Paul 
Rand Dixon has already gone on the record quite extensively as to 
certain views on “administered prices” and other marketing matters. 
The facts are that Mr. Dixon is a strong “anti-monopoly” man, and 
like many bright lawyers, he is primarily concerned with the anti- 
trust objectives of preventing the concentration of market power 
which could destroy competition. 

These objectives are entirely praiseworthy, but we hope that Mr. 
Dixon will imitate his predecessor’s philosophy that “if our trade 
regulation laws are to be enforced effectively, the main thrust of 
enforcement must come from business itself—-with Government as 
an alert and aggressive partner.” Earl Kintner admitted that this 
is “a challenge awful in its enormity and its gravity, yet the alterna- 
tive is the further erosion of freedom.” But he added: “Let business 
know and live up to its responsibilities. Let Government be the in- 
strument of thoughtful men, not the master of fools.” 

This is advice from the wise. May the new Chairman heed it. 
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BIG SPENDERS... . 
: ASSURE 


HEALTHIER 
NATION 


Recognized hospitals (listed by the 
American Hospital Association) are 
big spenders—purchasing about 
2.6-billion-dollars-a-year worth of 
supplies, equipment and services. 
But they spend with a deep sense 
of responsibility, for U. S. hospi- 
tals are dedicated to providing the 
best medical care in the world for 
their patients. 


These U. S. hospitals. . . . 


serve 21 billion meals per year. 


will spend an estimated $1,050,- 
000,000 for new construction in 


1961. 


process approximately 15,000- 
000 pounds of laundry per day. 


maintain 800,000,000 square 


feet of floor surface per day. 


buy $313,000,000 worth of drugs 
and pharmaceuticals every year. 


stock and prepare supplies used 
in the more than 10 million sur- 
gical operations performed annu- 


ally. 


Write for details on HOSPITAL’S 
circulation leadership 


HOSPITALS, 
Journal of the 
American Hospital 
Association 


840 North Loke Shore Drive 
Chicago 11, Illinois 
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Where they buy most... 


3 NETWORKS 
NETWORK SHARE OF 
AUDIENCE* 


ABC-TV| 37.4 


*Source: 50 Market Nielsen TV Reports Jan.,1T & 
Il. 4 weeks ending Jan. 22, 1961. Average Audience 
Sun. 6:30-11 PM Mon. thru Sat 7:30-11 PM 
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they watch ABC most’ 


This documented fact of life is now 
guiding the country’s smartest adver- 
tisers to the country’s smartest adver- 
tising buy—ABC-TV. 

The facts: 

They buy most. In the market area 
covered by the stations in Nielsen’s 50 
Market TV Reportt, 80% of all U.S. 
household goods and services are bought. 

They watch ABC most. This area, co- 
incidentally, is the largest Nielsen- 
checked area where viewers can view 


all 3 networks. How they divide their 


viewing favors in this huge market 


place is on plain view on your left. 

As we said, where they buy most, 
they watch ABC most. It follows, there- 
fore, that where you sell most, your best 
buy is 


ABC TELEVISION 


tAlbany-Schenectady Amarill Atlanta / Baltimore 
Buffalo « Ch 
Chattanooga h > neinnati Cleveland 
Dallas-Ft. Wor o Ames Detroit 
te Houston 
Bluff / Los Angeles 
Milwaukee-Whitefish Bay Minneapolis-St. Paul 
New Orleans New York Norfolk-Portsmouth 
Oklahoma City-Enid /Omaha / Orlando-Daytona Beach 
Philadelphia / Pittsburgh / Portland, Ore. Richmond-Pet 
Sacramento-Stockton / San Antonio / San Diego / San 
Oakland / Scranton-Wilkes-Barre / Seattle-Tacoma / South Bend 
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Raleigh Sends a Little Token of Affection 


Several weeks ago an Oklahoma 
City housewife mailed to Brown & 
Williamson a little bundle of Raleigh 
cigarette and asked that 
Brown & Williamson send her a pair 
ot pillowcases 

Little did the lady Mrs. R. W. 
Manlove—know what was in store for 
her. She’s up to the second floor in 
gifts: one of everything from 
taleigh’s latest catalogue. For Mrs. 
Manlove turned out to be the 10 
millionth smoker to order a premium 
under the coupon promotion plan 
Brown & Williamson launched for its 
Raleighs in 1932 


coupons 


And the company 
decided to reward her suitably. 
Here’s a sampling of what she got: 
1 paring knife 
table and fow 
pons), draperies 


75 coupons } a card 
chairs (3,900 cou- 

bedspreads, cur- 
tains, sheets, electrical appliances, 
chairs, silverware, 
luggage, cameras, nylons. 
For the man in the house, there was 
fishing equipment, binoculars, garden- 
outdoor grill and other 
bits and pieces 


radio sets, lamps, 


hair dryer, 
ing supplies, 


> A few days later a group of Brown 
& Williamson representatives, headed 
by Joseph G. Crume, a company v-p, 
arrived in Oklahoma City with a 
plane-load of gifts—287 in all. And as 
the plane disgorged its load of booty, 
Mr. Crume made a little speech. “The 
first coupon was attached to a Raleigh 
package in 1932,” he said. “At that 
time the coupons could redeem only 
one premium—a deck of playing cards. 
I think you'll agree with me—after 
looking at this mass display of premi- 
ums available to Fialeigh smokers to- 
day—that the coupon program has 
a long w 

That it has The only 
program on a n 


come 
premium 
ijor U. S. cigarette, 
the Brown & Williamson coupon oper- 
ation is also the $ngy one concerned 
with a single manggactured product 
and one of the few lucted entirely 
by the manufacturer-¥rom the print- 
ing of the coupons to the purchase 
and distribution of the premiums. The 
majority of people redeeming Raleigh 
coupons are from middle- and upper- 
income Sometimes _ special 
such as churches, will pool 
their coupons and send in as many as 
30,000 at a time. In such cases, says 


groups 


groups, 
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AUCTION MARKET? No: Just the haul of one Raleigh coupon-saver. She was the 
10-millionth person to use the stamps, got every item in catalog as a reward! 


a Brown & Williamson spokesman, the 
redemption is usually in cash. About 
83% of all coupons are redeemed. And 
the company prefers to handle all the 
details of the premium program rather 
than retain outside, professional agen- 
cies. Why? According to J. Milton 
Rush, manager of the operation: “The 
company feels there are economies in 
purchasing, handling and distribution 
of the premium gifts that wouldn't 
be available through an outside firm. 

“And, just as important, is the close, 
personal contact we maintain with 
our customers through handling all 
of the details ourselves. Our Helen 
Hart, director of Raleigh’s customer 
service, each year receives thousands 
of letters, phone calls and personal 
visits from customers. Some Raleigh 
coupon redeemers send her Christmas 
gifts, offers of Florida vacations and 
other expressions of appreciation.” 

Raleigh’s business is soaring: Daily 
receipts of the coupons averaged close 
to 2 million during the last half of 
1960. In 1959 the average was only 
1.4 million a day. 

Retail value of premiums distrib- 
uted to Raleigh smokers now runs to 
more than $6 million a year. More 
than 100 million of the pocket-size 
premium catalogues have been used. 

During World War II, the premium 
operation was suspended because of 
materials shortages. But in 1949, after 
a 4-year suspension, the program was 
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re-instituted. Sales of Raleighs were 
more than doubled within a year. 
From an estimated 3 billion cigar- 
ettes, Raleigh sold seven billion. 

“Around 1 million new Raleigh 
smokers were added, almost over- 
night,” says Rush. 

Brown & Williamson has found 
nearly all its customers are honest. 
Only rarely does someone try to get 
by with a short count. One trick (un- 
successful), tried in the past, was to 
paste cellophane on the back of the 
coupons to add weight. Another was 
to put a lead weight in a hole bored 
in the center of the coupons; neither 
scheme worked. Raleigh has experi- 
enced counters, who have learned to 
spot any package that is off standard. 

Some customers even short-change 
themselves. They send in more cou- 
pons than are needed for the gift re- 
quested. A lot of good will is gen- 
erated when Raleigh sends them back 
a gift certificate. 

And a lot of good will was gen- 
erated in Oklahoma City when Mrs. 
Manlove had a plane-load of Raleigh 
gifts dropped on her. For Brown & 
Williamson asked her to name her 
favorite charity. And as a result the 
Oklahoma County Council for Men- 
tally Retarded Children got a check 
for $2,542, a gift from the tobacco 
company. 

The $2,542 represented the value 
of gifts presented to Mrs. Manlove! ® 


TIME is the shape of the manufacturing market 


Circulation concentration in the top 100 counties Just 100 of America’s 3,070 coun- 
for MANUFACTURING EMPLOYMENT ties account for over 61% of the 
TIME, The Weekly Newsmagazine 54.2% nation’s manufacturing employ- 
milocliéey oo ment. And TIME concentrates more 
—_—— Se of its circulation in these top indus- 
Reader's Digest 46.0% trial counties than any other maga- 
Newsweek 45.6% zine with over half a million circula- 
Look 43.2% tion. No wonder TIME readers are 
acts BS ea ahi es your best customers for all kinds of 
industrial equipment and services! 


Saturday Evening Post 40.2% 


SOURCES: Sales Management's “Survey of Buying Power” (5/1059) and latest 
available publishers’ reports TIME (3/23 59) « Holiday (March 1957) « Life(10/26/59) 
e U.S. News & World Report (3/28/58) + Newsweek (3/23/59) + Reader's Digest 


(April 1959) * Look (3/18/58) + Better Homes & Gardens (April 1959) + Saturday TIME...TO REACH 2,550,000 TOP-OF-THE-MARKET FAMILIES 


Evening Post (3/14/59) 
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Chilton’s waz in action... 
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Market data helps 
company find 
437 new prospects 


Here’s how one company sought the help of Chilton’s 
Marketing Assistance Program (M-A-P) in realigning 
its sales territories ... 


... and wound up finding an additional 437 prospective 
customers in selected metropolitan areas. 


This medium-sized manufacturer of electronic com- 
ponents planned to add five new salesmen somewhere 
in its 15 sales territories. The question was where. 

The problem was posed to Chilton’s ELECTRONIC 
INDUSTRIES. Using two of the important tools in 
its M-A-P—the Census of Manufacturers on IBM 
cards and the exclusive Marketing Map—EI was able 
to determine who and where the company’s prospects 
were and the type of electronic manufacturing in 
which they were engaged. 


The information provided through M-A-P showed the 
need for 20 sales territories . . . showed where the five 
new salesmen should be located . . . and brightened the 
sales outlook by pinpointing 437 new prospects. 

No matter what your marketing problem . . . or which 
of Chilton’s 19 business magazines you contact ... 
M-A-P is almost certain to meet your specific needs. 


Chilton 


COMPANY 
Chestnut and 56th Streets - Philadelphia 39, Pa. 


NBIP, 


Department Store Economist « The Iron Age ¢ Hardware Age « The Spectator « Motor Age 
e Automotive Industries ¢ Boot and Shoe Recorder « Commercial Car Journal « Distribution 
Age « Butane-Propane News ¢ Electronic Industries « Aircraft & Missiles « Hardware 
World « Optical Journal and Review of Optometry « Jewelers’ Circular-Keystone « Food 
Engineering ¢ Marine Products e Gas « Product Design & Develop te B Technical 
and Educational Books e Chilton Research Services 
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what } 
does 
ain hour 


Plenty ...in any currency. That’s why sales managers are using Emery Air Freight to add extra 
days to peak sales periods. Emery gives same day or overnight delivery anywhere in the nation. 
Emery will help broaden your market, increase your sales. Plan now to take advantage of the 
speed and reliability of Emery by specifying “Ship Emery Air” on shipments to your customers. 
To find out how much faster Emery can deliver your shipments to any point in the nation... 


MAIL THIS ATTACHED CARD TODAY =» 


\/EMERY AIR FREIGHT 


Offices in all principal cities. 


SALES MANAGERS: 


Here’s an easy way to find out how to speed up delivery of 
shipments to your customers anywhere in the country. FILL IN 


AND MAIL THIS CARD TODAY. 


a A BA BSB A BM 


Postage No 
Will Be Paid -— Stamp 
Necessary 


by If Mailed in the 
Addressee United States 


| BUSINESS REPLY MALL | 
| First Class Permit No. 49236, New York, N. Y 
VIA AIR MAIL 


Mr. John C. Emery, Jr. 
Emery Air Freight Corporation 
801 Second Avenue 
New York 17, N. Y. 


SALES MANAGERS: 


Here’s an easy way to find out how to speed up delivery of 
shipments to your customers anywhere in the country. FILL IN 


AND MAIL THIS CARD TODAY. 


How fast can we expect delivery of our orders to these cities: 


We are now using Air Express | | Air Freight 
Send me the free Air Freight Market Map showing Emery’s nationwide 
coverage for sales, marketing, and promotion distributions. 


Name 


State 


Please send me the FREE BOOKLET: ‘6 New Ways To Promote Your Prod 
ucts By Air Freight 
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Discounters Grow 


The discounter’s mark on retailing grows larger 
with every passing month. Every glance shows a 
greater and greater percentage of hard and soft 
goods moved through discount outlets —and a 
bigger percentage of those remaining sold “under 
list” by hard-pressed conventional competitors. 


But, in spite of the gigantic size of this gangling 
retail infant, many marketers have insisted on 
regarding it as a nuisance, a necessary evil or, 
worse, something which might just go away if 
properly ignored. 


And small wonder. It’s only been a few years 
since the momentous victory of the discounters 
over fair trade. And it was even more recently 
that the sharp sword of the discounter really 
began to tumble the pricing structure of industry 
after industry. As one marketer recently said with 
an air of wistful discovery, “You know, I really 
believe that the list price is dead forever in 
America.” 


Now, as the discounter continues to grow, mar- 
keters are one by one abandoning their precious 
anti-discounter campaigns. It’s not happening 
with bold strokes or by public announcement. 
Rather, they are gradually beginning to realize 
that the discount house is just too big to do 
without. What's more, it’s beginning to look like 
a permanent institution. 


There is more to the discounters’ expansion than 
just the growth of a few chains. Here are some 
of the ways in which the movement is expanding. 
Some are relatively new, others years old. But 
all are of immense significance, if they weren't 
before. 


@ The discount department stores themselves are 
expanding. Long the real driving force behind 
the movement, these operations continue to get 
bigger and bigger. New — and bigger — branches 


to Indispensability 


are sprouting up in suburban communities and 
shopping centers. And, as the physical size of 
these outlets increases, so does the breadth of the 
merchandise line. 


Although the discount department stores have 
been accused (not entirely without justification) 
of becoming fancier and more “respectable” in 
their old age (with a corresponding rise in prices 
on many lines), it is nonetheless true that these 
organizations remain strictly discount-oriented, 
especially in their buying and merchandising 
policies. 


@ The closed-door discounter. These operations, 
which have card-carrying “members” instead of 
customers, are growing and growing fast from 
coast to coast. Although the clientele is theo- 
retically limited to a specific group, that group 
is usually as large as the discounter can make it: 
a labor union, civil service employees, and the 
like. Because of supposed high degree of “mem- 
ber loyalty,” these outlets pose a threat to other 
discounters as well as conventional retailers. 


@ It is generally believed that major department 
store and mail order chains are more than idly 
considering the development of discount chains. 
These chains would probably be created by the 
welding together of smaller, local discount chains 
acquired for the purpose. These would undoubt- 
edly be run separately from the parent group by 
trained discounters acquired along with the chains. 


@ Mill outlets, long discounters on certain nar- 
row lines of goods, have been rapidly expanding 
the kinds of merchandise they carry. One of the 
oldest movements in discounting, this serves to 
bring the major discount outlet to areas of the 
country that ordinarily might not be touched by 
the movement. 


And that’s by no means the whole discount pic- 
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SIGNIFICANT TRENDS 


(continued) 


ture. The number of general-line or specialty 
retailers alone who have taken up the discount 
banner is surely phenomenal. And this includes 
some of the traditional chains which have con- 
verted from conventional to discount operation. 
The newly formed National Assn. of Discount 
Merchants offers some figures to show the size 
of discounting today: 


Sales in 1960, well over $5 billion, or about a third 
of total department store sales. Discount outlets 
last year accounted for the sale of over a third 
of all appliances sold in the U.S. There are 
between 500 and 600 major discount outlets, 
many of which average $6 million to $10 million 
sales per year. Moreover, the total number of 
discounters of all sizes is now close to 4,000. The 
new-growth membership store (closed-door) group 
boasts some $400 millions in sales to some 3 mil- 
lion members of about 75 stores. All in all, it’s a 
segment of the retail world to which the marketer 
can no longer afford to attribute second-class 
status. 


A Different Kind of Selling 

But it takes more than just a liberal attitude to 
turn the discounter from a thorn in the side to 
a positive sales help, and more and more mar- 
keters are finding this out. It takes a different 
kind of selling, one quite unrelated to other chain 
or department store methods. Stephen Masters, 
president of the new Discount Merchants group, 
head of the huge Masters discount chain, and 
nemesis of fair trade, especially as practiced by 
General Electric, offers some hints on selling to 
discounters. 


Here are summaries of his main 


points: 


@ Discounters move fast. Regularly meeting buy- 
ing committees are out. It never takes several 
weeks of consideration before a deal is made. 


Buyers see salesmen every day, and the salesman 
must be prepared not only to show his mer- 
chandise but to make an offer and work out 
details on the spot. And he'll have only a very 
few minutes for the whole thing. 


@ Service and price hold the key. The buyer 
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probably knows immediately, if not beforehand, 
whether or not he is interested in certain items. 
In either event, a product sales talk that is the 
least bit extensive is wasted. If interested, the 
buyer will immediately push for the best possible 
price, every conceivable legal allowance, instant 
delivery and probably wholesaler warehousing. 
And the salesman must be prepared to take on 
the duty of watching over what happens to his 
product on the selling floor. 


@ The salesman is generally wasting his time 
with anything but established brands. Discounters 
lean heavily on the merchandise itself to inspire 
customers’ confidence in the product and the 
store. Unlike traditional outlets, discounters are 
unable (or unwilling) to let the store name create 
the confidence in the unknown product. This 
means, too, that the salesman will find it difficult 
indeed to sell a new product to a discounter 
unless it is backed up by a tremendous pre-selling 
promotional effort. 


@ Display material is usually not a selling point. 
Discounters tend to use products to create dis- 
plays, and additional material is created by the 
discounter’s own display department. But special 
displays tailored to discounter needs (as most are 
tailored to department store needs) could be a 
selling point. 


Obviously, these points are fairly basic and not 
really too difficult to foresee. Still in all, many 
marketers become puzzled when, after they 
decide to look on the positive side of the discount 
story, their salesmen are rebuked by the very 
stores that once fairly begged for their merchan- 
dise. And the reason is that they try to sell a 
discounter like a department store. 


But many marketers have yet to shake off their 
grudge against the discounters. One by one they 
will realize that time has marched on again, and 
that the retail picture will never be the same as 
it once was. Then they will have to sell to the 
discounter the way he wants to be sold — or have 
more than a little trouble keeping their heads 
above water. 
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COPYRIGHT © 1954, THE NEW YORKER MAGAZINE, INC. 


e New Yorker creates 


“The New Yorker is a magazine _ signed to inform its readers 
devoted to culture. Its readers are of important cultural events.” 
appreciative because they are intelli- 

gent and can afford wide interests. Wi ale 
Each issue of The New Yorker, from ps Meena stl 


the first page of ‘Goings On About Sol Hurok, 
Town’ to the last book review, is de- Impresario 


IF YOU NOW 
(or ever will) BUY 
SALES PRESENTATION 
BINDERS 


invaluable 


/VPD SALES BINDER 
| REFERENCE BOOK | 


i 
| 
| 
| ... we'll give you this 
| 
| 


TS SSs 


: Describes, illustrates and gives prices of mi, 


45 different styles (in many sizes and colors) | 


of ready-made VPD SALES BINDERS. 


| HELPS YOU TO: 
Ife UT) BINDER cosTs 


RASTICALLY — ready- 
“made VPD BINDERS are 
far less. expensive than 

\ ‘cUstom- made jobs. 
“DEVELOP. PRESENTA- 
*STIONS FASTER, MORE 
EASILY — you can select 
alstyle: and size (7 x 5 
Upto, 24x 18) from over 
|. 400 different “‘in stock” 
ve, binders immediate- 
‘and tailor presento- 
Roti roctril to it. 


["e "ELIMINATE WORK, 
HEADACHES — no 
nuisance of ‘ ‘working 


Rasied Se x<plaining spec: 
es 


Fai ready for im- 
Reouvery from 


| WRITE NOW FOR YOUR 
FREE COPY OF THE +10 

| vpp BINDER REFERENCE BOOK 

I to: JOSHUA MEIER COMPANY, INC. 


1 601 West 26th Street, New York 1, N. Y. 


manufacturers of sales binders since 1933 
A AS A A A LS TT 
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FORD REBATES ON TRACTORS 


Birmingham—Ford is out to break its 
traditional seasonal pattern of tractor 
sales. The big weapon is a rebate of 
one half the cost of fuel purchases 
made by owners of the new diesel- 
powered Ford and Fordson tractors 
during the first six months or 400 
hours of use. The offer is retroactive 
for tractors bought since Jan. 1 and 
will remain in effect until the last of 
this month. Tractor owners must 
present fuel bills to the dealer from 
whom they bought the tractor. 


WHAT HOME BUYERS WANT 


Des Moines, Iowa — Less frilly, more 
concrete value features, and a second 
bathroom are items high on the mod- 
ern home buyer's list of desirable fea- 
tures. The desires are expressed by 
a Better Homes & Gardens research 
study. Conducted in 15. cities 
throughout the country, the survey 
attempted to discover just what fea- 
tures of a new home are most attrac- 
tive to today’s buyers. A choice of 
three basic home “designs plus a list 
of possible “extras” were shown to in- 
terviewees. Most desirable items: 
solid value extras such as full insula- 
tion, kitchens in the rear of the house 
with more room in them, and a second 
bathroom (more desirable than a 
third bedroom). 


EUROPEANS EAT MORE 


Chicago—In spite of its traditional po- 
sition as the prime market for so many 
goods, the U.S. must content itself 
with second place for at least one in- 
dustry: food vending. Automatic 
Canteen Co. of America cites some 
reasons why western Europe is a far 
more attractive plum. For one thing, 
the factory worker, the largest con- 
sumer of machine vended products, 
has a bigger appetite in Europe. Sur- 
veys show that there are more sales 
per employee in European factories 
than in diet-conscious America. An- 
other factor is the greater concentra- 
tion of industry in smaller geographic 
areas in the Old World. 


DO-IT-YOURSELF ICE POPS 


White Plains, N. Y. — Test market re- 
sults indicate that General Foods’ new 
“freeze-it-yourself” pops are ready for 
national distribution this spring. 
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Tested last summer in six midwestern 
markets, the “Kool-Pops” claimed a 
64% share of the market against eight 
competitors. Sold in liquid form to 
be frozen in the home freezer or re- 
frigerator, the pop bars come in pack- 
ages of eight, have a big plus factor in 
stock and display convenience. 


NEGRO MARKETS 


New York — Negro households spend 
from two to almost 13 times as much 
as comparable white families for four 
basic drugstore commodities. These 
figures were turned up by a recent 
Johnson Publishing Co. survey of ten 
major cities. For hair preparations, 
the Negro family spent 12.5 times as 
much as the comparable white fami- 
ly; it spent 8 times as much for cos- 
metics and toiletries, 1.7 times as 
much for drugs and remedies, and 4.2 
times as much for soft drinks. 


CAR-SELLING LADIES 


Detroit — As the female influence on 
the purchase of cars increases, says 
Chrysler Corp., so, too, do the oppor- 
tunities for ladies in selling cars. One 
dealer in Cumberland, Md., recently 
hired five salesladies, and Chrysler 
was so impressed that it sent a man 
from the Detroit training center to 
instruct them in the fine art of selling 
cars. The company sees a great fu- 
ture for them in the field, because 
they “speak the same language” as 
the gal customer. 


The Survey Says* 


44.1 million 


on the MOVE 


NEW HIGH FOR SOAP 


New York—While it may have been a 
bad year for some, soap and detergent 
makers cleaned up in 1960. Fifty- 
eight manufacturers, members of the 
Association of American Soap & Gly- 
cerine Producers, Inc., reported sales 
up 2.3% in volume and 2.4% in value 
from 1959, the previous record year. 


AWARD WINNER 


Atlanta, Ga.—This indoor advertising 
display won a Food Topics and Food 
Field Reporter “Top Promotions of 
the Year Award” for Coca-Cola Co. 
It was one of four displays that ro- 
tated from store to store on a prear- 
ranged schedule. While the pumpkin 
at the bottom turns, a flashing light 
plays on messages on the leaves. 


ROUND HOT DOG 


New York—That tubular Coney Island 
delicacy, the hot dog, may be chang- 
ing its shape. American Kosher Pro- 
visions Co., envying the way the ham- 
burger’s shape makes for ease of han- 
dling, retooled part of its equipment 
to stuff round frankfurters. Presently 
being test marketed in Florida super- 
markets, “Franks-in-the-round” will 
be nationally distributed by this sum- 
mer if all goes well. 


AD MEN CAN’T COMPLAIN 


New York — Anytime American ad 
men get to feeling sorry for them- 
selves because their clients don’t be- 
lieve strongly enough in advertising, 


they can console themselves with the 
Britisher’s plight. In the United 
Kingdom the total national advertis- 
ing bill is 2% of the national income. 
In the U.S. it is 4%. These facts were 
dropped recently by Sinclair Wood, 
president of the British Institute of 
Practitioners in Advertising, on a visit 
to this country. 


NOT STAMPS . DOLLARS 


Chicago — What could become the 
most popular answer to trading 
stamps popped up in a Chicago food 
chain recently. The chain’s plan, 
which gives each customer a card for 
recording purchases, is described by 
Electrical Merchandising Week. 
When the card is filled, the food 
store opens a $10 savings account at 
the local bank in the customer’s name. 


DEFENDING THEMSELVES 


Chicago — A recent call to arms went 
out to drug manufacturers from Phar- 
maceutical Manufacturers Assn. Its 
president recently told drug makers 
to combat “dramatic and distorted 
publicity” projected during the 1960 
Congressional hearings. He wants 
companies to do a public relations 
job on their own employees as well 
as the public to convince them that 
the high earnings in the industry are 
needed for research. As an example 
of the enormous efforts made in this 
area, he cites the odds of uncovering 
a successful product from substances 
being examined as 2,865 to one. 


BUILD HOMES LIKE AUTOS 


New York — Builders and developers 
of homes and apartment houses came 
in for some criticism from Priess & 
Brown Advertising, Inc. They were 
urged to follow the automobile indus- 
try’s pattern of designing to make 
last year’s model obsolete. The needs 
for new homes and apartments have 
been met, says the agency, and the 
market of the future will come from 
families already occupying reason- 
ably new homes and apartments— 
families that will have to be con- 
vinced that a newer model is neces- 
sary. 


MORE FOOD STORES 


New York — Food chains began this 
year with 29,833 units, 1,306 more 
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WALLINGFORD 
One of 


Connecticut’s 
Richest 
Growth Markets 


Any way you figure it bn 
Meriden-Wallingford gives you the 
rich growth potential you want... to 
make your advertising investment pay 
off in growing sales: 


1960 


°/, Increase 


Over 1959 


Total 
Retail Sales $ 98,418,000 
Effective 

Buying Income 

Total $203,023,000 
Per Capita $ 2,563 
Per H. H. $ 8,286 
Number of 
Households 


Population 


18% 


29% 
10% 
10% 


11% 
11% 


24,500 
79,200 


(All figures: SM ‘60 Survey) 


RECORD & JOURNAL 
MARKET COVERAGE: 
EFFICIENT, EXCLUSIVE! 


Maximum coverage with mini- 
mum outside penetration is yours 
with just one efficient buy: the Rec- 
ord and Journal. Meriden-Walling- 
ford metropolitan family coverage 
by these newspapers is 102.6%. 


And please note: no Hartford 
or New Haven ABC daily has over 
400 circulation here! 


Send for complete facts about 
your opportunities in the growing 
Meriden-Wallingford market now. 


The Meriden 


RECORD and JOURNAL 


MERIDEN, CONNECTICUT 


National Representatives: 
Johnson, Kent, Gavin & Sinding, Inc. 
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Why we're afraid of our dentist 


We've made enemies out of a lot of dentists. 


Often, they write and ask us for a Business Week 
subscription, and we say “no”. 


Business Week solicits subscriptions only from 
management men. We feel that dentists (and 
others outside the management sphere) would 
find little value in its pages. 

This policy gives Business Week a known audi- 
ence of people who need the news of American 


BUSINESS WEEK, A McGRAW-HILL MAGAZINE 
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Sales Management 


business and industry. Our editors work better 
when they know their audience. Advertising 
in Business Week works better for the same reason. 


We hope our dentist friends find this explanation 
painless. We're a little worried about this back 
molar... 


BUSINESS 
WEEK 


You advertise in Business Week 
when you want to influence 
management men. 


330 WEST 42ND STREET, NEW YORK 36, N. Y. 


MARKETING on the MOVE 


(continued) 


than were in operation during Janu- 
ary 1960. Of this number 22,049 are 
supermarkets doing $10,000 a week 
or better. 


GETTING TOUGH 


Woburn, Mass.—The tea industry may 
be in for some aggressive advertising 
this year. The trend to date has 
been the soft-sell approach in ads 
directed more at the coffee drinker 
than the tea drinker, but now Salada- 
Shirriff-Horsey has put on the gloves 
for an aggressive campaign against 
other tea makers. Using newspapers 
only, most of its ads boast that 
Salada tea uses “tea leaves, not tea 
dust” and hence won’t darken as 
quickly as others. 


RUM AND SKIS 


New York—Cashing in on the current 
American ski craze (see SM, Feb. 17), 
General Wine and Spirits Co. is giv- 
ing away thousands of free drinking 
mugs. The ceramic mugs, featuring 
conventional ski symbols, are being 
distributed to the ski resorts, hotels, 
inns and bars in snow regions through- 
out the country to promote the com- 
pany’s Myers rum. 


HOME IMPROVEMENT 

New York—The average American 
family will spend $385 on home 
improvement in 1961. So reports the 
American Newspaper Publishers Assn. 
In fact, for every $3 spent on new 
home construction Americans will 
spend $2 on home improvement. Ten 
years ago, the ratio was ten to one 
in favor of new construction. 


ECONOMY JUMP 


New York—A dramatic leap of 90% 
in the national economy by 1975 was 
predicted recently by McGraw-Hill’s 
Department of Economics. The com- 
pany said the economy will hit $940 
billion, with some basic industries 


How well does your advertising agency 
know your distributors? 


Or your distributors’ customers...or your sales reps...or even your 
own salesmen? 

We ask the question because it can bear directly on the effectiveness 
with which your advertising dollars are spent. We’ve found that this 
effectiveness is usually in direct proportion to the degree of famili- 
arity an agency enjoys with the above groups. 

Marsteller-Rickard account men spend a good deal of time cultivating 
these groups among clients.* We make this investment in time be- 
cause it gives us a keener, broader understanding of our clients’ 
businesses. It makes us better marketing men...and that, in turn, 
makes us more useful to our clients as creative advertising men. 


*Nor do we stop here. We also attend management seminars, 
business lectures, classes in finance—in short, whatever will 
increase our knowledge of the client’s total business thus fur- 
ther increasing our usefulness to him. 


Marsteller. 
Rickard. 
Gebhardt and 
Reed. Inc. 


ADVERTISING « PUBLIC RELATIONS « MARKETING RESEARCH 
NEW YORK ¢« PITTSBURGH e CHICAGO *« TORONTO 
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MARKETING on the MOVE 


(continued) 


more than doubling their present out- 
yut 

McGraw-Hill linked the growth di- 
rectly to research and development, 
predicting that total expenditures in 
this area will increase about 85% from 
1960 to 1970, and that new products 
not made in ’59—will account for 
15% of total sales in the machinery, 
instruments and transportation equip- 
ment industries. New products will 
iwccount for about 10% of sales in 


. *Y y 
consumer goods 


ba 


PACKAGED PRESCRIPTIONS 


Newark, N.J.—Packaging’s latest con- 
tribution to medical science is «a 
combination prescription blank and 
a single dose sample of a drug. 
Dreamed up by Ivers-Lee Co., the 
Scrip-Pak—as it is called—is supposed 
to simplify the prescription-giving 
task of the physician by putting a 


ONE-FOURTH OF ALL TEXAS BUSINESS IS DONE IN THE 
FORT WORTH MARKET. the 100-county Fort Worth Market is 
the richest single market in the Southwest. 25.3% of the entire 
state's Retail Business is done in this area. 23. 9% of all the state's 
Households are concentrated here, also. Effective Buying Income is 
$4,160,761,000, or 26.5% of Texas’ total E. B. I. The Fort Worth 
Star-Telegram covers this vast, rich market as no other single medium, 


almost 40% daily family coverage (86.8% in Metro Fort Worth alone). 


To Really 
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Merchandise 
in the 

Fort Worth 
Market, 


you need 

the 

FORT WORTH 
STAR- TELEGRAM 


JUST OFF THE PRESS! 


“Analysis of the Fort Worth 
Market and News- 
paper Coverage,” 
62-page compre- 
hensive market 
study brochure. 
Send for your free 
copy today! 


SOURCES: 
Sales Management, U. S. 
Census, ABC White Audit, 
3/31/60 
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blank form before him when he gives 
his patient a sample of a drug. 


FARMERS GIVE UP ‘CHAWS’ 


Philadelphia—On the strength of “in- 
dications that farm families are smok- 
ing more cigarettes now than ever 
before,” Marlboro has made its first 
entry into the farm market. This 
month started the company’s ad 
schedule in Farm Journal to promote 
its “soft pack.” Particularly appealing 
to Marlboro is the farmer’s tendency 
to buy in quantity. 


GAMES AT THE AMA 
CONFERENCE 


Chicago—A big attraction at the 
American Marketing Association’s Na- 
tional Conference this June 19-21 
will be computer-type business games. 
The conference will be held at Univ. 
of Southern Cal. and UCLA campuses 
where Remington Rand Univac com- 
puters and IBM 709 or 7090 com- 
puters are set up as referees. 


APPLIANCES FOR RENT 


Chicago— Apartment house operators 
represent a new leasing market to 
Admiral Sales Corp. The company 
has been leasing to hospitals, motels 
and hotels. Now it offers electric re- 
frigerators, room air conditioners, 
electric ranges and dishwashers to 
apartment owners throughout the 
country. 


WARRANTEE FOR CLEANING 


Chicago—Stressing cleanability of its 
fabrics, furniture maker Kroehler 
Mfg. Co. got a unique service war- 
rantee under way last month. In 
collaboration with ServiceMaster, a 
national home cleaning operation, the 
company offers a free at-home clean- 
ing of all furniture upholstered in the 
Kroehler “Performance Tested” fab- 
ric. The 15,000 ServiceMaster rep- 
resentatives in the U.S. are particu- 
larly receptive to the plan because 
consumers call them directly. 


BORDEN IN GRAPHIC ARTS 


Cincinnati—Expansion minded Borden 
Co., long a diversifier into food 
areas unrelated to its dairy products, 
takes a real departure with its pur- 
chase of an ink maker. The company 
recently acquired the Hawley-Monk 
Co., manufacturer of inks, varnishes 
and related materials for the graphic 
arts industry. 


WHAT MAKES GOOD HOUSEKEEPING DIFFERENT? 


OUR READERS LIVE WHERE THE SALES ARE 


Of the three women’s service magazines, Good Housekeeping has the highest per 
centage of its circulation in the top fifty metropolitan and suburban areas where 
retail sales are highest. 


Retailers know this. In cities of 100,000 and over, they spend more of their own 
money for retail tie-in linage with Good Housekeeping than with Life, Saturday Evening 
Post, Better Homes and Gardens, Ladies’ Home Journal, Look and McCall's combined! 
Surprise? Here’s another. Our young readers have higher family incomes than the 
readers of McCall's and The Journal. 


That's what makes Good Housekeeping different —and that’s what makes it a great 
advertising medium. 


Kal ~*~” a “2 

5 * Guaranteed by * 
Good Housekeeping 
Neer 45 ADveRTistd worse 


MAGAZINE AND INSTITUTE A HEARST MAGAZINE 


And among the other differences are these 

marketing strengths —a combination of 

advantages no other magazine offers its 

advertisers: 

1. GOOD HOUSEKEEPING INSTITUTE — 
for product investigation 

2. GOOD HOUSEKEEPING CONSUMERS 
GUARANTY 

. GOOD HOUSEKEEPING CONSUMERS’ 
GUARANTY SEAL—for merchandising 

. CONSUMER RESEARCH PANEL — 
with 20,000 members 

. MATCH-A-MARKET — 
five regional editions 

. HEARST TRADING AREAS SYSTEM OF 
SALES CONTROL 

. BUYERS GUIDE — purse-size listing of 
products with Consumers Guaranty 
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MARKETING PICTOGRAPH 


Moral: Don’t Cut Ad Budgets 
When the Recession Knocks 


In the ’49 Recession... 
Sales | T | ——+— 
Index | 


| 
180- 


Companies that didn’t cut ad budgets 


realized a sales gain 


In the ’54 Recession... 


ae 


| 
Again, those companies that 


stuck by their budgets, prospered 


but those that did cut, 


felt it in the pocketbook 


1947 1948 1949 1950 


aa while those that sliced, suffered 


1951 1953 1954 1955 1956 


Source: Survey of 1,200 industrial firms by Buchen Advertising, Inc. 


We : y} 
° Se, nt , 
Keeping \ eat 


/ Art Kimmelhoch is a farmer, ag school graduate. He has 
0] ) doubled the 160 acres left him by his father. His field crops 
come up earlier and greener. His livestock brings the highest 
. _ prices. His farm plant is well kept. His house is new, 
with the air conditioned. He gets to Florida every winter, and has a 
| daughter in an Eastern prep school. 
e Your farm is next door. How do you keep up with 
immelhoch Kimmelhoch? Well, you start by paying a lot of 
sS— attention to SuccessFUL FarMinG. Kimmelhoch does! 
So do most of the really prosperous farmers. 
Because every issue has information on markets, methods, 
machinery and materials—that save work, increase yields, 
lower costs, help the farmer earn more. His land allotment, 


barn layout, fertilizer application, materials handling, 


herd size, equipment purchases, prices, 
taxes and profits next year will depend 
to some extent on what he learns from SF 
this year. This magazine means money Successt ul 
in the bank! It is not merely read—but Farming 
studied, filed, referred to again. And it 
also helps the farm family live better. 

And after fifty-eight years of service, 
SF has earned a respect and confidence 
unmatched by any other medium; and 
a degree of influence reflected in its very 
high readership, and the reception and 
response of its readers to advertising. 

SF subscribers average holding is 
more than 300 acres; and their average 
farm cash income is about 70% above 
the national farm average — represent 
one of today’s choicest class markets. 

If you want your advertising to sell 
something, put it in SUCCESSFUL FARMING. 
And ask any SF office about the twelve 
new State & Regional editions! 


SuccEssFUL FarMinG ... Des Moines, New York, 
Chicago, Atlanta, Boston, Cleveland, Detroit, Los Angeles, 
Minneapolis, Philadelphia, St. Louis, San Francisco. 
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Pir Mashed 
a Potatoes 


Pillsbury selects 
CALK-SEAI*.. 
for high-speed, 
sift-proof carton 
sealing 


In Calk-Seal*, The Pillsbury 
Company found a moisture-resistant 
carton sealing technique that 
eliminates inner bags or overwraps 
for greater customer convenience . . . 
yet prevents sifting and infestation. 
This single structure package also 
allows filling line speed to be 
increased four times. 

Development of this advanced 
Calk-Seal technique for all dry, 
powdered or granular products is 
but one of the many ways in which 
Packaging Corporation’s concept 
of Planned Packaging produces better 
packaying, lower costs . . . more sales. 
Whether your requirements are large 
or small, regional or national, we 
welcome the opportunity to help you. 


* Machine and process patents applied for 


Packaging Corporation of America 


Cartons - Containers - Displays - Egg Packaging Products - Molded Pulp Products - Paperboards + Plastics 
30 Sales Management March 17, 1961 


I LETTERS TO THE EDITORS 
een iinet 


monopoly of distribution 

The article on “‘False’ Pricing 
Marches On” [SM, Jan. 20] should 
be read by every American—especially 
Mr. and Mrs. Consumer. 

There’s agreement that the Federal 
Trade Commission should hope to 
eliminate deceptive pricing. To accom- 
plish this, however, the Federal Trade 
Commission would delegate the “pric- 
ing” function to the retailer. This is 
completely unsound and uneconomical, 
as events have proved. 

Application of the FTC theory 
would produce, inevitably, a monopoly 
of distribution—the most vicious form 
of monopoly, wherein the consumer 
and the manufacturer are at the mercy 
of the giant retailer, who then would 
dictate both the price and the quality 
of the product, as he does so effec- 
tively whenever prices cannot lawfully 
be stabilized against all types of 
retailers. 

The FTC was established to help 
check monopoly—not to foster it. 

The need for enactment of the 
Madden Quality Stabilization Bill giv- 
ing the trade-mark owner the optional 
right to protect his trade-mark against 
deceptive and unfair pricing practices 
becomes more urgent every day... . 

JoHN W. ANDERSON 
President 
Quality Brands Associates of 


America, Inc. 
Gary, Ind. 


overseas-trade promotion 


Re: Your Feb. 3 Marketing Newsletter 
item on “Free Advice on Selling 
Abroad” 

. . . Last April the American Presi- 
dent Lines introduced a Trade Assist- 
ance Request form with which the 
user need only state his products or 
services, check the type of contact he 
wishes to make and his areas of 
(overseas ) interest. APL takes it from 
there... . 

In the past nine months APL has 
assisted upward of 200 exporters and 
importers in 11 countries to establish 
new overseas trade contacts on a 
world-wide scale. . . . 


J. T. BuckLry 
Freight Sales Coordinator 


American President Lines 
San Francisco, Cal. 


sales training—86% poor 
... If sales executives want more 
top sales producers [“More T.S.P’s 
Wanted in Sales,” SM, Feb. 17] they 
are going to have to DEVELOP 
them. ... 

The figures, “98.4% of the firms 


maintain a sales training program for 
the trainees hired, and 86% supply a 
formal training program for experi- 
enced salesmen,” are interesting but 
meaningless. . . . If there is one un- 
questionable certainty it is that 86% 
of any reasonably long list of firms do 
NOT give its salesmen a well-organ- 
ized, professional-quality training pro- 
gram... . 

Although almost every sales exec I 
talk with tells me his firm has a “sales 
training” program, I do not find train- 
ing in HOW TO SELL being given 
except in the most advanced com- 
panies. . .. 


E. Heatu VAN DuzEE 


E. Heath Van Duzee and Associates 
Montclair, N. J. 


catsup and mud encore 


In Marketing on the Move, SM, Jan. 
20, I read an item entitled: “His 
Boss’s Coat.” ... 

I challenge the president of Borg- 
Warner Corporation’s Norge Division, 
Mr. Judson Sayre, to permit me to 
pour catsup, mud and Coca-Cola over 
his coat, and let me stomp on it and 
toss it into one of his new “dry 
cleaners.” . . . 

RoBertT GELFAND 
President 
Metropolitan Dry Cleaning 


Machinery Co., Inc. 
Richmond Hill, N. Y. 


> The demonstration in question was 
performed in front of 115 witnesses, 
including a strong representation from 
the press. Mr. Sayre’s personal answer 
to reader Gelfand is that he would be 
glad to repeat it at Mr. Gelfand’s 
convenience. 


‘patriotism’ defended 


Re: “Is Patriotism a Sales Tool?” 
[SM, Feb. 17, page 96} 

... I invite any executives of SM 

to come to Buffalo, to speak with the 

president and other executives of 

Morrison Steel Products, Inc., and to 

check our books—at our expense. .. . 


Manus Ro1zeEn 


Roizen Advertising Agency, Inc. 
Buffalo, N. Y. 


no babies by telephone 


Some years ago I was scheduled to 
give a lecture on “Personal Contact 
in Selling” at a sales dinner in Boise, 
Idaho. By the time I was introduced 
it was ten-thirty, my after-dinner cap- 
tive audience had been sitting since 
six-thirty and looked a bit jaded and 


Sales 


a call for 
action 


to all companies 
using 10 or more 
business cars 


Investigate fleetcar leasing — the 
Hertz way, described by leading 
companies as “‘the lowest cost sales- 
insurance we ever took out.”’ Find 
out how Hertz Fleetcar Leasing 
plans cater to the special needs of 
larger users of business cars. Dis- 
cover how they’re tailored for com- 
panies which best benefit from the 
nation’s most extensive coast-to- 
coast leasing facilities, and from 
operating efficiency perfected over 
30 years. Each ‘‘10-Plus’”’ plan re- 
places your cars with brand-new 
Chevrolets, Corvairs, or other fine 
cars; assumes full responsibility for 
maintenance and repairs; and re- 
duces the many annoying details of 
fleet administration to the writing of 
one budgetable check each month. 
Use coupon below to learn why 
more and more multi-car companies 
agree Hertz Fleetleasing makes the 
best business sense for them. 


CAR LEASE 


HERTZ FLEETCAR LEASING, 
Att. H. F. Ryan, V.P. 

The Hertz Corporation, 660 Madison Ave. 
New York 21, N. Y. Dept. D317. 


Please send me your new fleetcar leasing 
booklet. 


NAME 

POSITION 

COMPANY 

ADDRESS 

CITY & STATE — 


NUMBER OF CARS OPERATED 


ee ew ee OO OOOO TO 
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| Value-wise... 
The Gap Widens! 


With over 618,000 circulation, 
the Journal-American’s $3.07 


milline rate is $.61 lower than 
the second New York evening 


newspaper and $1.82 
than that of the third! 


lower 


As Journal-American weekday circulation has gone UP, the 
milline rate has gone DOWN. It’s exactly the opposite with 
the two other New York evening newspapers—lower circula- 
tion and higher cost. The Journal-American’s milline rate is 
now 16.6% below the second evening newspaper and 37.2% 
lower thai that of the third! The Journal-American is New 
York’s greatest buy for home-going evening circulation. 


Are your advertising plans getting full value 
from this significant fact? 


NEW YORK 


Represented Nationally by Hearst Advertising Service Inc. 


Based on National Advertising Rates and A.B.C. Publishers’ 
Statements for 6 months ending September 30, 1960. 
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slightly unreceptive. So I laid my notes 
on the table and delivered the follow- 
ing address [reprinted in its entirety] : 
“During some forty years of experi- 
ence, I have made an observation 
which I would like to pass along to 
you tonight. I have noted that very 
few marriages are consumated and no 
babies are born by telephone or by 
mail. I have at long last come to the 
conclusion that to get results in certain 
types of situations there is no substi- 
tute for personal contact.” 
C. E. TuRNER 
Scotch Plains, N. J. 


‘registered’ English 

In the Sales Promotion Idea File, 
SM, Feb. 3, I notice the use of the 
words “remembrance advertising” in 
connection with Soapkins. 

No doubt this is an oversight on the 
part of the editor of this page, but I 
would like to remind you that the 
words “remembrance advertising” are 
a registered trade-mark of Brown & 
Bigelow. .. . 

Russ WILiiAMs 


Diector of Advertising 
Brown & Bigelow 
St. Paul, Minn. 


good will overdone? 


. . . Every person even remotely asso- 
ciated with merchandising should 
certainly subscribe to SM. It would 
seem, however, that R. J. Weston, 
the general manager of The Bellwood 
Co., has deliberately gone out of his 
way to assist foreign (Japanese) com- 
petition in the invasion of what must 
certainly be his own hard-earned mar- 
ket [Letters, SM, Feb. 3: Mr. Weston 
ordered a gift subscription of SM for 
a Japanese manufacturer]... . 


R. J. O-tmutz 


Special Products Salesman 
Telecom Division 

North Electric Co. 

Galion, Ohio 


thought and action 


In a list of books on semantic read- 
ing [SM, Nov. 10] you included 
“Language in Thought and Action,” 
by S. I. Hayakawa. 

My local book store has just re- 
ported this book out of print. You 
have listed it; it must be necessary 
reading and I want it... . 


Exum GRIFFIN 
Estherville, Iowa 


p “Language in Thought and Action” 
is available through Harcourt, Brace 
& Co., 750 Third Ave., New York 17, 
N.Y. 


signs <a sell for you 


at the 

local 
personal 
\/evel 


Hanover makes your national promotion local 


and personal with back-lighted plastic signs Hanover makes small sigus 
, . : for indoor use, and large ones 

to fit each of your dealers’ requirements . —including giant spectacu- 
Mass produces signs with a different dealer lare—-- tor outdoors, Vacuurn 
rate, : : forms sign faces of acrylic 

name formed in each one, with color options, plastic. Design and lettering 
and in sizes and mounting styles to fit each are high-relief embossed on 
: A plain or patterned back- 
location. To make your marketing succeed at ground. Colors are inside- 


th : ae : : applied to stay clean and 
e point of decision, oH in Hanover for aaiiee ‘eclliseaih Calta, balinate, mind 
. or for a complete sign program designed mounting fittings are included, 


: complete. Each sign carries UL 
and created to make your marketing local and FORE or ig 
personal. in short runs and reorders. 


—____—»OHANQVER 


1825 JOYCE AVE., COLUMBUS 19, OHIO 


STANDARD o1, 
iii ie 


a 


OWENS-CORNING 


FIBERGLAS 


= FIBERGLAS ENGINEERING 
TRANS WORLD AIRLINES & SUPPLY DIVISION 
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The Mover: P&G's Janney 


Ac 


tleman 
60 teet 


The 


move 


read this 


a vertical move of 


a neat, trim gen- 
making 
The gentleman? J. S. Janney. 
to the 11th floor executive 


Management 


In Five Years: Doubled Sales 


Joseph D. Farrell is leaving that 
sunny California clime, where our 
photographer caught him in one of 
his rare still moments: He’s coming 
East, to the City of Brotherly Love, 
where he'll be the new president of 
The Charles E. Hires Co., now a 
division of Consolidated Foods Corp. 
Never one to duck a question, Farrell 
“What do I expect 
to do for Hires? Double its sales in 
the next five years.” If this sounds 
optimistic, it is no less than what he 
has done for Gentry Division (spices 


answered ours. 


and seasonings) in his first five years 
with that arm of Consolidated. He 
leaves Gentry after 12 years and he 
leaves as v-p in charge of sales. No 
stranger to the soft drink business, 


Farrell spent 13 years with Canada 


offices of Procter & Gamble’s head- 
quarters building in Cincinnati. Jan- 
ney is the company’s new general 
sales manager and he candidly admits 
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THEY'RE IN THE NEWS 


-SM 


BY HARRY WOODWARD 


For Hires 


Dry. . . . Hires came under the Con- 
solidated wing last August, at which 
time Consolidated’s chairman, Nathan 
Cummings, described it as “a com- 
pany with the potential of another 
Sara Lee.” Farrell is in total agree- 
ment. His mission is to make root 
beer once again the country’s favorite 
soft drink. His first task will be to 
further development of Hires’ mar- 
keting program. The old Hires name 
already has connotations of quality in 
the public’s mind. The company was 
the first in America to break a column 
in advertising, was one of the first 
radio advertisers, and is the oldest 
and largest producer of root beer. 
Under the Consolidated-Farrell guid- 
ance, things will undoubtedly start to 
bubble again. 


that a short move in space will mean 
a sizable “reorientation of my think- 
ing.” He’s been sales manager of the 
case food sales department, in a P&G 
career that began in the early ’30’s in 
door-to-door distribution of Oxydol 
samples. A native of the Green Spring 
Valley area near Baltimore, he was 
graduated from Princeton with no 
definite sales management career in 
mind. But after the Oxydol stint, he 
was switched to the sales force and 
in less than seven years was a district 
sales manager. After war service, he 
was New York district sales manager 
until the company brought him, in 
’47, to headquarters to assume the 
first in a series of increasingly respon- 
sible sales management posts. When, 
in 1955, P&G set up its Food Prod- 
ucts Division, he was named to man- 
age new case sales. Among his ac- 
complishments: the introductory sales 
campaign for Duncan Hines cake 
mixes— biggest sellers in the U.S. An 
uncommonly energetic man, he finds 
time for such extra-curricular activi- 
ties as managing a dairy farm at 
Coosahatchie, S. C., hunting and fish- 
ing. The Janneys have two sons, who 
— like their Dad — chose to attend 
Princeton. 


All this | for me ? 


Yes ... our Mass Spectrometer doesn't look very romantic, but 


WONDERFUL WORLD 
OF FRAGRANCE 


Mass Spectrometer .. . an 
unbelievably sensitive research 
instrument capable of 
identifying fragrance 
components even in trace 


quantities. This electronic unit, 


at the IFF Union Beach 
Laboratories, is in continuous 
use, contributing important 
data in Product Research 
and Quality Control 


it’s one of the instruments that made your 


exciting new perfume possible. 


T he creation of an outstanding fragrance requires research in many areas 
to discover intriguing mew aromatic materials which will stimulate the 
imagination of the perfumer. These new aromatics, some found hidden in 


nature, others conceived entirely in the laboratory, make it possible for IFF 


perfumers to produce truly unusual and effective “‘selling’’ fragrances for 
your new products. 


VAN AMERINGEN-HAEBLER + POLAK & SCHWARZ 
LAVORS & FRAGRANCES INC 


S2i West 57t* St. + New York 19, N.Y. 


Creators and Manufacturers of Flavors, Fragrances and Aromatic Chemicals 


SLANC FRANCE GERMANY HOLLANE TALY NORWAY SOUTH AFRICA WEDEN 


Why Monkey with the Metro... 


The CHARLOTTE TV 

MARKET is First : 

in the Southeast Char otte 
«. a - 

City Limits 


with 642.500 Homes* 


Fables have persisted for years about ‘how to judge a 
market’s size by the Standard Metropolit an Area concept. 
Savvy Monkeys see no metro, hear no¢mMetro, speak no 
metro — because they know that it’s the total é Homes delivered 
that counts! # 
Speaking of delivering, WBTV reacheg 3% more TV 

Compare Homes than Charlotte Station “B’’.** 

these SE * Television Magazine—1961 

Markets! ** ARB 1960 Coverage Study— Average Daily Total Homes Delivered 


CHARLOTTE 
642,500 Atlanta Louisville New Orleans Richmond 
535,300 420 200 366 900 267,200 


WEBTV 


CHANNEL 3 CHARLOTTE | JEFFERSON STANDARD BROADCASTING COMPANY 
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24 man lived by the side of the road and sold hot dogs. 
He was hard of hearing so he had no radio. 
He had trouble with his eyes so he read no newspapers. 
But he sold good hot dogs. 
He put up a sign on the highway telling how good they were. 
He stood by the side of the road and cried: “Buy a hot dog, Mister.” 
And people bought. 
He increased his meat and roll orders. 
He bought a bigger stove to take care of his trade. 
He got his son home from college to help him. 
But then something happened... 
His son said, “Father, haven’t you been listening to the radio? 
If money stays ‘tight,’ we are bound to have bad business. 
There may be a big depression coming on. 
You had better prepare for poor trade.” 
Whereupon the father thought, “Well, my son has gone to college. 
He reads the papers and he listens to the radio, and he ought to know.” 
So the father cut down on his meat and roll orders. 
Took down his advertising signs. 
And no longer bothered to stand on the highway to sell hot dogs. 
And his hot dog sales fell almost overnight. 
“You’re right son,” the father said to the boy. 


“We are certainly headed for a depression.” 


* This page is appearing in March issues of these Bill Brothers Publications: 
Fast Food, Modern Floor Covering, Modern Tire Dealer; Plastics Technology, 
Rubber World, Sales Management and Sales Meetings. The source of the story 
is unknown to us and we will be grateful to anyone who can identify it. 


(Free reprints of this page are available in quantities up to five. For larger orders, regular reprint charges will apply. Write: 
Readers’ Service, Sales Management, 630 Third Ave., New York 17, N.Y.) 


Marketing Marches In 


al is under way—and some of the biggest corpora- 
country are tying in. But many others are avoiding 
The unique problems presented by the com- 


and how some companies are solving them — 


e one of the most fascinating marketing stories of our time. 


TRAVELING EXHIBIT of Civil War photographs is Ansco’s contribution to the 
Centennial. Although there is plenty of opportunity to display the company 
name and tie in with its products, Ansco studiously avoids over-commercialism. 
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HE CIVIL WAR Centennial is one 

of the most mouth-watering mar- 
keting situations to come along in 
many years. 

The 4-year commemoration of this 
greatest of American wars has just 
begun and is scheduled to last well 
into 1965. It’s already captured the 
popular imagination like no other 
event in memory. The fascinating na- 
ture of the war itself—plus its im- 
mensely significant role in the shaping 
of America and the world—provides 
an irresistible subject for mass media 
coverage . . . and a full guarantee 
that the next few years will see the 
most extensively commemorated his- 
torical event of all time. 

No marketer could demand a more 
perfect setting to tie in to. Literally 
hundreds of companies have investi- 
gated the possibility of “marketing 
the Civil War” to gain sales, strength- 
en corporate image, or both. 

Many have pressed on with their 
plans and now have full-scale cam- 
paigns under way. Others are rush- 
ing forward with full intent of en- 
tering the frav while Civil War fever 
is still an epidemic. Reynolds Alu- 
minum took grocery outlets by storm 
as far back as last September, and 
is already expanding its promotion 
of a Civil War map premium. Oil 
companies, interested in the tourism 
the Centennial will develop, have 
poured millions into the commemo- 
ration. Sinclair took earlybird honors 


by beginning its extensive national 
ad campaign a year ago, but will 
probably fall behind Esso in the race 
to distribute the most maps the fastest. 

Railroads are promoting travel, too, 
and at least Ford among the auto 
makers will use the Civil War in its 
appeal for greater family mobility. 
Other companies, such as Ansco and 
Nationwide Mutual Insurance, are 
criss-crossing the country with travel- 
ing exhibits of Centennial interest. | 

And around all this runs a swift 
current of souvenirs, toys, games, 
maps, replicas, books, flags, jewelry 
and liquor—a partial list—all of which 
are made and marketed by companies 
with big stakes in the war. 

But many marketers are neatly 
sidestepping the Centennial and 
everything about it. They are the 
marketers that examined the glittering 
opportunities offered by the com- 
memoration, spotted the thick under- 
lying layer of marketing problems and 
question marks, and decided that the 
safest thing to do was nothing. 

No company wishing to participate 
in the Centennial can avoid these 
problems. Some are big and real. 
Others seem to be imagined. Together, 
they are frightening. Here are the 


biggest: 


REYNOLDS ALUMINUM was one of the first companies to 
make a Civil War premium offer. This colorful battlefield 
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e There is no marketing precedent 
for the Centennial. Every company, 
from the smallest to the largest, is in 
the same boat. None has had any 
experience with this kind of market- 
ing. And the Civil War market is a 
tough puzzle: How big is it? How 
long will it last? Is it limited geo- 
graphically? Are all age groups equally 
represented? Not a man alive knows 
these answers for sure. 


e The subject is awesome. The Cen- 
tennial has taken on the very deepest 
historical, patriotic, even religious 
overtones. Some feel it is too sacred 
to involve with commercialism. To 
be blatant, inaccurate or in any way 
show poor taste would be suicidal. 
Is the risk worth the possible, indeed 
unknown, rewards? To some, the mere 
fact that the Civil War is inappropri- 
ate for lead-footed exploitation ruins 
it as a marketing possibility. 
e The North fought the South. And 
the ideological descendents of both 
sides today live in the same huge 
market. The haunting fear of appeal- 
ing to one group while offending the 
other has driven away marketers by 
the dozens. 

Any answers or solutions are nec- 
essarily educated guesses based on 
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INSTITUTIONAL AD promoting tour- 
ism to battle sites is one of a long 
series now being run by Sinclair Oil. 


limited experience. But these appear 
to be the best available: 

Although every state but five or 
six has a Centennial Commission in 
action, the South is universally con- 
ceded to be the area of hottest in- 


map is offered for 50c and the Reynolds seal from any 
product packaged in its foil. Promotion runs through June. 
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Where you may see the “snowy heights of honor” 
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continued) 


terest and the West Coast the coolest. 
But geography isn’t everything. Ari- 
zona Indian Territory during the 
war—is now scheduled to have more 
commemorative activity during 1962 
than any other state. And, although 
states with battle sites will be the 
most active throughout the commem- 
oration, many northern states are plan- 
ning big observances centered around 
famous heroes and_ volunteer regi- 
ments 

Centennial interest isn’t confined to 
the kids. As evidence, marketers point 
to book sales, notably those of the 
American Heritage Picture History of 
the Civil War. Announced in October, 
this book racked up a pre-publication 
order of 237,150 copies. Months ago 
Doubleday, which distributes it, an- 
nounced retail sales of over 68,000 
copies. And it sells at $20 a copy 
deluxe edition, which accounted for 
about 40% of units sold through mid- 
December, $25). It is without doubt 
the most successful book in that price 
range ever published. Assuming that 
purchase of the Picture History indi- 


cates a fairly serious fascination with 
the war, it is not difficult to imagine 
the proportions to which currert popu- 
lar interest can reach. 

Durability sticks out as the big 
question mark. As a fad, the Civil War 
will lose much of its marketing appeal 
by vear’s end. The might of the bar- 
rage of Civil War material in the 
press today indicates that the public 
will get pretty sick of the war before 
too terribly long. But two factors of 
significance to the marketer remain: 
First, it is a certainty that the surge 
of popular interest present today will 
leave its mark on the public. It is a 
sure thing that more people than ever 
before will have a lasting interest in 
the war. In fact, this increase has 
been in evidence in the last ten vears. 
Second, during the course of the com- 
memoration, certain reasonably local- 
ized flare-ups of interest will occur 
as the progress of the war unfolds. 
For example, interest in Richmond, 
Washington and Atlanta should be at 
a peak when those cities commemorate 
major events of the war which oc- 
curred in their environs. Similarlv, 
dozens of other locales will feel the 
impact of a specific hundredth anni- 
versary. 

In addition, the observance of a 
major anniversarv such as that of the 
Battle of Gettvsburg in 1963 should 
spark renewed national interest. 

The big area of taste should present 
little problem. The watchword seems 
to be, “If in doubt, don’t.” The Civil 
War Centennial Commission, organ- 


ANOTHER ANSCO EXHIBIT is a re-creation of famed photographer Matthew 
Brady’s field photo lab. Traveling displays can be sent to areas commemorating 
local Civil War events, thus exhibits are assured of full four-year interest life. 


WINDOW BANNERS make up part 
of comprehensive promotion kit Ford 
makes available to Southern dealers. 


ized by Act of Congress and report- 
ing to the Department of the Inte- 
riors Director of the National Park 
Service, has been working quietly but 
effectively to eliminate any “carnival 
atmosphere” from the Centennial. Its 
policy can best be summed up by the 
plea of one of its officials: “Please 
don’t say ‘Civil War Centennial Cele- 
bration.’ It’s a commemoration, not a 
party. We feel that it deserves all 
the seriousness and reverence we can 
give it; it’s not a time for revelry 
in any sense.” Consequently, the 
Commission and its affiliated volunteer 
committees stand ready, willing and 
able to advise marketers on matters 
of taste and accuracy (there is even 
an advertising arm, loaded with very 
interested Madison Avenue Civil War 
buffs). 

The North-South relationship scares 
the most marketers. But for the mast 
part, their fears are groundless. The 
South takes great pride in the vigor, 
courage and honor displayed by its 
side in the war. This feeling is du- 
plicated in the North. There is little 
pride of victory or shame of defeat 
visible in the Centennial activity. A 
brochure published by the Arkansas 
Civil War Centennial Commission 
sums up Southern feeling with the 
comment, “Arkansas is justly proud 
of her Civil War record.” Each side 
had its reasons for acting as it did, 
and each side had its victories and 
defeats. This should be safe ground 
for any marketer. 

The Civil War Centennial offers 
two basic types of marketing possi- 
bilities: 

e The promotional tie-in. This is the 
most broadly applicable technique, 
and the one adopted by most of the 
bigger companies participating. In 


this, the war provides a means to pro- 
mote an existing or traditional prod- 
uct, or even the corporate name. It 
offers an advertising theme, type of 
premium, subject for an exhibit, and 
sO on. 

e The product tie-in. This technique, 
widely used by smaller manufactur- 
ers, involves the creation of special 
Civil War products. Although the 
kinds of companies able to join in the 
production of maps, books, premiums, 
games and so on is somewhat limited, 
it is surprisingly big business. 

There are a few types of promo- 
tional tie-ins that seem to have wide 
appeal to marketers and consumers 
alike. They not only arouse popular 
interest, but reduce the problems in- 
herent in Civil War promotion to a 
minimum. They are, in rough order 


of popularity: 


— The campaign or battlefield map 


— The traveling exhibit 
— Institutional advertising 


— Descriptive sales promotion lit- 
erature 


Map offers have been getting the 
biggest play so far. But interest is 
at its peak now, and there is consid- 
erable doubt as to how long the de- 
mand will last. Most marketers in 
this one-of-a-kind situation are con- 
tent to play it by ear, filling orders 
while they last, not overstocking, and 
turning off the promotion when de- 
mand dwindles. Some are using this 
time to think up fresh, new Civil War 
tie-ins to be put into use when the 
present phase ends. Others indicate 
that their initial effort will probably 
be their last, not because of lack of 
success, but because they feel that 
interest won’t be worth cultivating 
once the initial surge is over. 


> Map maker C. S. Hammond & Co 
is riding the crest with a $1.00 Civil 
War battlefield map. Although it is 
being used by several firms as a pro- 
motion piece, its biggest market to 
date has been via an offer run by 
Parade magazine. The promotion 
broke on January 8; readers were 
urged to send their dollars, for which 
they would receive the map, and the 
profits would be donated to a group 
engaged in preservation of the Gettys- 
burg battlefield. This one source alone 
should net Hammond sales of well 
over 100,000 maps. The company 
concedes that the war “will definitely 
be hottest during the first two vears 
of the Centennial,” but expects to get 
good mileage from its map well into 
1962. Already, tentative plans are 
under way for the production of small, 
pocket-size Civil War maps for use 
as giveaways or self-liquidaters 


Competitor Rand-McNally reports 


Civil War Do’s and Don’t’s 
_ The following list of hints for marketers who wish to tie in 


with the Civil War Centennial was compiled as part of an advisory 


t by the Committee on Advertising of the Civil War Cen- 


@ The Civil War Centennial is not a celebration. It is a com- 
memoration—a re-dedication. it is urged that advertisers avoid 
the florid or circusy treatment or the comic or fictional. The posi- 
tive, factual approach will demonstrate the essential unity of the 
nation as a result of the war. 


ie Be sure about such details as dates, places, units engaged, 


cine 


amiforma, and colors displayed. 


® Don’t debase flags, symbols or insignia by misusing them for 
commercial purposes. 

© Maintain a sense of appropriateness. Don’t run an ad about 
General Lee on Lincoln’s birthday, and vice versa. 


®@ Remember that many contemporary pictures of Civil War battles 
are not entirely accurate, but must be regarded merely as artists’ 
conceptions. 


® Don’t use events or personalities in such a way or in such a 


connection with a sales message that the resulting ad might be . 


considered to be in bad taste. 


® Don’t needlessly fan long-forgotten animosities. Remember that 


many still living feel strong emotional ties to the events of 1861- 
1865. 


® Be technically accurate. Do enough research to avoid such errors 
as general use of breech-loading rifles and brass cartridges, which 
were only beginning to appear at the time of the Civil War. 


® Quote songs and poems accurately. Also, be sure that leaders 
actually made the statements attributed to them. 


® Don’t make fun of antiquated habits and costumes. They were 
not funny in their day. Remember, we will probably seem quaint 
to the people of a century hence. 


® Don’t stress unduly the climactic significance of the act or 
incident used, unless it is regarded as decisive by historians whose 
judgment is respected. 


@ Note that Memorial Day (May 30) has a counterpart in Confed- 
erate Memorial Day on April 26 (Alabama, Florida, Georgia, 
Mississippi). Also that June 3, the birthday of Jefferson Davis, is 
observed in ten southern states, and in some has the status of 
Memorial Day. 
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memoration. Their secret lies in the 


a tremendous amount of interest from 
newspapers, TV stations “and manu- 
facturers of everything from soap 
flakes to dog food,” and expects the 
demand to remain high throughout 
the Centennial. 

What the traveling exhibit loses in 
national impact it gains in durability. 
Companies that have assembled ex- 
hibits of Civil War interest are con- 
fident that they will continue to draw 
huge crowds throughout the com- 


fact that they will be able to move 
their displavs from place to place, hit- 
ting the high spots of interest as local 
commemorations take place. These 
exhibits, like the map offers, are, by 
and large, marvels of low-key promo- 
tion; the company name is present for 
all to see and appreciate, but the pres- 
sure seldom gets any higher than that. 

Reynolds Aluminum seems to have 
“gotten there the fustest with the 

(continued on page 126 
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How to Cut the Cost of 
Introducing New Products 


Fully a quarter of Sales Management's 
Sales Leadership Panel reports strong in- 
terest in the question of how to keep down 
the cost of introducing new products. 
Small wonder: With the price of every- 
thing connected with new products rising— 


DoAIl’s Leighton Wilkie 


> Leighton Wilkie is chairman of the 
board of the 30-year-old DoAll Co. 
He’s more: He is DoAll—an idea man, 
1 marketing entrepreneur, a finance 
man, all rolled into one. And he 
doesn't believe in trving to get down 
the price of introducing new products. 
Not in the sense most marketing men 
are talking about when thev discuss 
the subject 

“There is,” he savs, “a terrific rev- 
lution going on in distribution, par- 
ticularly within the past decade. (In 
some businesses, it is almost demora- 
lizing.) In business—and DoAll makes 
dozens of machines and tools, all 
involving the band-saw concept—we 
set up a structure to meet the trend.” 
Che structure: Five factories to make 
ill DoAll machines, 38 DodAll sales 
stores to market 1,500 products, 43 
separate corporations all owned bv 
Leighton Wilkie and his two brothers 

“Industry doesn’t buy because of 
low price,” he insists. “Industry buvs 
a tool because it turns out the most 
goods possible The company that 
buys cheap is one we don't care to 
cater to. It won't, in the end, be 
able to meet the competition. We sell 
quality tools at a price necessary to 
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produce and earn a profit. If you want 
to break it down to such a thing as 
cost, it is the cheapest tool. We de- 
liver with the least handling and 
smallest margin possible—alwavs di- 
rect to the user. We have set up 
balanced inventory control, a central 
warehouse with a constant $3-million 
stockpile of cutting tools. If, for in- 
stance, our Detroit sales office doesn’t 
have a specific tool, we can get it to 
him overnight.” 

But one way Wilkie has found to 
cut the cost of introducing new prod- 
ucts is the DoAll demonstration tech- 
nique. A huge trailer has been fitted 
out as an on-the-spot demonstration 
unit. The truck goes, on appointment, 
to the prospect’s plant and there dem- 
onstrates what the tool can do for the 
customer. Before DoAll builds a new 
tool, it makes sure there is a demand 
for it. The company evaluates such 
demand through reports from its vari- 
ous sales offices. Only when enough 
prospects sav: “If we had a tool that 
would do such-and-such a job...” 
does DoAll make it. 

“Our customers do our market 
evaluation for us.” 

At company headquarters in Des 
Plaines, Ill., DoAll has built a hand- 
some and permanent exhibition hall. 
When a new product is introduced— 
so large it can't be transported to the 
prospect’s plant for demonstration— 
the customer is invited to visit the hall 
and see the machine in operation. If 
he can’t get there DoAIll sends a sales- 
man, armed with a special movie pro- 
jection machine and films of the ma- 
chine in actual use. 

“Selling,” Wilkie adds, “should be 
just as efficient as manufacturing.” 


March 17, 1961 


research, design, manufacture, promotion 
—management is hard put to keep costs 
within reasonable levels. We've asked a 
gallery of experts—men whose companies 
have successfully introduced new products 
this year—for some of their know-how. 


McCulloch’s Norman Owen 


> Most companies start cutting the 
cost of introducing new products 
when the product is ready to hit the 
market place. But Norman Owen, 
who’s v-p in charge of sales for Scott 
Division, McCulloch Corp., thinks 
this is throwing money out the win- 
dow. 

“The time to start cutting new prod- 
uct introduction costs,” says he, “is 
before the designers sit down to their 
drafting boards.” 

Precisely what Scott did with its 
1961 Flving Scott Boat. This trim 
craft, which took the New York Na- 
tional Motor Boat Show bv storm, 
marks the first time that a manufac- 
turer has built both the boat and the 
motor as a matched outfit. Owen, 
who calls himself “an Iowa farm boy 
who left the farm at 21 and never 
went back,” believes the Flving Scott 
ends the patchwork manufacturing 
that for so long has characterized the 
small-boat industry. “It takes the re- 
tailer out of the assembly line business 
and gives the manufacturer full re- 
sponsibility for producing a complete 
outboard boat and motor unit, ready 
for the water. The customer can ‘get 
in it and drive away.’” 


Revolutionary as it may be for the 
boat manufacturing world, such a feat 
wasn't easily pulled off. Scott knew 
some time ago that it needed to pro- 
duce such a boat-motor unit. But to 
do so by the usual methods would 
have priced the product out of the 
market. The usual method would have 
involved outside designers and engi- 
neers, outside manufacturers to pro- 
duce the boat itself, since Scott built 
only motors. The company took a 
lung-full of air and leapt into alien 
waters: It commandeered a huge old 
plant it owned, cleared it out and set 
to work. First it hired its own boat 
designers as Scott employees. Then 
it hired plastics experts, since the 
projected boat was to be of fiber glass. 
Finally it began building the boat. 
The industry half expected Scott to 
sink in a sea of red tape and ineffi- 
ciency. Yet, only one shoal appeared: 
To price the boat at what Owen felt 
would be a competitive price, some of 
Scott’s traditional quality would have 
to go by the boards. 

“Price it a couple of hundred dol- 
lars higher—make it a boat worthy of 
our name and we'll sell it,” urged 
Owen. 

There was no quibbling. “You're 
the boy who'll have the job,” said the 
brass. 

“And we are selling it,” says a satis- 
fied Owen, “which is proof positive 


that America is becoming quality con- 
scious.” 


Spalding’s Edward G. Dowling 


> In a country dedicated to sports, 
A. G. Spalding & Bros., Inc., spent— 
in a stretch of 30 years—$30 million 
on sports promotion. Before Spalding 
got on the tennis bandwagon, today’s 
catch phrase could have been, 
“Tennis, no one?” And until the com- 
pany stepped up to the tee and took 
aim at the American public, golf was 
thought of as a be-knickered ana- 


chronism—for others to play. 

Spalding has a product list running 
into the thousands. If anyone should 
have perfected the technique for 
keeping down the cost of introducing 
new products, you'd think it would be 
Spalding. 

But, according to Edward G. Dow- 
ling, v-p — marketing, “A marketing 
man who’s handed a new product and 
told to introduce it quickly and eco- 
nomically has been brought into the 
act too late. Marketing should first 
decide what is needed by the con- 
sumer, by the dealer and by his 
company for more profitable sales. 
It’s already too late when the product 
is packaged and ready to go.” 

Recently Spalding brought out its 
most ambitious new product in dec- 
ades; the Executive line of golf clubs. 
If the line hadn’t gone over, the com- 
pany would have been in distress. 
Tooling up, diverting manufacturing 
facilities, ran into real money. 

“Our president,” says Dowling, 
“insists that the best way to success- 
ful new products is to obsolete our 
own best sellers.” The Executive line, 
conceivably, could do just that for 
Spalding’s regular line of golf clubs. 

Dowling doesn’t use the word but 
he means “status” when he says: “At 
all times we attempt to capitalize on 
pride - of - ownership. The product 
should be named in such a fashion 
that vanity and pride are piqued. 
All too often advertising has to con- 
vince the consumer that he needs the 
product: It costs a lot less to an- 
nounce the availability of a needed 
and desired new product.” 

Before the order is given to put a 
new product into the works, Spalding 
uses a yardstick to measure the prod- 
uct’s potential: Consumer benefits or 
advantages must be readily, quickly 
seen, easily and logically understood. 
The product must be built to satisfy 
a real consumer need or desire. It 
must be distinctive. 

Once consumer need or demand is 
evaluated, Spalding’s Research and 
Development Group searches for ways 
to tailor the product to specifications. 

In the case of the Executive line, 
Spalding went through all the usual 
steps, then held back introduction 
while it sent up trial balloons. The 
line was first presented to the firm’s 
professional golf salesmen for their 
reaction at the national sales meeting. 
Then publicity releases were sent to 
trade publications. The salesmen, 
meanwhile, were showing the line to 
the professional golf trade. The first 
ads were scheduled to run in the golf 
trade and specialty magazines in time 
for the Christmas gift trade. Then the 
clubs were shown to better players at 
better clubs. 
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Sundberg’s-Ferar’s Montgomery Ferar 


> Increasingly, the man who shapes 
the product is the industrial designer. 
What he knows (or doesn’t know) 
about marketing can make or break 
the new product—no matter how at- 
tractive the manufacturer thinks it is. 
A leading industrial designer, who has 
created new models of everything 
from portable vacuum cleaners to 
10-ton trucks, is Montgomery Ferar, 
a partner in the Detroit firm of 
Sundberg-Ferar, Inc. He thinks the 
best way of keeping down the cost of 
introducing a new product is through 
teamwork—teamwork between market 
research and industrial designer. 

Says he: “Market research enables 
the manufacturer to explore the sales 
potentials of a proposed product be- 
fore actually starting to produce it. 
It also gives the industrial designer 
his strongest hints as to what sort of 
product it is going to be worthwhile 
for him to design. In our experience, 
market research has invariably proved 
most productive when it is conducted 
neither before nor after but simultane- 
ously with the design program. 

“In this way, alone, are designers 
and researchers afforded the oppor- 
tunity to exchange ideas and informa- 
tion to their mutual advantage. The 
designer finds it possible to incorpo- 
rate in its earliest models some of the 
new features whose desirability has 
been suggested by the market inves- 
tigations. And the market research 
people can test new design features. 

“The modern sales manager, often 
neglected when a new product is in 
the offing, can help enormously in cut- 
ting product introduction costs if his 
company will only bring him into the 
picture. He is able to study the pub- 
lic’s needs and desires where they are 
obvious — at the market place. Such a 
sales manager will find a fervent ally 
in the industrial designer who must 
gear his thinking not to next year’s 
product but to what the public will 
want two, three, even five years 
hence.” : 


March 17, 1961 43 


Leisure Market Series—PART 3 


Hunting, 


Fishing 


And Camping 
Go Pushbutton 


Lots of new markets are opening up as 30 million “rugged” 


Americans try to out-convenience each other as campers and 


sportsmen. “Roughing it” now means toting collapsible tables 


and chairs, gasoline stoves, polaroid sunglasses and electric 


blankets to the sea, streams and lakes. The “needs” are limitless. 


VV HEN tl modern American 
7 ' 
yy} ' 


hunter fisherman or campe! 


utdoo ; it not with a desire to 
fettered. He wants his “things ; 


And he 


ime things he 


doesn’t necessarily want the 
ilready has at home. 
He wants new things, camping things, 
fishing things—anything that seems to 
1 his port or ¢ ntribute to his com- 


Every modern camper knows that 


cant go camping without a sta- 
ion wagon. The station wagon is the 
even if you also have a tent 
» makers have been quick to 
lant the 


F camping, boating, fishing 


ind hunting utility of this higher- 
priced car. Yes, there’s still the hard- 
re man who packs into the back- 
woods logging camp with everything 
on his back or in his pockets—but 
we're not speaking of him just yet. 

\\ vi it here the man woman 
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and child who does not believe in 
bugs in the outdoors, would rather 
be in the shade, and if necessary will 
bring the indoors outdoors. He wants 
convenience, and if possible, more 
convenience than his neighboring 
sportsman. 

What this means to the marketer 
is that you can sell him anything that 
seems to aid his sport or his comfort. 
This may be an electric coffee pot 
that operates off the car lighter outlet 
or regular line voltage when that’s 
available. It may be a complete set 
of special camping kitchen and house- 
keeping utensils and dinnerware. The 
sportsman wants special clothes — 
lightweight but warm and water re- 
pellent. He’s a boat owner, probably, 
so he’s interested in everything about 
boats. He also buys not one of each 
but several rods, reels, guns, and tons 
of assorted tackle. 
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The hard-core hunter and fisher- 
man is the adult male. He has to 
marry the kind of woman who will 
put up with his being away for a 
week or a few days, spending money 
on himself. He may take his son along 
when he gets to be ten or twelve, 
otherwise he prefers his hunting and 
fishing away from the family. 

But there is a newer type, among 
fishermen, anyway, who tries to com- 
bine his fishing with camping. This 
way, the whole family gets into the 
act. Vacation time is shared, and a 
wife who normally wouldn’t know 
D. T. Abercrombie and his camping 
equipment, from Sears, Roebuck, is 
talked into going camping with the 
ease of the modern station wagon and 
specially designed housekeeping 
equipment. So, in camping, there is 
overlapping into the fishing market. 
There is overlapping into the boating 
market too. Campers often take their 
own boats along and even pack their 
camping gear into the boat, which is 
pulled behind the car on a trailer or 
is carried on a roof rack. 

But since most hunters and fisher- 
men who are serious about their sport 
probably wouldn’t be found in any 
number around the drive-in type of 
campsite, let’s first see how their mar- 
kets are defined and what they spend. 
In 1955 the Fish and Wildlife Serv- 


COMPACT CAMPING—Corvair's rear engine permits the “bus” station wagon so attractive to many campers and sportsmen. 


ice of the United States Department 
of the Interior conducted the first 
National Survey of Fishing and Hunt- 
ing, believing that “fishing and hunt- 
ing licenses do not tell the whole 
story . . On the one hand many 
fishermen and hunters do not need 
licenses and on the other hand many 
persons have more than one kind. 
Only part of the army of fishermen 
and hunters belong to clubs. And the 
ft 


production of fishing and hunting 


equipment tells only part of the story 
about the economic importance of 
these sports.” Here are some of the 
highlights of the survey: 

Out of a total of 48 million house- 
holds, at that time, 17 million, or one 
in every three, had one or more hunt- 
ers or fishermen. Twenty-five million 
people hunted or fished. In cities 
there was one in every six; in towns, 
one in every three; and in rural areas, 
one in every two hunted or fished. 


FISHERMEN ARE BOATMEN—Survevys estimate that as much as 70 to 90% of all 
boats purchased were bought primarily for the purpose of fishing. Boats, motors, 
fishing equipment, special clothing and transportation add up to billions. HUNTERS 
also require a few things. Dog, at right, watches over master’s costly gear. 


One in every five persons 12 years 
of age and older, for a total of 20,- 
813,000 persons, fished in 1955. In 
all, 11,784,000 persons went hunting. 

In that year, a total of $3 billion 
was spent for hunting and fishing, ac- 
cording to the survey. Two billion was 
spent for fishing and one billion for 
hunting. This included 
penses, licenses, equipment and mis- 
cellaneous. In fishing, more than a 

continued on next page 
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SHOOOTING PRESERVES—Now legal in all but eight states, “pay and shoot” will 
grow rapidly in future. Lark dealers offer tie-in membership with Lark sale. 


Leisure Market 
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billion dollars was spent for travel, 
while about $800 million was spent 
for equipment. In hunting, $251 mil- 
lion was spent for travel while about 
$499 million spent for equip- 
ment. Miscellaneous for hunting was 
$150 million, which included the ex- 


pense for dogs. 


was 


Of course, the major means of 
transportation for the hunter and 
fishe the 


hunter fisherman 


Te day *s 
has_ to go 


rman 1S automobile 


and 


farther and farther for his game and 
fish, but he gets there more quickly 
and more easily with today’s roads 
and automobiles. 

That's the bare-bones description 
of the size and buying potential of 
the hunting and fishing market. Some 
equipment people and sports maga- 
zines say the figures are too low 
(Sports Afield finds a market of $15 
billion for hunting and fishing in a 
survey of its readership). The diffi- 
culty arises in what to include in the 
cost of going hunting or fishing. For 
instance. you may not buy a car just 
because you like to hunt or fish, but 
vou buy a station wagon, perhaps, and 
this is a more expensive model than 
you might otherwise buy 

The Fish and Wildlife Service su: 
vey does not include the incidental 
what the sportsman may 
spend while he is away which would 
not automatically be included in his 
cost of lodging or food. For example, 
the money he may spend on liquor 
when the fishing and hunting is bad, 
and the weather is bad, could be con- 
siderable. 

In view of the magnitude of the 
combined hunting and fishing market, 
a close look at the status, the changes 
and the future of both hunting and 
fishing will help outline the markets. 


costs of 


FISHING DONUTS—“TVA” lakes now 
offer prolific fishing in states that had 
very little. Here, at Lake Texoma, fish- 
ing “donuts” are built out over water. 
This one, at the huge Texas-Oklahoma 
lake, also has air conditioned section. 


These are highly personal activities 
requiring pinpointed selling ap- 
proaches. There are geographic differ- 
ences in each sport that must be 
learned if a marketer is going to try 
to sell to sportsmen. Here are some 
of the larger trends and the differ- 
ences in each sport. 


Hunting—$1-Billion Market 


Hunting is a lot more than guns 
and ammunition. Just for a starter. 
there are: special clothing, thermal 
underware, binoculars, cameras, dogs 
and all the things that feed them and 
care for them. 

Hunters today travel more. Many 
are well heeled and will take special 
trips for that elk or moose. Many 
executives are taking that African 
safari now that jets make the time 
and cost more feasible. You don’t have 
to be a prince or a tycoon or Ernest 
Hemingway to hunt in faraway 
places. Jets make them available to 
the fairly well paid executive. A 
hunter can get to almost any place in 
the world in the same time that it 
once took to get into the wilds of 
Quebec. Hunters are in the upper 
income brackets of the country, and 
a good percentage of them think noth- 
ing of traveling more than a thous- 
and miles for good big-game hunting. 

As the number of hunters grows, in 
this country, there is of course less 
available open country for them to 
shoot in. As little as 15 years ago 
there was fairly good hunting in 
Westchester County in New York. 
Now, it is barely possible to find a 
place in the county where even a 
shotgun may be used. In many coun- 
ties, a rifle may not even be fired for 
target practice. 


® One of the answers, many experts 
feel, is the growth of private member- 
ship clubs and private shooting pre- 
serves. The membershin club will of 
course be limited to those who can 
afford it. The private shooting pre- 
serve is open to anyone who has a 
day’s fee. The preserve provides dogs, 
game, food and often trap or skeet 
for those who like to shoot but not 
hunt. And, the preserves offer hunting 
usually over a 6-month period with 
no bag limits. You pay and you shoot. 

An active promoter of these shoot- 
ing preserves, or game farms as they 
are sometimes known, is the Sporting 
Arms and Ammunition Manufactur- 
ers’ Institute. This organization has 
been promoting shooting preserves 
since 1954. At that time only 22 states 
permitted shooting preserves. Now all 
but eight states have legalized this 
form of hunting and shooting. In this 
period the total number of private 
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REQUISITION 


Requisitioned ... recommended... 
approved...specified... called local office. 
These are buying actions which typically result 
from buyers’ use of manufacturers’ catalogs 

in Sweet's Files. 26,000 buyers’ responses 

to more than 80 studies clearly document the 
significant role of catalogs in increasing 

selling opportunities for manufacturers who 
employ Sweet's system. Your Sweet’s 
Representative will gladly review the results of 
these studies with you. Call him or write to 
Sweet’s Catalog Service, Div. of F. W. Dodge 
Corp., 119 W. 40th St., New York 18. 
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continued 
and commercial shooting preserves 
has grown from 756 to more than 
1,200 
The basic reason for SAAMI’s in- 
terest in developing public and _pri- 
vate shooting preserves is to sell more 
ammunition and guns, since the mem- 
bers of SAAMI are ammunition and 
gun manufacturers: Winchester, Rem- 
ington, Savage, Ithaca, Mossberg and 
High Standard. It is obvious that if 
hunters can hunt anytime they wish 


for six months instead of the limited 
normal seasons and can take any num- 
ber of game, more ammunition and 
guns will be sold and more hunters can 
be accommodated. But there is the 
larger purpose of providing more good 
hunting to more hunters. The available 
open country will not increase but 
the hunters will. Then, too, game pre- 
serves are bringing hunting to states 
that have never enjoved it. 

There are critics of shooting pre- 
serves, those that say this is not sport. 
But the popularity and growth of pub- 
lic preserves attests to their perman- 
ence. 


RESULTS! 


WITH OUR 


47,802 


(ABC-Circ., Sept., '60) 
YOU REACH 


228,564 


CONSUMERS 
in 5 Upstate Counties 


(Rensselaer, Albany 
Saratoga, Washington 
and Bennington, Vt.) 


657% MORE 


PENETRATION THAN 
ANY OTHER DAILY 
NEWSPAPER 
AT ONLY 22c LINE 


THE TROY RECORD 


nd 


S RECORD 


TROY, N. Y. 


THE TIME 


Sales Management 


March 17, 1961 


Shooting preserves are getting a 
boost from two “tie-in” manufacturers 
who find them “naturals” for promot- 
ing their products. Studebaker-Pack- 
ard Corp. is promoting the sale of its 
cars through a combination advertis- 
ing circular and national directory of 
shooting preserves. Ralston Purina Co., 
maker ot Purina Dog Chow, is also 
using the directory as a promotion 
piece. The directory is produced by 
the Sportsmen’s Service Bureau of 
SAAMI. 

Another example of commercial 
tie-in with SAAMI’s efforts to promote 
shooting is the Teen Hunters Club. 
These clubs are sponsored by local 
business leaders, civic leaders, fish 
and game clubs, National Rifle Assn., 
the local police department and the 
Sportsmen's Service Bureau, through 
its shooting director, Jim Dee. 

The first such club was formed at 
Hempstead, L. I. Now they have 
spread to Babylon, L. IL; Detroit; 
Pittsburgh; Gary and South Bend, 
Ind.; Kalamazoo, Mich.; Charlotte, 
N.C.; Kansas City, Kan.; Toledo and 
other cities. 

These clubs teach the proper use 
of firearms through actual range in- 
struction by shooting experts. Their 
purpose is to produce a new crop of 
firearm-wise hunters—boys and girls 
who will know how to use guns safely 
and also will learn that a gun is prim- 
arily a “sporting” piece of equipment, 
only dangerous when used incorrectly. 


Fishing—$2-Billion Sport 

Since 1945, the end of World War 
IT, the number of fishermen has grown 
two-and-one-half times. And, it has 
been shown, some 20 million fisher- 
men spend $2 billion or more every 
year. 

A great deal of this expenditure is 
in travel—one half—most of it spent 
in automobile transportation cost. But 
a growing number of the better-heeled 
fishermen are taking private planes 
to spots such as Labrador and Hud- 
son Bay for the thrill of unprece- 
dented wild salmon fishing. Quebec 
has always been an attraction for the 
fisherman who can afford a private 
plane to get into this province’s re- 
mote lakes. Many middle-income fish- 
ermen form groups and share costs 
for such a trip. Alaska has become a 
more important attraction because of 
its regularly scheduled airlines. While 
the cost of such trips is still relatively 
high, it is now well within the reach 
of many middle-income sportsmen. 

But for those who desire more local 
fishing, America is still a very attrac- 
tive and productive sport fishing 
country. And, it is improving. 

Though much of the game fish must 
be stocked each year in order to pro- 


Here’s why 
50,000 -watt 


WHO RADIO 


belongs on any list 
of 14 or more 
largest radio markets! 


ETAIL spending in Metropolitan Des Moines 
accounts for only 11% of Iowa’s total. All 
eight of Iowa's Metro Areas, combined, account for 


75% of Iowa's total retail spending is done in 
areas in which WHO Radio has an NCS No. 2 


circulation of more than 10%. 


» 2407 aia ’ 2c eek i . 
only 367% of retail sales. This circulation covers 800,000 lowa homes. 


There are only 13 markets in America in which any 


IOWA POPULATION-DOLLAR DISTRIBUTION radio Station gives you larger circulation. Or more 


% of Retail | % of 
% of State * Sales | State's 


Population Population csi cst ($000) Sales 


buying power. 


We know you know these facts. What about the 


Des Moines 


~ nag onll less experienced people who may help (or hurt) 


581,160 | 129% | 401,903 | 11% 
a = + :, Ca » deli : 
saietatuinaios | | your station-selections? We would be delighted to 
Metro Areas in- | | 

cluding Des Moines 943,600 33% | 1,832,792 | 38% | 1,259,097 


oe have the name of anybody who should know the 


| | realities about radio-listening in lowa. Write us, 
2,975,489 | 62%, 2,286,754 | 64%, or PGW! 


Remainder | 
of lowa 1,904,400 67%, 


for lowa PLUS! 
Des Moines . . . 50,000 Watts 


NBC Affiliate 
Radio is part of Central Broadcasting Company, which also owns and operates WHO-TV, Des Moines; WOC-TV, Davenport 
ae. B. J). Palmer, President 
> 


. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 


—# Peters, Griffin, Woodward, Inc., Representatives 
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THE LAST WORD-—This experimental Ford station wagon offers the ultimate in 
pushbutton camping. Boat swings to the side, tent rises from the top, kitchen 
swings over tailgate and canopy spreads over kitchen—all pushbutton controlled. 
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vide good fishing for many localities, 
the sport fishing industry is important 
to nearly every state, and the revenue 
from fishing adequate 
enough to support this “put and take” 
fishing. Other conservation methods 
are being explored and some of them 
are taking hold. They include some 
of the “fly-fishing only” streams, and 
experimental areas where fishermen 
return caught fish to the stream. Other 
developments being urged by con- 
servationists are better care of exist- 
ing streams to promote breeding of 
stocked fish (it is now estimated that 
most stocked fish do not live out the 
winter), and better breeding methods 
in hatcheries. 

Pollution of rivers and streams is 
a continuing problem. Most communi- 
ties are sold on the benefits of pollu- 
tion control, but many still give this 
program lip service and shut their 
eyes to known abuses. Still, more and 
more natural waters are returned each 
year to sport uses by the use of pollu- 
tion control. But the problem con- 
tinues. 

Fishing since World War II has 
exploded for many reasons, but here 
are some of the most important. As 
with every marketing explosion, the 
coincidence of growing interest and 
ivailable technology must occur. In 
this case it is hard to tell which came 
first, but undoubtedly the rebirth of 
sport fishing (at least with fresh water 
fishing) was closely connected with 
the appearance of practical spinning 
reels and rods. The advent of synthetic 


licenses is 
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monofilament spinning line and the 
glass fiber fishing rod made spinning 
practical and almost immediately pop- 
ular. Soon spinning reels that worked 
reliably were appearing in fantastic 
numbers and varieties. Some of the 
early successful models were imports 
from France. And, indeed, it was this 
development that has produced one 
of the present leaders in the fishing 
tackle industry. 

A company that did not market any 
fishing tackle except silkworm gut for 
fly fishing leaders ten years ago, is 
now among the top ten fishing tackle 
marketers in the U. S. and is vying 
for top position with the venerable 
Shakespeare Co. of Kalamazoo, Mich. 
This company, The Garcia Corp., in 
New York, was a one-cylinder im- 
porter of pig bristles, long-haired furs, 
and the aforementioned gut leaders. 
The one-cylinder was beginning to 
cough badly as synthetic materials 
were replacing pig bristles for paint 
brushes; nylon, for leaders, and short- 
hair furs were in vogue. 


> It was at about this time when, 
says a present Garcia executive, Rich- 
ard C. Wolff, one of the two brothers 
of The Garcia Corp. came across the 
Mitchell spinning reel while wander- 
ing around in France. He sent six of 
these reels to New York, bought with 
every bit of fluid Garcia capital. 
Three of them were given away to 
sports writers to find out if they were 
any good. The other three were sold. 
Of course the fact that they were 
good is now history, but it took a long 
period of scraping together enough 
money to buy more reels before Gar- 
cia was really in the tackle business. 
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As fishing with spinning gear grew 
in popularity in the ‘50’s Garcia grew, 
too. Last year, the company did $9 
million in fishing tackle—a lot in the 
fishing tackle business. It must be 
understood that while the tackle in- 
dustry is large in total sales, there are 
no really big companies in it. There 
are still many of the cellar-and-garage 
“manufacturers” who market their 
favorite lures. Others buy monofila- 
ment from Du Pont and wind their 
own spools for sale. Even such an- 
cients as L. L. Bean and Orvis, while 
in a nation-wide mail order business, 
are really not large when compared 
with other industries. 

The technical change in fishing 
tackle has undoubtedly helped to swell 
the numbers of fishermen. For with 
modern spinning gear, anyone could 
become a pretty good fisherman and 
in very short order. A whole new set 
of lighter smaller lures had to be 
manufactured. These lures with their 
tiny hooks and the lighter pound-test 
lines that can be employed, mean a 
lot more lost lures and a lot more re- 
placements. These little gems sell for 
69 cents each and up—and up. 

One of the things that makes the 
fisherman such a cozy subject for 
marketers is that he buys two or three 
or four of everything. Though he 
bought a rod or a reel last year, and 
it’s still good, he’s not sold up. He 
may want a lighter rod and reel for 
special uses, or he just may want an- 
other one. He may want a rod and 
reel for salt water as well as his fresh 
water gear. 


> The second important post-war de- 
velopment that made fishing big busi- 
ness in this country is the huge inland 
waters produced as a result of the 
TVA type of water control and power- 
producing project. As a result of such 
projects, states that were never im- 
portant for their numbers of fisher- 
men have suddenly risen to the top 
of the list. Tennessee and Texas are 
both good examples. 

These states are now ahead of New 
York and Pennsylvania in the number 
of fishermen who hold licenses. This 
phenomenon is due to the fantastic 
production of fish by the new inland 
water developments of TVA and Tex- 
oma. The warm climate and abund- 
ance of food is producing fishing in 
unprecedented volume. 

These new waters are also produc- 
ing their own peculiar kinds of fish- 
ing. In the lakes made by the large 
power dams, much of the fishing is 
done below the spillways, where fish 
of record size are often caught. In 
the lakes themselves, the waters are 
so large that fishermen move around 


(continued on page 130) 


THE LOW-PRICE COMPACT THAT LOOKS AND DRIVES LIKE TWICE THE PRICE! 


MORE WORTH 
ON THE ROAD - 
WORTH MORE 
ON THE RESALE! 


Valiant’s worth more in resale than most any 
other compact. It’s worth more to you on the road 
as a fleet car, too. Initial cost is low, yet you get 
features many fleet owners would gladly pay extra 
for. Take the engine—it’s inclined to be stingy 
with gas—and it’s easier to service. The ride is 


famous Torsion-Aire—smooth, solid, sure. And, 
Valiant’s alternator delivers current even while 
the engine is idling. All this at no extra cost, of 
course. And Valiant carries a bigger resale at 
trade-in time! For the complete Valiant fleet 
story, check your Plymouth-Valiant dealer today! 


SD a evncntiecmaimatnien aemiame 6] Valiant! 
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How to get all these 
exciting packages 
with just one 
basic carton... 
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OLD FASHION 


USE OVERWRAPS OF PRINTED 
DU PONT CELLOPHANE! 
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NET WEIGHT 10 o7 
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CHRISTMAS BO R 


COOKIES #@ lemon drop 
y % Cookies 


It’s easy to simplify your entire packaging operation and boost the sales impact of your 
package! Just use one standard-size carton. Then overwrap with printed Du Pont cello- 
phane. Overwraps make each package different. Use a separate one for each of your 
products, promotions, product combinations and holiday deals. 

Count the ways overwraps of printed cellophane can save you money: Smooth-run- niesigieiamn ens 
ning packaging line. Simple inventory setup. Opportunity to change designs and pro- Ya 
motions quickly at low cost. Then, too, your product enjoys the freshness protection 


RES. U5. Pat OFF 


U PONT 


and sales-winning sparkle only cellophane offers. See your Du Pont Authorized Con- 
cellophane 


verter. E. I. du Pont de Nemours & Co. (Inc.), Film Dept. SM-1, Wilmington 98, Del. 
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CHEMICAL ENGINEERING SALES a 


Re: Stimulating Salesmen 


“How do I get my men to hang on to 
- that ‘sales meeting’ enthusiasm?” 
HERE’S HOW: Make sure they read cPI- 
TIPS regularly. It makes the big market 
flashes from the $55-billion-spending 
Chemical Process Industries really 
local news for them. Loaded with fast- 
reading items on who’s building new 
plants, product de- 
velopments, tips on 
how to do more 
business with 
technical deci- 
sion-makers. 
Available only 
from CHEMICAL 
ENGINEERING, 
McGraw-Hill, 
330 W. 42d St., 
New York 36, 


MARKETING NEWSLETTER 
— Si 


PRICING While it seems improbable, the woes of the electrical equip- 
ment makers could be worse. True, they'll be dragged to court 

life could be worse again, this time by hundreds of state and city governments 

for electrical firms seeking many billions of dollars, plus lots of political hay. 
But the 29 companies convicted of price-fixing will fight this 
one out—and they have a solid chance of not losing much. 


The background is important in this case: The electrical equip- 
ment makers have always had more than their share of troubles. 
The utilities and other big customers had fallen into a tradi- 
tional, often predictable, highly cyclical pattern of placing 
orders for heavy electrical equipment. This cycle hits bottom 
every four or five years, putting intense pressure on prices. 
This was the case in '58, and in spite of the bid-rigging, their 
prices advanced less in this period than most machinery prices 
—and much less than the cost of labor. 


The outlook: Most private utilities, the really big customers, 
will not press damage charges, although some will seek quiet 
private settlements. But the political customers are out for 
what they can get. However, to collect, they'll have to prove 
that they could have bought for less had there been no price- 
fixing. This may indeed be difficult, for much of the bid- 
rigging took place during the hard-hit period of falling prices. 
- « « This time the electricals may lose little. 


OUTLOOK Marketers in all industries could be affected by repercussions 
from the electrical price-fixing case. Anti-business legisla- 
tors are seizing upon the jailing of electrical industry execs 
to drum up support for bills which would penalize convicted 
violators still further. A '60 bill by Rep. Frank Thompson (D., 
N.J.) has been dusted off and reintroduced. Its title tells the 
story: "A bill to provide additional punishment for corporate 
officers violating the antitrust laws, and to provide that 
such officers may be barred for not more than one year from 
serving in such corporate capacity." 


how Washington reacts 
to price-fixing case 


Sen. William Proxmire (D., Wis.), chairman of the Senate Small 
Business Committee, is the Senate sponsor of this measure. He 
pointed out that bank embezzlers can get ten years in the 
pokey, and convicted labor union officials are barred from 
holding union office for five years. Proxmire contends the 
odds are 100 to 1 that an exec breaking the antitrust laws will 
suffer no more than a fine--"a drop in the bucket compared to 
the extra profits he has made by violating the law." 


Of course, Sen. Estes Kefauver will get into the act. He talks 
of public hearings by his Senate Monopoly Subcommittee late 
this spring on price-fixing. His probe will not be confined 
to the electrical field, for he warns that he wants "to see 
whether similar plans exist in other basic industries." 
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PRODUCTS 


new emphasis 
on planning 


WASHINGTON 


shake-up at FTC... 


tough new trust-buster 


56 


NEWSLETTER (continued) 


Are you up to date on your product planning? Put the emphasis 
on planning, for the entire process of developing and intro- 
ducing new products--both brand-new ones and redesigned versions 
—becomes, almost daily, an increasingly sophisticated phase 
of marketing. You may be out of date if you don't have a well- 
oiled product-planning process and a whole task rorce of market- 
ing-oriented product=planning experts. 


Sales Management recently measured the pulse of the product 
planners, in a special survey of its Sales Leadership Panel. 
As a general frame of reference, note these survey results: 
82% of all companies surveyed, in all industries, are putting 
new emphasis on developing new products; and fully 50% are 
quicker today to kill older, unprofitable ones. .. . Other 
Significant trends: 50% are stepping up efforts to get product 
ideas from the sales force; a substantial 46% are speeding up 
the product-planning process, while 40% are trying to make test 
marketing more of a sure thing. 


Today product planning rates as a new marketing profession. In 
38% of all companies surveyed by us, a v=p or manager carries 
a "product planning" title; in another 31%, the marketing v-p 
or manager wears the product-planner's hat. ... This is strictly 
a top-level function, for the product-planning chief reports 
to the board of directors in 15% of all companies; to the chair- 
man, or president, or exec v=-p in another 57% of companies; 
and to the marketing v-p in another 25%. . . . Also, 44% utilize 
a formal product-planning committee, often a policy-making 
group representing marketing, sales, research, manufacturing, 
finance, etc. Many (28%) find this approach the best way to 
simplify product planning, permitting more effective coordi- 
nation, communication, and timing. 


A shake-up of top FTC career officials appears inevitable. About 
a half-dozen policy-makers may depart, either voluntarily or 
otherwise. Those who rose to top spots during the Eisenhower 
Administration are in danger of being replaced by Democrats. 
Departing Chairman Earl Kintner is saddened at the prospect of 
the threatened demotion or departure of several key staffers 
who helped him revitalize FIC. . . . (Incidentally, Kintner's 
new Washington law partnership will be a top firm: Arent, Fox, 
Kintner, Plotkin and Kahn. Kintner will be a partner and will 
probably represent trade associations. ) 


New chief of the trust-busters is Minnesota Judge Lee Loevinger, 
President Kennedy's choice for Asst. Attorney General in charge 
of the Antitrust Division. Loevinger has served two hitches 
in the Justice Department, and once left in a huff when over- 
ruled in seeking criminal prosecution of New York mortgage 
bankers. . « « In '52 he authored a Senate Small Business Com- 
mittee staff report on newsprint shortage and suggested raising 
ad rates "to discourage unnecessary use of advertising space." 
When Republican senators got wind of this, some less offensive 
language was substituted, 
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ALL 
ROADS 
LEAD 
TO 
ROME 


So said the ancient adage, but even in 
the days when it was first written some 
roads must have been better than 
others. 


The approach to the buying habits of 
people is also along many routes, but 
there must be one most suitable to your 
purpose. 


For instance, in Canada, Weekend 
Magazine/Perspectives is a direct road. 
Its selling force reaches four out of ten 
of all the homes in Canada, English and 
French. Its influence is quickly felt by 
local retail dealers. 


Weekend Magazine, together with its 
French language edition, Perspectives, 
is a smooth road. It reaches family 
groups—1,900,000 of them—when they 
are in a relaxed, receptive mood to pay 
attention to its advertising pages. 


And Weekend Magazine /Perspectives 
is a broad road. Its readers are from 
every age group, every income group, 
with a thousand needs and the means to 
satisfy them. 


On the Canadian Highway to sales, 
no other single medium reaches so many 
people so consistently with so much to 
spend and a willingness to spend it. 


UR Ce > 
Weekend 


e 


The biggest single MAGAZINE AND ITS FRENCH LANGUAGE EDITION 


selling force in Canada Perspectives 


a AL 


Represented by: O’Mara & Ormsbee—New York, Chicago, Detroit, Los Angeles, San Francisco 
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Each dollar you invest in the Digest lets you 


58 


double your chances- 
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per dollar in 


| Digest 


JO! 


per dollar in 


Look 


per dollar in 


()O 
(ww & 


per dollar in 


to-sell prepared mixes 


Package-goods marketers use Reader's Digest 
to reach their best prospects millions of extra times 


Every time an advertisement is looked at, it sons must be based on chances-to-sell to the entire 
has a chance-to-sell. And there are huge differ- | audience. On this basis, a 4-color Digest page gives 
ences in the numbers of chances-to-sell that an YOu 60,947,000 chances-to-sell, or 1401 per dollar. 
advertisement gets in leading magazines, TV provides only 17,419,000, or 613 per dollar 
according to nationwide research by Alfred (with a commercial minute on the average night- 
Politz. For example, note the typical two- time network TV program). 

to-one spread in chances-to-sell to people —$— “Double your 

who were recent buyers of prepared mixes: [sie — chances-to-sell”’ 


In the Digest 24,933,000 
In Look 12,573,000 
11,027,000 
10,216,000 


The number of chances-to-sell to prepared-mix 
buyers that you get per dollar with a 4-color page 


is illustrated at the left. Libby knows the Digest’s 


: : extra chances-to-sell get results! 
And Digest readers are top-quality prospects for August of ea national introduction of 
all package goods Libby’s Deep-Minted Brand Pineapple 
Chunks, Libby ran a Digest advertisement that 
carried a 10¢ coupon. More than a million were 
A typical Digest issue is read by: redeemed. Libby followed up this success with 
eleven other Digest advertisements. It reports: 
e About 1 out of every 3 recent buyers of facial “Never before has a new product become a major 


tissues . . . deodorants . . . or aluminum foil. product in the Libby line in so short a time.” 


@ 12% million homemakers... America’s biggest 
assured audience of good grocery prospects. Bitte we 
e@ Nearly 4 out of every 10 people in the upper-, Peop le have fi aith in 

income third of the country. 


Whatever product you market, be sure you know 


your chances-to-sell to your own best prospects. 


WHAT ABOUT TV? Because TV audiences 
have not been measured accurately for proven 
prospects for specific kinds of products, compari- 
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DYNAMARKETER 


MAURICE EDWARD BALE 


Salesman from Canada to 


AWRENCE M. HUGHES 
Senior Editor 
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ake on U.S. Too 


Maurice E. Bale came down here to stay and grow 
up with the market potentials. Though he had learned 
quite a lot about selling in Canada before becoming 
head of the U.S. subsidiary of a flourishing, world-wide 
British enterprise, American competitors in the health- 
and-beautv business hardly thought of him, in 1952, 
as much of a menace to them. 

They have changed their minds since. 

But if Brylereem has scalped domestic rivals, Maurice 
Bale in turn has been “captured” by this country. 

In New York Citv (where he and Mrs. Bale frequent 
the theater and the opera) the well-groomed president 
of Beecham Products, Inc., will still stand at a busy 
intersection and just watch “the teeming millions,” slight, 
awed by the city’s “abilitv to absorb them all.” When he 
gets home to Glen Ridge from his tidy, hustling headquar- 
ters-and-factory at Clifton, N.J., four miles away, he 
tackles U.S. history. Currently he is engaged with Carl 
Sandburg’s life of Abraham Lincoln. Mr. and Mrs. M. E. 
Bale and their three children are looking forward to be- 
coming U.S. citizens. 

Winnipeg-born Bale, age 47, says: “This is a land of 
opportunity.” 


& Against such long-known and -established domestic 
products as Vitalis, Vaseline and Wildroot, he has started 
to prove it by pushing British-created Brvlcreem to No. 1 
in sales among men’s hairdressing brands. In the process 
Brylcreem’s share-of-market has soared from 1.3% to 20%. 
Under Bale, Beecham Products is now promoting Silvikrin 
shampoo with similar intentions. And against such rivals 
as P&G’s Crest and Colgate, Bale’s marketers are getting 
set to persuade America’s millions to choose premium- 
priced Macleans toothpaste. 

Directors of Beecham Group Ltd. in Brentford, Middle- 
sex, England, make it quite clear to their score of sub- 
sidiary heads that every Beecham product is entitled to 
at least one-third of the total “market” in every one of 
the more than 100 lands in which the group now operates. 

All the “local” president or managing director has to 
do is to go and get it. His work is further simplified by 
the fact that most of the 50 “home” products—toiletries, 
medicines, beverages, foods and confectionery—still have 
not been more widely introduced. Bale’s people, for ex- 
ample, don’t vet have to worry about the last three. 

But even Brylcreem, after stepping up sales 33% in 
the fiscal year ending March 31, 1961, must strive harder. 
For the new fiscal year advertising expenditures will be 
stepped up (Bale does not say how much) from the cur- 
rent $7-million level. 

Increasingly, smoothly combed male puppets, beset by 
female puppets, will warn the men in ABC-TV audiences 
with jingles: 

Brvlcreem, a little dab’ll do ya. 
Use more only if you dare. 


paste Giants 


But watch out!— 
The gals'll all pursue ya. 
They'll love to get their fingers in your hair. 

Maurice Bale is a pleasant, solid-planning, straight- 
speaking individual who, though pleased with “progress,” 
realizes that “success” still is somewhere far ahead. 

And though not exactly shy, he has been too busy 
selling to talk much about it. Beecham: Products does not 
vet boast a publicist. In eight years Bale has given not 
more than a dozen interviews. Half of them have been 
in the last year. 

As Charles Luckman found, when he resigned as presi- 
dent of the American Lever Brothers Co., there are dan- 
gers in (1) moving faster or differently than “London” 
desires, and (2) making it appear that he might be run- 
ning the whole empire. 

The analogy is pertinent because, in addition to com- 
peting with Unilever in several product areas, Beecham 
Group has emerged as the second largest advertiser, after 
Unilever, in the United Kingdom, as well as a substantial 
world-wide advertiser. 

Probably, Maurice Bale prefers to let Beecham House 
at Brentford do whatever touting about progress in Amer- 
ica they might find worthwhile. 

At any rate, Henry G. Lazell, Beecham Group's chair- 
man, seems pleased with it. In his annual report to share- 
holders for fiscal 1960, Lazell noted with “the greatest 
pleasure,” that in January 1960, Brvlcreem, “already the 
largest selling hairdressing in the world, became also the 
largest selling hairdressing in the United States of Amer- 
ica.” The chairman believed this to be “the only instance 
of a foreign toilet product” achieving such rank in “the 
world’s most competitive market.” 


> Lazell recalls that competitors said “we'd be murdered” 
when Bale began to go whole hog promotionally on Bryl- 
creem in this country. And when U.S. competitors today 
resume their murderous talk on the arrival of Macleans 
toothpaste, Lazell simply savs: “Look what they said about 
Brylereem.” 

When Maurice Bale arrived, Brylcreem had been on 
the U. S. market for 16 years and had gone nowhere. After 
thorough testing he came up with a system of “investment 
advertising” which — in any other industry but toiletries — 
would look foolhardy. But the issue was: Either Brylcreem 
must make its mark — or the U.S. market might as well 
be written off. 

At first Beecham Products spent 54% of sales for ad- 
vertising. Within three years, as competitors stepped 
up efforts against the invader, Brylcreem’s ratio rose to 
75%. Then, as the slowly rising sales trend line at last 
started to shoot upward, the ratio dropped to 55%. Then 
it settled around 35%. 

Beecham will continue to spend for advertising at least 
enough to assure continued sales growth in the $72-million 
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HAMMOND 
MAKES MORE 
THAN MAPS 


i place mats 
‘ decorative maps 
| books 

plus customized 
premiums created 
just for you! 


OUR 60th 
ANNIVERSARY 
of providing sales 
builders to business 
Sixty years of service and 
the coveted NPSE seal below 
are your guarantees 
of sure-fire success 
with prestige Hammond 
premiums. 


MAKE MORE 
THAN SALES 


... you make loyal customers 
whose good will continues to 
create extra profits year after 
vear. Shown here are only a few 
Hammond sales builders... Vinyl 
laminated place mats ... Books on 
nature, travel, pets, plants and 
animals... Plus a customized 
premium service that America’s 
leading companies consult 

for exclusive items to fit 

a specific purpose. 

Popular sales builders this year 
include Hammond’s Civil War 
Centennial Map, World Map, Space 
Map and Weather Map. For 
complete information on all 
Hammond items, write 

J.T. McManus, Manager, Sales 
Promotion Division. 


© 
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& Company 
Dept. SP-4, 


Maplewood 1, 
New Jersey 
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DYNAMARKETER 


MAURICE EDWARD BALE 


(retail) hairdressing business. But 
equally important, Bale says, “is the 
money spent for research into sales 
potentials and advertising effective- 
ness.” 

It will take a lot of money and 
a lot of courage to out-advertise and 
then to outsell Crest and Colgate. 
It will also take an extraordinary 
measure of promotional and market- 
ing brains. But Beechamites believe 
that their big rivals have no mo- 
nopoly on them. 

Maurice’s first full-time job was as 
a trainee with a Hudson Bay “depart- 
mental” store at Winnipeg. Later 
he joined the Harold F. Ritchie Com- 
pany, predecessor to Beecham Prod- 
ucts in both Canada and the U. S. He 
sold drugs and toiletries in Winnipeg, 
in Edmonton and then at Lakehead 
in northern Ontario. Ritchie also oper- 
ated a food brokerage business on a 
nation-wide basis. Bale was trans- 
ferred to it. In 15 years of selling 
wholesalers and chains, he advanced 
from supervisor to assistant sales man- 
ager to sales manager. 

When, in October 1952, he was 
chosen to run Ritchie’s U.S. opera- 
tion, he recalls, “our sales volume was 
a bit over $1 million.” It was all in 
drugs and toiletries. “Today,” he 
adds, “our volume totals $20 million 
— including $13 million in Brylcreem 
alone.” 


> With the help of Nielsen store 
audits and other studies, he has read 
his share of sales-trend charts. For 
Brylcreem he learned how much each 
competitor was spending for adver- 
tising in each market and how much 
sales volume they had to show for it. 

In three test areas Beecham ap- 
plied “optimum” ratios. The one 
which worked out best was extended, 
section by section, to the rest of the 
country. Beecham set out to adver- 
tise heavily (and intelligently) enough 
to multiply its share of the national 
market in three vears from 1.3% to 
10%. 

Advertising themes and media also 
were tested sectionally. Television 
came out best. For five vears “a little 
dab'll do ya” was being reiterated on 
late night programs, particularly 
movies, in spot TV over more than 
100 stations. 

In 1958, with appointment of Ken- 
yon & Eckhardt for the Brylcreem 
account, Beecham switched to ABC- 
TV. Today, Bale puts 98% of his 
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(continued) 


entire media budget into this one net- 
work. (He also uses businesspapers 
and continues some spot TV for test 
purposes.) 

“There are certain discount ad- 
vantages,” he explains, “in concen- 
trating in one network.” He also likes 
ABC ause “it is flexible,” and be- 
cause it pioneered in multiple spon- 
sorship. (“Today,” he points out, 
“ ‘half a show’ costs $1 million.”) 

But the main reason probably was 
this network’s ability to provide the 
type of mystery-and-adventure shows 
that attract substantial audiences. 
Originally, Beecham bought into 
“Cheyenne” and “77 Sunset Strip.” 
Then it co-sponsored “The Untouch- 
ables” and “Hawaiian Eye,” and then 
“Hong Kong” and “The Roaring 
Twenties.” 


> Some have been dropped, but 
others are being added. For example, 
Beecham is now replacing “Hong 
Kong” with the new “Asphalt Jungle.” 
For next season Bale will do some 
serious shopping. Though the puppets 
and jingles continue for Brylcreem, 
different commercials have been de- 
veloped (on the same shows) for Sil- 
vikrin. 

His grocery experience has helped 
with toiletries: “Sixty per cent of hair- 
dressing sales, 70% of shampoo and 
75% of toothpaste volume,” he savs, 
“are now done through food stores. 
. . . The rack jobber is still an institu- 
tion unique to the United States.” 

The “uniqueness” of this toiletry 
merchandiser was cited recently bv 
the Beecham Group Journal to its 
world-wide family: He is “a whole- 
sale distributor of goods which lie 
bevond the expertise of the food oper- 
ator.” In five years the number of 
these jobbers handling Brylcreem 
multiplied from 75 to 725. 

When he first tackled the big broad 
U.S. market, Maurice Bale divided 
it into 65 sales territories. Budget 
limitations, however, kept his field 
manpower down to 33. Though he 
now has nearly twice that number, 
their expenses still are kept tight. 

Under a vice president for market- 
ing and a general sales manager are 
six district sales managers. Two are 
at Clifton and one each in Washing- 
ton, Chicago, Dallas and San Fran- 
cisco. The last four work out of their 
homes. So, too, do the 57 salesmen. 


‘Virtually all of the men double be- 
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5th market in America...and going up! 


COVER IT WITH WJR 


With WJR you achieve single station coverage, G~t America. The face show that slmect 16% of the 


penetration and domination of the Detroit- nation’s business and wealth is concentrated: here. 
Great Lakes area, the fifth richest market in J) See your Henry I. Christal representative for details. 


a 


TOTAL il 


POPULATION RETAIL SALES WUQUSEROLDS 
15,331,500 $19,051,809,000 4,519 409 


WJR SHARE OF WJR SHARE OF WIR SHARE OF 
TOTAL U.S. MARKET TOTAL U.S. MARKET TOTAL US. MARKET 


6% 8.8%\8.7% 


ZF 


GAS AUTOMOTIVE 
FOOD SALES STATION SALES DRUG SALES SALES 
$4,590,270,000 $1,414,733,000 $ 700,034,000 $3,476,680,000 


WJR SHARE OF WJR SHARE OF WJR SHARE OF WJR SHARE OF 4 
TOTAL U.S. MARKET TOTAL U.S. MARKET TOTAL U.S. MARKET TOTAL U.S. MARKET / 


\ QO \”% ‘e) 3 % % ff 


~ 


METROPOLITAN 
DETROIT 
AREA 


WJR Share of 
Total U.S. Market (1960 


Population 3,963,500 2.2% 
Households 1,135,100 2.2% 
Total Retail Sales  $4,908,635,000 2.3% 
Food Sales $1,197,187,000 2.4% 
Drug Sales $ 215,034,000 2.9% 
Gas Station Sales $ 350,744,000 2.3% 
Automotive Sales $ 925,415,000 2.5% 


Source: Sales Management, July 10, 1960 estimates 


Represented by 
Henry |. Christal Co., Inc., Atlanta, Boston, Chicago, 
Detroit, New York, San Francisco and Canada. 


Management March 17, 1961 63 


The innocent look from Puss’ face has went. 
On it instead is the smile of content. 
The feathers remaining about his chin, 


Give tell tale clues what his motive has been. 


if you hunger after the lucrative Wisconsin 
market—profit from the above feline’s logic 
that “a bird in the tummy is worth two 


in the cage.” 


Spot-stocking’” with no capital investment 
at Hansen means you'll have your products 
or supplies within 2 hours trucking distance 
of any point in southeastern Wisconsin — 
where 75% of state income and 71% of all 


retail sales originate 


You pay for space and personnel only when 
used and retain flexibility to meet fast- 


shifting markets 


Check your saving in shipping in Car and 
Truck loads against L.T.L. freight cost 


Write for profit-making details 


' 
3 Strategic Warehouse Locations: 


Downtown Milwaukee 126 WN. JEFFERSON ST. 
North Side 6201 N. 35th ST. 
West Side 112th & W. BURLEIGH 


Affiliate: Hansen Storage of Madison, Inc 
Madison, Wisconsin 
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tween food and drug distribution. 

Brylereem runs four major promo- 
tions a year. The salesmen make pro- 
motional and sales and service calls. 
They work closely with wholesalers 
and jobbers to make sure that this 
product and the growing Silvikrin get 
more than “a little dab” of display 
space. 

Despite the heavy “invasion” costs, 
which will continue, Bale emphasizes 
that “for the last two years we have 
contributed our full share of profits 
on sales to the parent company.” 

The subsidiary is proud of its par- 
ent. Bale tells SM: “In 15 years, 
Beecham Group sales have multiplied 
three times. We scored a major break- 
through in synthetic penicillin. We've 
extended the Beecham corporate im- 
age around the world.” 


> Though Beecham itself is not pro- 
moted yet in the product commercials 
(in England, Canada, Australia, U. S., 
etc.) millions of people are beginning 
to learn that this former “farm lad’s 
pill business” today stands for “Better 
products through international _re- 
search.” 

(Doubtless, Henry Lazell’s life and 
efforts on behalf of the 119-vear-old 
Beecham “pill” empire would make 
quite a piece. In it would be men- 
tioned the fact that the original laxa- 
tive for sluggish Britishers was con- 
cocted and sold by a 22-year-old farm 
lad, Thomas Beecham, who also 
grandsired the late Sir Thomas 
Beecham, conductor of the London 
Philharmonic. However, Lazell makes 
it clear that among the many Beecham 


Group shares [publicly held since 
1928] Sir Thomas’ shares were a 
small factor.) 

In the four fiscal years ended March 
31, 1960, Beecham Group’s sales rose 
84% to $140 million, while profits 
climbed 139.7% to $10.7 million. In 
five years “home” sales nearly doubled 
to $96.6 million and overseas sales 
increased 64% to $43 million. The 
faster “home” growth was due pri- 
marily to beverages, foods and con- 
fectionery. As compared with one- 
fifteenth of overseas sales, these lines 
accounted for two-thirds of “home” 
volume. “Revenue reserves” totaled 
nearly $75 million. 


> As to his $20 million share of “over- 
seas” sales, Bale explains: “There's 
really no mystery about our growth. 
We test — and keep on testing. We've 
been flexible — and I hope we'll con- 
tinue so. We believe that methods 
that work elsewhere will work here, 
and that products that sell elsewhere 
will sell here. Brylereem was No. 1 
in sales in Canada before we lifted 
it to that level here. Silvikrin already 
accounts for a 10% share of its mar- 
ket in Canada. 

“But we also adapt our ‘solutions’ 
to the problems of the U.S.” 

Maurice Bale will admit that the 
coming battle for Macleans tooth- 
paste is going to be tough. He makes 
no predictions. In his quiet way, 
however, he says, “we haven't with- 
drawn any products.” 

You may infer from this that 
Beecham is going to bet big — and for 
keeps. 


To Sell 

and Sample 
No Bag Equals 
the Zip-Lip — 
Reseal / 
Reopen / 
Repeatedly 


For products and small 
parts where “seeability” 
influences selection, the 
Kennedy Zip-Lip poly 
bag sells goods faster. 
Printed or plain,it sells 
at point of purchase. 


.and for printed roll stock and packages, consult 
a Kennedy Sales Engineer who can help solve your 
flexible packaging problems at costs you can well afford. 


“This Is Kennedy” 


a generously illustrated brochure shows 


what Kennedy can do for you-Ask for your copy today. 


KENNEDY CAR LINER and BAG COMPANY, INC. 


7000 Prospect Ave., Dept. C, Shelbyville, Indiana 
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ACB Newspaper Research Reports 


tell you (MGM! merchants 
are advertising (iam brands 


in any or all the 1,393 principal market areas 


ACB Reports are compiled to your spec- 
ifications .. . they will cover as much 
or as little time, brand, territory as 
you wish. Charges are based on the 
number of advertisements checked 
and reported. Reports are your exclu- 
sive property. Individual tearsheets 
may be had—at no extra cost. 


Dealer tie-in advertising is important in selling any product. 
Manufacturers recognize this and so use every means to gain this 
advertising cooperation from retailers. 

If your brand is being featured consistently by retail stores— 
you are in a wonderful position, as compared with competition. 

But how do you know? Are you getting such tie-in advertising 
support? And—how do you compare with your competition? 

If you have no accurate record—then you do need ACB to 
supply you with the facts—a detailed monthly Report that will 
tell you everything that there is to be known concerning all 
local stores’ advertising. 

The cost is minor compared to the value these Reports could 
mean to your Sales and Advertising Depts. as well as helping 
your salesmen. Over 1100 leading merchandisers use ACB profit- 
ably—and so can you. 

Send today for complete information on ACB Newspaper 
Research Reports. 
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I hate the cost of advertising. 
I also hate the cost of research, 


new equipment, packaging, salesmen 


and everything else it takes 


to make a profit these days. 


w«, McGraw-Hill 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36, N. Y. 


PUBLICATION S Ww 
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NOW! DOORS THAT 


ARE WIDE OPEN 
FOR FLEET DUTY 


(WITH OPENINGS AS MUCH 
AS A HALF-FOOT WIDER!) 


_ 16] CHEVROLET 


w Here’s the car that measures up 
to your fleet needs like no other. 
Everywhere you look—from those 
wider, easier-to-get-into door 
openings to the cavernous new 
deep-well trunk—you’ll find wide- 
open spaces where you want them. 
We’ve even raised the seats and 
increased the front seat leg room 
to give you the kind of easy- 
going comfort that takes fatigue 
out of long business trips. But 
with all this extra roominess, 
Chevrolet’s sensible new outside 
dimensions allow extra inches of 


clearance for easier parking and 
garaging. These are just a few of 
Chevrolet’s important new im- 
provements in functional design 
which further assure you the high 
trade-in Chevy has always been 
so famous for. Get in touch with 
your dealer soon and let him show 
you all the made-to-order fleet 
car benefits that make Chevro- 
let your best investment for 
economical transportation. .. . 
Chevrolet Division of General 
Motors, Detroit 2, Michigan. 


The fleet car America likes to do business with! aa 


March 17, 1961 


WHATS WRONG 
WITH INDUSTRIAL 
ADVERTISING ? 


By LAWRENCE M. HUGHES 
Senior Editor 


The greatest “wrong” with industrial advertising 
is the awful waste in it. 

The waste does not stem simply from inadequate 
or misdirected ads, and thus from all of these mis- 
spent dollars. Predominantly, it comes from doing 
only part of the job—or doing no job at all. 

Most managers of major industrial corporations 


still fail to recognize, appreciate and understand 
advertising. And so they fail to support advertising 
— intelligently, consistently and courageously — as a 
force for developing today’s sales and tomorrow’s 
opportunities. 

Lack of faith may be based on stubborn igno- 
rance. 


For consumer products and services, through 
many decades, advertising has worked steadily to 
build businesses. But most industrial-product manu- 
facturers still see no need for it. Even many of those 
with advertising departments and budgets, regard 
advertising as a less-essential corporate activity: It 
is a luxury or a freak or a superfluity—a sort of fifth 
or sixth wheel on the car. 

Industrial advertising’s great waste—and other 
“wrongs” as well as some “rights’—are examined 
on the following pages. It is hoped that this spot- 
lighting of the negative side of industrial advertis- 
ing will focus attention on the great positive poten- 
tial of this vital marketing tool. 


(continued on next page) 
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What's Wrong with Industrial Advertising? 


The Sad Case of 


General Gimcrack Corp. 


The greatest “wrong” with industrial advertising— 
the waste in doing only part of the job—is typified by 
the sad case of General Gimcrack Corp. Unfortunately, 
with some modifications, this case is still being dupli- 
cated hundreds of times each year. 


Somehow, General Gimcrack (GGC) survived six 
decades. Its Founder invented the gimcrack, and made 
good ones. He and his successors even improved 
gimcracks. Though buyers beat no path to the 
Founder's door, the word got around. Over the years 
quite a lot of gimcracks were sold. 


To facilitate buying, General Gimcrack even hired 


In turn, the Founder’s son and grandson did their 
stints in the plant before moving into the front office. 
There wasn’t anything about gimcracks that they 
didn’t know. 


Meanwhile, however, the patents even on improved 
versions of gimcracks expired. Other manufacturers 
started to turn out gimcracks, and some even adver- 
tised them. Old GGC was rather startled to read what 
they said about their gimcracks. 


At first GGC gave the upstarts short shrift. But as 
competition intensified, the then President (though 
hardly advertising-oriented) decided it might do no 


a Sales Manager. 


time, grew to five men. 


He hired a sales force which, in 


harm to “run an ad” now and then. 


About that time (with the advance of post-war 


WHY INDUSTRIAL ADVERTISING 


\ a) : ; 
' ANY industrial marketers still 


advertise because their com- 

pe titors do * 

“Must it take 10 or 50 years more 
to advertising-orient them?” 

“Much of today’s industrial adver- 
tising is 1920 or 1930 model.” 

“Agencies on industrial accounts 
get a chance to present proposed pro- 
grams to the boards of onlv 5% of 
their clients.” 

“Most agencies - still 
don’t bother to get and develop small 
accounts 


advertising 


These statements are part of a long 
list on “What's wrong with industrial 
advertising,” compiled by William H. 
Marsteller, chairman of one of the 
largest “industrial” advertising firms. 
In the last decade, Marsteller, Rick- 
ard, Gebhardt & Reed has developed 
innual billings level to $15 million.) 

Much industrial advertising Mar- 
steller finds “too dull, too egocentric 

1 pretty picture of the plant), too 
factual.” On the final count, an ad 
should be factual, he says, “but don’t 
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overload it: the salesmen will follow 
through.” 

There’s still not enough “product 
application.” (The advertiser need 
not worry about users in “another” 
industry being confused by seeing the 
device in a different application.) 

“Industrial ads can be a lot more 
human and personal.” But Marsteller 
warns: “Go easy on humor. 

“There’s too much emphasis on 
number of readers, and not enough 
effort to determine whether an ad hits 
its primary target group. . . . Don't 
shoot just for “Starch.’” 

Industrial marketers on the whole 
“don't make enough advertising capi- 
tal out of product news,” says Mar- 
steller. “They should put more ‘cor- 
porate image’ into their businesspaper 
advertising: The salesmen must sell 
their companies as well as their prod- 
ucts.” 


> Several years ago, General Electric 
Co. sponsored a study by Gallup & 
Robinson, Inc., Princeton, N. J., on 
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the relative effectiveness of different 
industrial advertising appeals and 
techniques. Dr. Claude Robinson re- 
ported on 3-year trends among them. 

Though “consumer benefit” appeals 
outpulled “brag and boast” in both 
noting and reading by an average of 
64%, Robinson said, the “brag and 
boast” trend was increasing. There 
was, however, a trend away from 
“addy-ness”: trick headlines, copy 
patches, etc. 

The “efficiency of illustrations” 
showed a small increase. Illustrations 
that “work some” increased from 50 
to 55%; those that “work hard” rose 
from 8 to 13%, while those that “work 
little or none” declined from 30 to 
27%. Though illustrations showing 
product-for-sale more than doubled 
in this period, the proportion portray- 
ing product-in-use was unchanged. 
Yet the studies showed that product- 
in-use illustrations got 34% more read- 
ership. 

“Demonstration” ads were found to 
pull 29% more strongly. But the pro- 


technology) still other manufacturers introduced new 


types of products which, they said, outperformed 
gimcracks. 


By late 1960 GGC’s President was both bewildered 
and depressed. He talked over the situation with his 
Production Manager and Chief Engineer. They blamed 
it on the Recession and promised to cut costs in manu- 
facturing and product development. (Not until later 
did the President call in the Sales Manager.) 


The President huddled most of all with the Comp- 
troller, who suggested that they see what they could 
do about Advertising. In an obscure corner upstairs 
the two of them fourd the Advertising Manager. The 
President introduced himself and the Comptroller. 


The Ad Manager showed them a proof of GGC’s 
forthcoming full-page “trade paper” message, cus- 
tomarily run just before the industry’s annual 
convention. The President was pleased to see GGC’s 


gimcracks in color on coated stock and a picture of 
the plant. 


But, as a practical man, he thought that the idea 
could be conveyed in a quarter-page. His idea was 
“See you in Atlantic City. Best wishes, (signed) General 
Gimcrack Corp.” There might be room for the slogan: 
“For 60 years GGC gimcracks have given their all.” 


But the Comptroller (an even more practical man) 


said: “We'd save $74.98 by not running any adver- 
tising. Besides, GGC this year might not send anyone 
to the convention.” 


This double saving appealed to the President. 


The Ad Manager was not yet fired. After all, he was 
paid only $6,479. Someone still had to get out even 
a reduced version of the catalogue, and maybe some 
“fliers” for the salesmen to leave with prospects. 


But the sales force was reduced to three men. 
There was, said the President, no point in beating the 
bushes at this time. Customers simply weren‘t buying 
for expansion. And those who might need GGC gim- 
cracks for replacement, knew where to get them. . 


In fact, the first time that the name General Gim- 
crack Corp. ever made big type in big space was in 
the month of March 1961. That brash invader, 
Amalgamated Gimcrack & Widget Corp., stepped up 
the size of its monthly insertion series to a double- 
page spread—to announce its acquisition of a fine old 
company. 

Before the year 1961 ended more fine old (and not 
so old) industrial-product manufacturers were to 
disappear. 


Maybe disappear is not the word. Even when they 
were supposed to be alive they hardly managed to 
impress. 


IS BEHIND THE TIMES 


portion of “non-demonstration” in all 


the ads studied remained at 80% 
through the 3-year period. On the 
other hand, “news ads” doubled from 
8% to 16%, Robinson showed. These 
ads — announcement of new products, 
new models, new packages, etc.—aver- 
aged 67% higher in noting and read- 
ing than did “all other ads.” 

Recently, Charles K. Rieger, Gen- 
eral Electric’s vice president in charge 
of miarketing services, stressed the 
continuing “great waste” of industrial 
advertisers: 

“By advertising to individuals who 
don’t have the interest, the money or 
the authority to buy. 

“By advertising to people who 
already know about the product and 
to whom we have nothing really new 
to say. 

“By telling the prospect about one 
product when he is really interested 
in several—in a combination of prod- 
ucts. 

“By advertising the product and the 
company story the same way in which 


competitors advertise theirs.” 

GE learned from the Gallup-Robin- 
son studies, Rieger said. “This put us 
in a strong position for many years. 
But now all our competitors have dis- 
covered the same formula — with the 
result that they look more like us than 
we do.” 

GE should “search for the next new 
look,” advised Rieger. 


> Dr. Joseph E. Bachelder, managing 
director of Industrial Advertising Re- 
search Institute, Princeton, N. J., re- 
ports on “Fallacies in Advertising 
Logic.” One of them is the “muscle- 
bound approach” (showing a full view 
of industrial trucks). Another is 
“Uncle Sam Wants You”—in which an 
earnest product-peddler stares you 
straight in the eye. Despite all the 
data on all the hours that readers are 
said to spend with business publica- 
tions, Bachelder suggests that the 
more important “buying-influences” 
of industry may not take time to be 
stared at. 
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He tells what happened to one big 
influence in one week: This individual] 
received 140 telephone calls, 71 busi- 
ness letters, 43 pieces of sales litera- 
ture, and 16 sales callers. He also sat 
in on 41 in-plant conferences and five 
group meetings. 

In that week he also received ten 
business publications. 

“The time of the person industrial 
advertisers are trying to reach,” 
Bachelder emphasizes, “is practically 
fully occupied. He’s not going to seek 
you out and read your ad in the bath- 
tub.” 

Harrison M. Rainie, Jr., of Stewart 
Dougall & Associates, management 
consultants, warns industrial market- 
ers of such fallacies as “following 
competition”; going whole hog into 
“motivation research” (while one man- 
ufacturer was doing so, a big cus- 
tomer was buying from his competitor 
—on price); “the sanctity of the cor- 
porate image” (unless the products 
live up to it). 

With the facts proving that “only 
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two of every ten new products will be 
successful,” Rainie believes that much 
research and development is over- 
emphasized or misdirected. 

And he points out that companies 
which reduce advertising when busi- 
ness-getting becomes tough are actu- 
ally “compounding contraction.” 


> Charles St. Thomas of St. Thomas 
Associates, management and market- 
ing consultants, maintains that, “with 
the rapid growth of technology, indus- 
trial advertising is a whole generation 
behind consumer advertising” in its 
idjustment to the marketing concept. 
[he greatly expanded production ca- 

of companies and industries, he 

requires more and better mar- 
These func- 
ys are vital in every industry where 


ting and advertising. 


there is more than one supplier of any 
product.” 
Among the 


ng, St. Thomas cites these: 


“wrongs” of industrial 


Few companies set advertising 


be \ kn Ww how good or bad 


ivertusing 1S 
> 


Few do enough research to 
lvertising techniques 
145% by consumer 


strial advertisers 


spend less than 1% of advertising 
budgets for testing. 


“4. Few help to develop the ad- 
vertising manager. He usually 
lives and dies in that spot. 

“5. The good industrial publica- 
tions are buried under a pile of junk 
circulation.” 


The availability of publications cov- 
ering similar audiences, St. Thomas 
savs, enables advertisers to test the 
same, or a different, ad in one book 
against another. 

An industrial advertisement should 
be “a personal salesman —an exact 
message.” The smaller the number 
of potential customers for a product, 
the more personal and specific the 
message should be. 

He mentions findings in studies that 
show that “more people are getting 
more business publications” than eight 
vears ago, “but are spending less time 
on them.” To meet this situation, the 
publications “must crash through with 
urgent editorial material.” 

Advertisers should do more “crash- 
ing,” too. Especially during periods 
of recession, they should give their 
salesmen something new to talk about 
and their prospects something new to 
think about. They should get new 
products into the market faster, and 


put full advertising weight behind 
them. 

If a company’s total advertising 
budget is, say, $120,000, St. Thomas 
recommends: “Shoot the works when 
you first enter the market with a new 
product. During the year build up 
to three $20,000 peaks. . . . And, in 
between, keep your product and your 
company alive with consistent adver- 
tising.” 

He has heard industrial ad men say, 
“No one understands us.” To this he 
is tempted to reply: “Maybe vou don’t 
understand yourselves.” And he can 
be equally outspoken about industrial 
sales v-p’s: “A lot of them don’t see 
the need for advertising because they 
can’t measure it so easily as they can 
the output of a new man on the sales 
force.” 


> William K. Beard, president of As- 
sociated Business Publications, would 
rather talk about “what’s right with 
businesspaper advertising.” He men- 
tions the fact that advertising in busi- 
nesspapers in the last decade has 
grown faster than that in any other 
major medium except TV. 


“Businesspaper ads,” he points out, 
“have not been brought on the carpet 
for untruths or distortions. They must 
be more factual.” He is pleased to 


famous 
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How 


SUNDRIES 


faces 


attract new 


customers 


Rated firms write for free brochure oF 


SUCCESS 


plesti-lime inc. 


Knoxville 


Tennessee 


PLANNING e DESIGN e MANUFACTURING e INSTALLATION 


When the occasion calls for MOVING 
call United Van Lines 


Whether you're moving bulky electronic devices or price- loading of large units—in one piece—without costly dis- 

less works of art, you'll find it safer, easier, more con- mantling. And because crating is not needed on most 

venient via United’s modern “Safe-Guard” service. “Safe-Guard” shipments, there’s an extra saving in time 
From nation-wide exhibit tours to “tight-schedule’ and expense. 

deliveries of office equipment, United gears its service to For “Pre-Planned”’, straight-through service in exclu- 

your requirements. Spacious, specially-designed vans take sive Sanitized* vans, call your United Agent today. He’s 

tough-to-handle shipments in stride...including the listed under “MOvERS” in the Yellow Pages. 


YOUR SHIPMENT LOADS EASIER... TRAVELS SAFER IN A Unitecd “SAFE-GUARD” VAN 


ee 


Cn 


NEW TANDEM WHEEL ALIGNMENT NEW EXTRA-WIDE SIDE DOORS NEW REMOVABLE NEW LOAD STABILIZERS 
Provides valuable inches between A full 72 inches, permit easy, DOCK-HIGH FLOOR Hold your shipment securely in 
wheel boxes . . . more usable load one-piece loading of large items Eliminates hoisting, provides 264 place, prevent shifting or jarring 
ing area than standard vans sq. ft. of clear, unobstructed load enroute. 

ing space. 


~~ YOUR FREE COPY OF U/nited 's “SAFE-GUARD” MOVING BROCHURE, WRITE: 
ee = 
United Van Lines 


INTERNATIONAL HEADQUARTERS, ST. LOUIS 17, MISSOURI 
MOVING. WITH CARE EVERYWHERE ® * REG. U.S. PAT. OFF. 
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LARGEST MARKET 
BETWEEN SPOKANE 
and MINNEAPOLIS 


oe 
...includes this 
NEW Standard Metro Area 


v Check your sales in Fargo-Moorhead, 


Vv 


still Ist in the U.S. in retail sales per 
household (and with 99°) coverage 
by The Fargo Forum). 


Check your coverage in these 21 North 
Dakota and western Minnesota coun- 
ties—one of the Northwest's richest 
markets(307,024 people, $394,528,000 
in retail sales, and over 3 out of 5 
families read The Fargo Forum) 
Double-check these 21 counties in 2 
only one market, solidly sold 
by only one newspaper— 

The Fargo Forum. 


states 


THE FARGO FORUM 


Moorhead News 


Largest circulation in North 
Dakota and western Minnesota 


McGraw-Hill Direct Mail Division 


PL A YOUR DIRECT 
MAIL 


CAMPAIGN PROPERLY — 
REACH INDIVIDUALS, NOT 
TITLES OR FUNCTIONS! 


Titles vary from company to com- 
pany. When you mail to a com- 
pany name with a title line, the 
possibility of reaching the right 
individual is remote. 

Besides that, national surveys 
show that at least five manage- 
ment and operating executives 
are involved in major industrial 
purchases. Reaching and con- 
vincing every one of these im- 
portant individuals, at the same 
time, speeds up a sales decision! 
That's why McGraw-Hill’s spe- 
cialized industrial mailing lists 
are built to contain the names of 
all key men in the companies you 
want to reach and sell. 


For complete information, write to: 


330 West 42nd Street 
New York 36, New York 
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note that bp ads contain “no emo- 
tional factor and little sex. . . . Maybe 
they don’t have enough humanity.” 
But technically, at least, Bill Beard is 
sure that “businesspaper copy has im- 
proved.” Among the “wrongs,” how- 
ever, he mentions: 

1. Agencies on “business” accounts 
are “hampered by the 15% commis- 
sion plan.” (He told a joint ABP-Four 
A clinic last fall that “it’s painful and 
too often true that agency people as- 
signed to the highly important job of 
buying businesspaper space and cre- 
ating businesspaper copy are paid at 
a lower scale than those working on 
general consumer stuff.”) 


2. General agencies have been 


built primarily on consumer accounts. 
(One industrial man says: “You don’t 
have to be an idiot to write to con- 
sumers. . . . But it might help.”) 

3. There are far “too many inade- 
quate, amateurish, fly-by-night, ‘junk’ 
businesspapers.” 

4. Privately owned businesspapers 
must compete with association organs 
“which pay no taxes and which even 
determine space in their industry 
shows on the basis of advertising 
placed with them.” 

Established, independent publish- 
ers, Beard says, must “make adver- 
tisers aware of what is a good busi- 

” 
nesspaper. 

Manufacturers engaged in both in- 
dustrial and consumer marketing, he 
emphasizes, “prove their corporate 
creativity first by the type of job they 


do in businesspapers.” 


> Association of Industrial Advertis- 
ers — with more than 4,000 “personal” 
memberships—and other groups, have 
long been busy framing and trying to 
prove affirmative answers to the ques- 
tion: Is industrial advertising yet a 
full-fledged function? 

But the fact remains that most 
manufacturers for industry continue 
to make out predominantly on product 
development and personal selling, 
with very little help from advertising. 
SM was told of one chemical com- 
pany with $61-million sales which 
spends less than $50,000—or less than 
01% —for all forms of advertising. 
Even bigger manufacturers seem to 
show ratios equally low. 

In business publications, for exam- 
ple: An electronics manufacturer with 
nearly $500-million volume is listed 
as spending only $155,000. A $1- 
billion-a-vear paper company spends 
only $150,000. A $200-million steel 
producer spends less than $12,000, 
and a $675-million highly diversified 
“rubber” manufacturer is not listed as 
spending one dime in this important 
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medium to support its wide range of 
wares. 

Industrial marketers point out that, 
where it exists at all, advertising often 
is only a service department. Even 
in those companies where advertising 
has become a function, it is usually 
a staff, and rarely a management, 
function. 

Gradually, however, progress is 
being made. John C. Freeman, presi- 
dent of Association of Industrial Ad- 
vertisers (AIA), says that, in the last 
decade, “the advertising manager has 
become better respected and better 
paid. Also, more middle-size and 
smaller manufacturers now have ad- 
vertising managers.” 

But industrial executives cite in- 
stances of companies in which top 
management does not tell the adver- 
tising manager about corporate ob- 
jectives, nor suggest how the adver- 
tising manager can measure his efforts 
toward their attainment. 

The AIA itself tacitly admits this. 
In a campaign in contributed space in 
business publications, the association 
urges top management to “take your 
advertising manager into your con- 
fidence. Put him on your first team. 
Let him manage. He can help your 
sales force to sell more economically.” 


> One industrial marketer says: “It 
takes more skill to promote the sale 
of a cigarette-vending machine than 
it does to sell a pack of cigarettes.” 

But though all presidents must plan 
and act in terms of profits, those who 
run industrial companies may seem to 
see only today’s tangible “statistics.” 
Usually, they have risen to their pres- 
ent jobs by engineering or production 
and sometimes by financial and legal 
routes. They are slide-rule-minded, 
or cost-minded. 

“Oftener than not,” this marketer 
explains, “they don’t know people and 
the opportunities that can be devel- 
oped by ability to persuade them. 

“Thus these executives may regard 
advertising, not as an appreciating 
investment, but as an expense. In 
times of adversity (or temporarily to 
raise per-share earnings) they are in- 
clined to cut down on advertising — or 
cut it out completely.” 

Slowly, more sales- and advertising- 
experienced men are taking over top 
posts in major companies manufactur- 
ing for industry. The list includes 
such executives as Ralph Cordiner of 
General Electric, Leland Doan of 
Dow Chemical, Logan Johnston of 
Armco Steel. 


But the sales experience, and espe- 
cially the sales-and-advertising view- 
point among leading executives and 
board members, continue to be far 
less apparent in industrial than in 


Long Distance pays off 


in extra sales 


“We get specifications, quote prices, speed sales by phone”’ 


says J. J. Payne, 
Southwestern Scale Co., Phoenix, Ariz. LONG DISTANCE RATES ARE LOW 


corny 9 Here are some examples: 
The fastest, cheapest way to find out about a customer’s 

: ‘ +t a cus Chicago to Grand Rapids. . . 60¢ 

exact needs is Long Distance,” reports Mr. Payne. “When TTT 
| ; h f : It’s j Pittsburgh to Cincinnati . 90¢ 
we get a sales lead, we reach for the phone. Its 1m- 
8 one Ik oH I Phoenix to Los Angeles $1.10 
mediate .. . we talk to the right man. . . we settle every- Birmingham to Washington, D.C. $1.40 


thing then and there. It’s a profitable way to sell. By or oe a $1.80 


phone, we recently sold a set of scales worth $14,000.” 


These are day rates, Station-to-Station, for the first three 
minutes. Add the 10% federal excise tax. 


Long Distance pays off! Use it now... for all it’s worth! 
g pas 


BELL TELEPHONE SYSTEM 
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consume! product companies. In al- 
most every substantial consumer-prod- 
uct company (except Hershey Choco- 
late), advertising today is recognized 
as a vital force for sales and corporate 
development 

In the degree of their recognition 
of the advertising function, industrial 
management may be two or three 
decades behind consumer-product 
But probably 100 in 
dustrial manufacturers now have an- 
nual advertising-promotion budgets of 
more than $1 million. A few indus- 
trial advertising managers now have 
100 or more people in their depart- 
ments 


management 


They are even getting a liv ing wage 
for their efforts. Between 1940 and 
1956, AIA found, the salary of the 


average industrial advertising man- 
ager rose from $3,850 to $9,434. Of 
the 414 advertising managers who 
answered a questionnaire, 125 said 
that their aan was primarily admin- 
istrative; 72 said it was primarily cre- 
ative, and 117 said “both.” 

As a whole, they preferred the cre- 
ative sides of their jobs to the admin- 
istrative. 


Industrial Advertising 
Trebles in 15 Years 


Industrial sales represent about 
half of the $500-billion gross national 
product. 

But industrial advertising still ac- 
counts for only about $1 billion of the 
nearly $12-billion advertising total. 


Since World War II, however, in- 
dustrial or “business” advertising has 
forged forward rapidly: Expenditures 
for businesspaper space — not includ- 
ing production costs — more than 
trebled from $172 million in 1945 to 
an estimated $547 million in 1960. 

Between 1950 and 1959, national 
advertising volume in businesspapers 
expanded 127%. This rate was one- 
third faster than that of national ad- 
vertising in direct mail, nearly twice 
“nationals’” rate of growth in news- 
papers and magazines, nearly four 
times that in outdoor, 25 times the 
growth rate of radio. Only TV — 
which was “born” as a national me- 
dium just before the start of the dec- 
ade — moved ahead at a faster pace. 

Though the total number of indus- 


‘Sis Aan 


NEWSPAPERS THAT MEAN BUSINESS IN SAN DIEGO 
Two metropolitan dailies — The San Diego Union and Evening Tribune — dominate the San Diego sales picture. 


And sales are soaring. San Diego County is among the nation’s top 20 in total net effective buying income, food 


store sales, automotive sales, and other important sales categories.” In the 1960 Census, San Diego County was 
the country’s 16th largest, and the city placed 18th. 


The San Diego Union and Evening Tribune have a combined daily circulation exceeding 200,000 (227,678 
ABC 3/31/60). A Facts Consolidated survey shows family readership of 86.9% (evening & Sunday combination). 


t Survey of I ng Power 
COPLEY NEWSPAPERS 
Great | Ange Spr field, Illinois 
ple News Service 


REPRESENTED ,ATIONALLY BY 


and The ¢ 


> Hometown Daily Newspe 


apers covering San Diego 
and Northern 


nois. Served by the Copley Washington 


California 


iia bea hy co INC 


Roberts & Associates) 


“The Ring of Truth” 


64 Copley Newspaper 


The San Diego Union | EVENING TRIBUNE 
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trial advertisers is not known, the 
group’s growth is suggested by the 
fact that, between 1946 and 1960, 
those using Thomas’ Register ex- 
panded from 7,143 to 13,234. 

Of the 1959 leaders among all gen- 
eral and business magazines in num- 
ber of advertising pages, all of the 
top ten, except The New Yorker, were 
business magazines. 

In this decade the circulation of 
businesspapers nearly doubled, from 
24.3 million to 43.5 million. 

The number of businesspapers in 
the U. S. expanded about 50%, from 
1,772 to 2,694 between 1959 and ’60. 

Many of these new publications 
have found, or developed, definite 
reader markets in the growing and 
diversifying economy and technology. 
But other industrial advertisers claim 
largely fictitious or not clearly de- 
finable markets. Standard Rate & 
Data, for example, lists 109 “metal- 
working” publications and 64 solid 
pages of “electronics” books. 

One industrial marketing consultant 
points out that a lot of the new books 
stem, not from marketing needs, but 
from the overset of other publications 
in the same publishing family. With 
the same field force selling both the 
new and old, each addition reduces 
overhead and increases profits. 

Circulations of many of the new 
(and the old) business publications still 
are not audited. A Canadian media 
executive points out that, of 1,060 
business papers in the Dominion, 56% 
submit to a “recognized audit.” Of the 
2,694 U.S. businesspapers, on the 
other hand, he shows, only 34% are 
audited. One marketing consultant 
says: “If we had sound measurement, 
60% of the publications would dis- 
appear over night.” 


> Business magazines and business 
newspapers are only one type of 
“medium” employed by the growing 
group of industrial advertisers to build 
their corporate image, to promote 
established and new products, and to 
support their sales forces. 

Association of Industrial Advertisers, 
New York, found in a survey that — 
despite the current recession — reply- 
ing members plan to spend an average 
of 2% more for advertising in 1961 
than they spent in 1960. 

Direct mail, the AIA reported, will 
“withstand the budget-ax more suc- 
cessfully than businesspaper advertis- 
ing.” Those advertisers that are ex- 
panding, however, will increase their 
use of these publications. The “ex- 
panders” also will give greater em- 
phasis to sales promotion and litera- 
ture, trade shows, catalogues, news- 
papers, research and publicity. 

McGraw-Hill’s Industrial Distribu- 


tion finds that “industrial distributors 
rate catalogues and direct mail as 
[their] most effective forms of adver- 
tising and sales promotion.” 

The three leading advertising agen- 
cies in volume of businesspaper ad- 
vertising have long been Batten, 
Barton, Durstine & Osborn, J. Walter 
Thompson Co., and Fuller & Smith 
& Ross. The first two of these also 
are among the first four in billings 
among all agencies. 

Such relatively new “general” agen- 
cies as Doyle Dane Bernbach, and 
Ogilvy, Benson & Mather seek indus- 
trial accounts, and such older agencies 
as Donahue & Coe now give increased 
emphasis to them. Others, such as 
Ketchum, MacLeod & Grove, strive 
for industrial-consumer “balance.” 

On the other hand, scores of sub- 
stantial agencies across the country 
have long found it worthwhile to con- 
centrate on industrial accounts — and 
a lot of their clients agree with them. 
One industrial agency which is mak- 
ing the most of this “specialty” is the 
$15-million-a-year Marsteller, Rick- 
ard, Gebhardt & Reed. 

Industrial advertising still is much 
smaller in volume than consumer ad- 
vertising. It may still be backward by 
“consumer” standards. But industrial 
marketers, media and agencies agree 
that it can provide plenty of oppor- 
tunity for their mutual growth. 


Major Industrial Advertisers 
Grow Faster 


Combined expenditures of the 40 
leading advertisers in business pub- 
lications in 1959 were nearly 42% 
larger than the expenditures of these 
same advertisers in this medium in 
1956, reveals an analysis of the an- 
nual study of Associated Business 
Publications, Inc. 

The 40 leaders of 1959 increased 
their combined bp expenditures from 
$44.0 million to more than $62.3 mil- 
lion in this period. 

All but two of the 1959 leaders — 
General Electric and Ciba Pharma- 
ceutical—spent more in this medium 
than they had spent in 1956, and GE 
continued first among all 40. 

In the 3-year period the “admission 
charge” for membership in business 
publications’ First 40 was raised 
24.5% — from $706,000 to $879,000. 

This factor, more than actual re- 
duced expenditures, was responsible 
for the fact that ten of the First 40 
in 1956 did not make this list for 
1959. These ten were Johns-Manville, 
U.S. Rubber, Libbey-Owens- Ford, 
RCA, Chrysler, Borg-Warner, Johnson 
& Johnson, Time Inc., Winthrop- 
Stearns, and Blaw-Knox. 

(continued on next page) 


Sales Management 


Washington’s most convenient 
meeting place... 

with every modern facility for a confer- 
ence or a convention. 

Completely air-conditioned — spacious 
ballrooms, 11 additional meeting rooms, 
attractive dining facilities. Capacity 20 
to 1200. Write for complete convention 
information. 


the Willard, Washington, D.C. 
The Residence of Presidents” 

14th Street & Pennsylvania Avenue, N.W. 

Telephone: NAtional 8-4420 - Teletype WA732 
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YOUR ADVERTISING 
PLAN HAS TO INCLUDE 


The SYRACUSE MARKET! 


ALL OF IT! 


The SYRACUSE MARKET is 15 
counties-big and covers one-third 
the total of New York State! 


There’s only one sure and low 
cost way to 


SELL ALL THAT MARKET! 


The SYRACUSE NEWSPAPERS 


DELIVER ALL 
OF THIS 
BIG 


MARKET 
GET THE petaus— | 


CIRCULATION, influ- 
ence-power, and full 
market measurement 
from Moloney, Regan & 


Schmitt 


The SYRACUSE NEWSPAPERS 


Regional Distribution 
Problem? 


The complete range of re- 
gional market research prob- 
lems can be tapped with the 
facilities of Market Statistics, 
Inc., research consultants to 
SALES MANAGEMENT. Write: 
Market Statistics, 630 Third 
Ave., New York 17, N. Y. 
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In this period, Time Inc. increased 
bp expenditures, from $746,000 to 
$840,000. L-O-F was virtually un- 
changed. Reductions of Chrysler and 
U.S. Rubber were modest. 

The ten which replaced them in 
the First 40 of 1959 were Continental 
Can, Bethlehem Steel, Armco Steel, 
American Home Products, Alcoa, 
Anaconda, Food Machinery & Chemi- 
cal, General Precision Equipment, 
A. H. Robins, and Koppers. 

Thirty spent $1 million or more in 
business publications in 1959—as com- 
pared with 20 “millionaires” in 1956. 

In the three years, ten of 1959’s 40 


leaders at least doubled bp expendi- 
tures: In fact, American Home Prod- 
ucts multiplied its efforts eight times. 
Continental Can and General Preci- 
sion both quadrupled them; Merck 
and Armco trebled. The doublers 
were U.S. and Bethlehem Steel, 
Alcoa, Robins, and Koppers. 

Meanwhile, five others expanded in 
business publications more than 50%: 
Abbott Laboratories, Westinghouse, 
Minnesota Mining & Manufacturing, 
Anaconda, and Food Machinery & 
Chemical. 

First 40 of 1959, with their bp ex- 
penditures in 1956, were: 


General Electric 

U.S. Steel 

General Motors 

American Cyanamid 
Allis-Chalmers 

Du Pont 

Merck 

Allied Chemical 

Abbott Laboratories 
Westinghouse Electric 

Union Carbide 

Eastman Kodak 

Republic Steel 

Continental Can 
Minneapolis-Honeywell 
Colorado Fuel & Iron 

B. F. Goodrich 

Bethlehem Steel 

Bendix Corp. 

Caterpillar 

Dow Chemical 

Eli Lilly 

Armco Steel 

Westinghouse Air Brake 
Smith Kline & French Labs. 
International Harvester 
Inland Steel 

Minnesota Mining 

American Home Products 
Aluminum Company of America 
Goodyear Tire & Rubber 
Anaconda 

Food Machinery & Chemicals 
General Precision Equipment 
Ciba 

American Chain & Cable 
Armour & Co. 

A. H. Robins Co. 

Koppers 

McGraw-Hill Publishing 
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1959 1956 


$4,060,000 $4,566,000 
3,838,000 1,744,000 
3,179,000 2,511,000 
2,818,000 1,973,000 
2,681,000 2,146,000 
2,637,000 2,117,000 
2,456,000 970,000 
2,075,000 1,875,000 
1,767,000 1,061,000 
1,045,000 

1,375,000 

1,250,000 

1,193,000 

372,000 

1,126,000 

1,084,000 

1,058,000 

688,000 

1,035,000 

1,149,000 

924,000 

835,000 

392,000 

1,000,000 

940,000 

775,000 

797,000 

718,000 

128,000 

581,000 

775,000 

567,000 

611,000 

245,000 

1,000,000 

752,000 

911,000 

404,000 

437,000 

800,000 


Higher Personal Sales Costs 
Stress Need for Advertising 


In today’s complex industrial mar- 
keting, personal salesmanship is needed 
more than ever. 

But the costs of personal selling 
are mounting fast. 
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In ten years McGraw-Hill has found 
that the average cost of one indus- 
trial sales call has climbed 59%—from 
$14.02 to $22.33. In the same period 
the average cost of one advertising 
impression in businesspapers rose only 
20% — from 1% to 1% cents. 

McGraw-Hill points out that in- 


Here’s how Pontiac, 
the prestige fleet car, 
otters economy plus! 


I; you're a fleet car buyer looking first 
for economy . . . take a second look at the 
way the ’61 Pontiac answers your first 
requirement. 

Economy of operation was sort of a 
second slide rule that Pontiac engineers 
used when the ’61 was still on the draw- 
ing boards. And they used it with hair- 
splitting accuracy and pretty surprising 
results. 

Excess weight, for example, was 
trimmed to the point where every pound 
had to count toward the roadworthiness 
of a Pontiac. Not an ounce of “over- 
weight” was allowed. (Though stretch- 
out roominess was increased and there’s 
trunk space to spare.) 

Reduced weight permitted another 
important reduction—in axle ratios. This 
is figured in percentage points that only 
engineers and car enthusiasts talk about. 
But those points actually put more work- 


PONTIAC FLEET 


ing miles on a car while putting fewer 
working miles on an engine. And they 
assure you of more miles per gallon. 

Pontiac’s proven Trophy V-8 Engine 
also figured importantly in this new econ- 
omy slide rule for fleet cars. The carbure- 
tion system was refined to give it new 
free-breathing characteristics. It uses 
more air, less gas. 

And here’s economy plus for fleet buy- 
ers: High trade-in value. For example, 
the Catalina 4-door sedan, according to 
National Marketing Reports, Inc., re- 
tains more of its original value than any 
other car in its class. 

Economy minded? Then look beyond 
the less impressive cars when you're look- 
ing for fleet cars. See the °61 Pontiac and 
its great fleet newcomer, Tempest. Visit 
your Pontiac dealer. Or write Fleet Sales 
Department, Motor 


Pontiac Division, 


Pontiac 11, Michigan. 
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Something extra... 


... for good customers 
and for good salesmen 


Mrs. Smith always does her grocery 
shopping at the same supermarket. 
No wonder! The market gives her 
something extra for shopping there. 
She gets valuable merchandise pre- 
miums in exchange for the trading 
stamps she receives with every pur- 
chase. 


remium 
ervice Co. Inc. 


Founded 1897 


Subsidiary of 
The Curtis Publishing Company 


195 North Street 
Teterboro, N. J. 
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Stamp Plans 
} Cash Register Tape Plans 


Nome____ 


City. 


Mr. Smith works as salesman for 
a company that awards him valu- 
able premiums for reaching sales 
quotas. Something extra. 

Let The Premium Service Co. 
Inc. show you how scores of progres- 
sive firms profit from individually- 
tailored incentive plans. It will work 
for you, too. Get the facts. There’s 
no obligation, of course! There’s 
everything to gain! 


THE PREMIUM SERVICE CO. INC. 
195 North St., Teterboro, N. J. 


PLEASE SEND ME MORE INFORMATION 


[] Sefety Programs 
[} Sales Incentive Plans 
[] Coupon Redemption Plans 


Company Name_ 


Street 


_____JZone____ State. 
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dustrial salesmen rarely close orders 
on their first calls. The order usually 
evolves gradually through six stages: 
“(1) Make contact; (2) arouse interest; 
(3) create preference; (4) make a spe- 
cific proposal; (5) close the order; and 
(6) keep customers sold.” 

By sharing the responsibility for the 
first three stages, “businesspaper ad- 
vertising increases salesmen’s actual 
selling time.” In fact, with business- 
paper advertising, “sales start before 
your salesman calls.” 

In a brochure on “The Changing 
Role of Industrial Advertising,” O. S. 
Tyson and Co., advertising agency, 
emphasizes that, “as personal selling 
grows more expensive, management 
must use automated communication 
wherever face-to-face communication 
is not absolutely essential. . . . This 
means a changing and larger role for 
advertising.” 

Though salesmen themselves—their 
initiative, brains, adaptability and per- 
sonality — cannot be automated, the 
Tyson report says, businesspaper ad- 
vertising can help them to do more 
selling by freeing them from a lot of 
time-consuming chores. 

Specifically, advertising and sales 
promotion can: help to reduce service 
calls; explain product limitations, to 
weed out non-prospects among in- 
quirers; clarify product features in 
the company catalogue; provide 
enough information in product litera- 
ture to enable customers themselves 
to pick the right type, size and model 
—and to install, operate and maintain 
the product. 

Today’s industrial advertising should 
do more than develop leads to give 
the salesman a foot in the door: It 
should concentrate calls on “genuine 
prospects fully ripened for personal 
selling.” 


Can Industrial Ads Spark 
Direct Reader Response? 


Some reasons why industrial mar- 
keters advertise are: (1) to build cor- 
porate image and reputation; (2) to 
pave the way for and to support sales- 
men; (3) to launch new products; and 
(4) to develop immediate and specific 
inquiries that lead to sales. 

It is true, of course, that many pur- 
chases by industry are costly and com- 
plex. The purchase itself becomes a 
thoroughly investigated and consid- 
ered group procedure. Nevertheless, 
a lot of publications submit evidence 
to prove that industrial advertising 
also can bring immediate, direct and 
sometimes big response. 

A midwestern machinery company 
which had failed in personal and other 
efforts to reach the vice president for 
purchasing of one of the largest man- 


Tempting? You bet! Tastier, too, in 


AVISCO RS CELLOPHANE 


Tom Sawyer Foods, Inc., leading packager 
of nut meats and candy in Southern Califor- 
nia, has chosen Avisco RS cellophane. Here’s 
why: (1) The superb clarity of RS creates 
greater appetite appeal and stimulates im- 
pulse buying. (2) The maximum product 
protection of RS results in longer shelf life 
for retailers— crisper, tastier nut meats for 


consumers. (3) RS performs at higher speeds 
on bagging machines— never sticks to seal- 
ing jaws. One of the 4 types of Avisco RS 
cellophane can offer you all these benefits, 
plus printing with jewel-like quality.Contact 
us for an appointment with our representa- 
tive in your area or a selected cellophane 
converter specializing in your field. 


AMERICAN VISCOSE CORPORATION, FILM DIVISION, 1617 PENNSYLVANIA BOULEVARD, PHILADELPHIA 3, PENNSYLVANIA. 
SALES OFFICES ALSO LOCATED IN ATLANTA, BOSTON, CHICAGO, DALLAS, LOS ANGELES AND NEW YORK, 
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utacturers learned that he habitually 
read a certain business weekly, every 
Monday morning. The machinery 
company bought a double-spread ad 
in this publication — which not only 
reached him but stirred him into im- 
pressive buying action. 

Other evidence is available to show 
that, even for manufacturers with 
very limited groups of major pros- 
pects, advertising is the only way to 
reach all the buying influences among 
them. (One marketing consultant sug- 
gests that a 48-sheet poster in front 
of the prospects’ headquarters would 
do the trick.) 

Periodically, Industrial Equipment 
News reports on “Best Pulling Ads.” 
Some of its responses from individual 
ads—in number of inquiries and num- 
ber of requests for specific information 

are: for a radio-TV-electronics cata- 
logue, 324 and 76; for drawing mate- 
rials, 316 and 73; for a product for 
sealing pipes over threads, 247 and 
100; for patch kits, 233 and 59; for a 
booklet on magnets, 227 and 45. 


> Advertising “blockbusters” can jar 
loose response. 

Worthington Corp. tells Business 
Week that its BW campaign for steam 
turbines helped in “projects involving 
more than $2 million of new busi- 
ness.” One ad in this series was a 4- 
pager 

Webster Electric Co. had consist- 
ently promoted its line of communica- 
tions equipment But when two new 
product lines were added, Webster 
felt that the full scope of the line 


should be dramatized to distributors 
and others—and decided to run an 
8-page insert in BW. 

Among the more immediate orders 
were: $11,000 from Indianapolis, 
$6,000 from San Francisco (from a 
company that was about to order a 
competitor’s equipment), $5,600 from 
Atlanta. A supermarket chain with 
200 units ordered Webster equipment 
for each store, at a total cost of $400,- 
000. 


> McGraw-Hill’s Laboratory of Ad- 
vertising Performance conducts con- 
tinuing “reader feedback” studies on 
“why industrial advertisements are 
read” — and on what the readers do 
about them. 

Some reading reasons are: “to k 
informed as a user of the product”; 
“to see if product or service should 
be used”; “to keep up with products 
and backing given distributors and 
dealers”; “to check on investment pos- 
sibility,” and “to satisfy a personal 
interest.” 

Good product advertising can be 
corporate advertising — and in the 
process, can promote other product 
members of the corporate family. 

In recent years U.S. Steel has found 
that doubled expenditures in a con- 
sistent, diversified businesspaper pro- 
gram—all phases of which emphasize 
the USS symbol—have begun to reduce 
sales costs. A USS chemical ad in 
Chemical Week, for example, is said 
to have sold “paints—and steel.” 

Bright industrial advertisers today 
recognize and respect advertising as 


MAKE YOUR 
PRESENTATIONS 
“COME ALIVE” IN 


work? Market statistics? 


pose. 


fap 


Displaying product photos? Installations? Sales charts? Art 
Testimonials? Then make your 
first impression a convincing and selling one—use a Ful-Vu 
Twin Wire Binder. There’s a size and cover for every pur- 
Available in Russhide, Vinylhide and Leather covers 
in a variety of colors. Feather-light Mikafilm window sleeves 
are perfectly clear, complete with manila interleaves. 
one million in use today! See your Office Supply Dealer or 


SEND FOR FREE TWIN WIRE FOLDER 


"INC 
COOKS » BLACKWOOD, N. J.— DALLAS, TEXAS 


CU) TWIN WIRE 
BINDERS 


Over 
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a force in “total selling.” They bring 
“total selling” into the act at every 
stage of product development, from 
design to operation. 

Harry Lee Waddell, executive v-p 
of McGraw-Hill, points out that, “in- 
creasingly, the sales manager and his 
people have a voice in product de- 
velopment and in advertising themes 
and media. Advertising is more closely 
integrated with sales.” 

Meanwhile, advertising continues 
to create tomorrow’s customers. Mc- 
Graw-Hill’s and other studies show: 
Business magazine subscribers spend 
from one-and-a-half to two-and-a-half 
hours with each issue, summer and 
winter; 97% of them read the ads; 
consistent advertisers get higher read- 
ership per ad; “publications preferred 
for editorial content also rate highest 
in advertising readership,” and “it 
pays to repeat good advertisements in 
business publications.” 


Corporate Advertising 
Sells Several ‘Publics’ 


Corporate advertising might be 
called a force in total marketing. It 
is more than merely “image-building.” 
It can strengthen relations not only 
with customers and prospects but with 
stockholders and prospective stock- 
holders, with employees and plant 
communities, with suppliers and dis- 
tributors, with the Government — and 
even with competitors. 

In a study on “Corporate Advertis- 
ing: Vital Link in the Chain of Mod- 
ern Marketing,” Newsweek lists, for 
example, seven ways in which this 
force supports sales: 


“1. It places the corporate repu- 
tation behind new products. 


“2. It paves the salesman’s way 
among new prospects. 

“3. It reaches the ‘unreachables’ 
— top executives, scientists, engineers, 
technicians. 

“4. It emphasizes scope and di- 
versification by displaying all the 
product lines. 


<n 


5. It hastens the sale by begin- 
ning at the top. 


“6. It seeks out minds that can 
see product applications that the com- 
pany had not anticipated. 


“ny 


7. It puts the full force of the 
corporation behind the product in the 
public’s mind.” 


Corporate advertising, Newsweek 
points out, can give middle-size com- 
panies (Sharon Steel, for example) a 
chance to be known with the biggest. 
It can make the company (American 
Cyanamid, Engelhard Industries, Nep- 
tune Meter) as well known as the in- 


weekly 
all cargo flights aoe 


Latest L1649 Superstar Cargo Constellations. 


More frequent flights # More loading capa- 


to Europe 
city » Faster connections to Middle and Far 


from New York East #» Lowest possible rates. Unexcelled 
<~— SUPERCARGO EE Service. 
For compiete information and space reser- 


vations, consult your Cargo Agent, or nearest 
office of 


ey LUFTHANSA 


GERMAN AIRLINES 
Air Cargo Division, 410 Park Ave. 

New York 22,N.Y., PLaza.9-5522 

Offices in Principal Cities of the U.S. andCanada 
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FREE 
SAMPLE 


KIT shows the amazing 
power of Faultless 
Advertising Balloons 


Detailed literature and prices . . . profitable 
ideas on store promotions .. . displays... 
and other existing ways of smart merchandis- 
ing with low cost Faultless balloons. Write 
today on your letterhead for free sample 
kit. The Faultless Rubber Company, Dept. 
12, Ashland, Ohio. 


_ LARGEST 
MARKET IN 


ILLINOIS - IOWA 


1960 
CENSUS 


270,058 


Final figures show 

over '%4 million people 

in the Quad-City market. 

Argus and Dispatch serve the 
bigger Illinois side, where 56% 
of Quad.-Citians live. 


QUAD-CITIES LARGEST COMBINED DAILY C’RCULATION 


ROCK ISLAND ARGUS 


and 


MOLINE DISPATCH 


REPRESENTED BY ALLEN-KLAPP CO. 
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dividual parts. It can attract capital 
by dramatizing long-range vision, 
planning and product development. 

Goodyear, for instance, “sells broad 
capabilities.” Westinghouse promotes 
“know-how and pioneering.” Alcoa 
emphasizes its own potentials with the 
slogan: “There's a world of aluminum 
in the wonderful world of tomorrow.” 

Some corporate advertisers stress 
their growing integration — as Olin 
Mathieson Chemical does with “De- 
pendability through integration from 
raw material to finished product,” and 
National Steel does by linking eight 
divisions into one “completely inde- 
pendent steel producer.” 

Others emphasize their ever-new 
scope and diversification. General 
American Transportation shows that 
its products today are broader than 
simply “tank cars.” Firestone has 
stretched beyond “rubber.” Airframe 
and engine manufacturers reveal how 
far their products and plans for con- 
quering space far “outspeed” today’s 
jets. 

Corporate advertisers merchandise 
such campaigns to all of their “pub- 
lics.” 


® And even without such merchan- 
dising or without even boasting about 
the outfit or its plans and products—a 
corporate advertising series can set a 
company apart. In “Great Ideas of 
Western Man,” Container Corp. of 
America sells only “food for thought.” 

The late Walter P. Paepcke, Con- 
tainer Corp.’s chairman, said: “Maybe 
one person in eight doesn’t like it. 
But most people think it’s elegant and 
distinctive. They remember Container. 
So the potential investor may buy our 
securities, the bright college student 
may come to us for a job, or an in- 
ventor with a good idea . . . may 
come to us first.” , 


Worthington Drops 
‘Dogs’ from List 


Worthington Corp., Harrison, N. J., 
— spending about $600,000 annually 
in business publications — has found 
that less than half of the 60 publica- 
tions on its list are “read regularly.” 
The list will be pared appropriately. 

In seeking proofs of readership, 
Worthington advertising people read 
all publications scheduled from cover 
to cover, and now and then visited 
their editorial offices. 

Factors covered in measuring edi- 
torial vitality included “provocative 
and authoritative presentation,” reader 
response as revealed by the “letters” 
columns in the publications, and the 
frequency with which the individual 
publications are quoted. 

In an “Editorial Evaluation Project” 
sponsored by Marsteller, Rickard, 
Gebhardt & Reed advertising agency, 
Dr. Charles H. Sandage of the Uni- 
versity of Illinois, and Dr. Lincoln 
Clark of NYU, concluded: 


“1. There are real — and measura- 
ble — differences in editorial character 
among business publications. 


“2. Advertisers and their agents 
should be able to judge editorial 
quality as well as circulation. 

“3 But few of them measure edi- 
torial material qualitatively — and few 
bp salesmen are really trained to in- 
terpret it.” 

The researchers urged: “Audience 
should be clearly stated, and consist- 
ently aimed at. Readership should be 
checked regularly. . . . Does the pub- 
lication under study provide leader- 
ship in its industry or profession? Do 
5-year comparisons indicate improve- 
ment in editorial format and contents? 
Does the publication go out after 
editorial material?” ® 


AUG. 18—+7 Travel. 


LEISURE MARKET REPRINTS 


Each feature of the Leisure Market Series will be avail- 
able in reprint form as it appears. Price is 50 cents for each 
single feature. Write: Readers’ Service, Sales Management, 
630 Third Ave., N. Y. 17, N. Y. Enclose remittance. 


These articles on the Leisure Market have now appeared 
and can be ordered: +1 The Boating Market; +2 The Skiing 
Market; +3 Hunting, Fishing, Camping. 

COMING—APRIL 21—+4 Home Hobbies; May 19—+5 
Home Recreation; June 16—+6 Community Recreation; 
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“I want the best of everything. 
The best fruit, the best clothes, 
the best underwear, even if 
I’m the only one knows I’m 
wearing it. That’s why I came 
to New York. Because if you 
make it here, you make it 


anywhere.” 


New York gives much, wants 


more. It can plan a $131.6 
million Lincoln Center for the 
Performing Arts. It can kill a 
$500,000 musical with a few 
cold stares. As actress Julie 
Newmar says, it’s the place to 
“make it.” Advertisers make it 
in New York with The New 
York Times. It sells New 
Yorkers with the most adver- 
tising. It serves them with the 
most news. New York is The 


New York Times. 


v 


here would you 


HOW 

‘“HEFTI-HANDLER” TRUCKS 
SPEED PRODUCTION — 
CUT COSTS EDITORIAL 


READERS 


a 
—_"= 


=| HEFTI-HANDLER INC. 


You’re advertising to the all-industry market. 


Your campaign theme is application and use of 
your equipment. 


in which all-industry publication will these ads EMPHASIS 
work best? 


There are three of them—all directed to “all industry” 
—primarily manufacturing. All are directed to individ- 
uals in “plant operating” functions. But only one offers 
your advertising the powerful advantage of a compat- 
ible editorial climate that preconditions the readers for 
your application and use sales approach. 


Can you identify them from the brief description 

shown? Which one would you pick for your “applica- 

tions and use” campaign? First read the descriptions 

of all three. Then lift tape at bottom of page. 
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PUBLICATION A? 


paak> eG aT ety Sa uae 


Management approach to plant 
operations on a people, plants- 
of-tomorrow basis. 


A wide group of individuals who 
administrate operation of a 
plant. Those in personnel /cost / 
production/inventory control 
as well as manufacturing and 
maintenance. Not necessarily 
way high up in management 
but a broad base across ad- 
ministrative and operating 
management. 


A ROSS. 


Administrative type editorial 
reporting on dollars and cents, 
paperwork, plants-of-tomorrow 
approach. Management edito- 
rial covering people, buildings 
and methods areas, as opposed 
to emphasis on engineering and 
technical equipment editorial. 
More on ideas, equipment and 
management techniques. 


PUBLICATION B? 


ORI ES, 


Technical approach to plant 
operations on a practical how- 
to-do-it basis. 


A concentrated group of indi- 
viduals who direct the opera- 
tions of a plant. Those directly 
in charge of manufacturing and 
maintenance ... with engineer- 
ing and managerial responsibil- 
ity over equipment, materials, 
methods and systems used in 
line operations as opposed to 
staff operations. 


Applications engineering type 
editorial reporting on applying 
and using equipment, materi- 
als, methods and engineered 
systems in operation and main- 
tenance of a manufacturing fa- 
cility. More engineered systems 
editorial incorporating related 
equipment and products as 
opposed to straight product 
reporting. 


PUBLICATION C? 


.2 oe, eS 


Technical approach to plant 
operations on a facilities-for- 
the-plant basis. 


A narrower group of individuals 
who operate a plant. Those in 
engineering of buildings, yards, 
facilities, housekeeping, main- 
tenance ... but not in applica- 
tion-and-use engineering, such 
as manufacturing, production, 
industrial engineering or plant 
operating management. 


Facilities engineering type edi- 
torial reporting primarily on 
construction, installation and 
maintenance of building, serv- 
ices, equipment — in that order 
of importance. More product 
type editorial reporting as op- 
posed to materials, equipment, 
methods and systems engi- 
neered for use in all operations 
of the plant. 


ANSWER: Of the 992 sales and advertising pro- 
fessionals who answered the question in a recent 
survey*, 564 — 57% identified publication B as 
MILL & FACTORY. 

If your equipment is ‘‘technical’’ you need the 
compatibility of MILL & FACTORY’s engineering 


type editorial. It reports on the application and 
use of equipment, materials, methods and engi- 
neered systems in the operation and maintenance 
of a manufacturing facility. MILL & FACTORY IS 
the publication where equipment application and 
maintenance advertising works best. 


*Conducted by Ross-Federal Corp. Copy on request. 
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INSIDE SOLID CINCINNATI: 


iE At 


RS mee 
SUPER SERVICE — wwericavorion a 


“Well, after all, these Cincinnati Enquirer families have 


$600 a year more to spend than the avera ge Cincinnati famil yl” 


-++- SOLID CINCINNATI READS THE CINCINNATI ENQUIRER 


Daily Enquirer families make more, need more, spend more. You're in solid 
with them when you advertise in their newspaper . . . the Cincinnati Daily 


es ' Enquirer. For more facts on the market-that-matters in Cincinnati, write the Cin- 

| rr ; ; i 

i cinnati Enquirer's Research Department for the latest Top Ten Brands survey. 
Represented by Moloney, Regan & Schmitt, Inc. 
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#2 of a 5-part series on: 


How to DOUBL 
Your Reading Speed 


Are you buried under an avalanche of business reading? Don’t 


stay among that vast majority of harassed executives who are 


content to read only half as fast—and as well—as they should. 


Here, in the second of five lessons, is what to do about it. 


How many people in the U.S. today 
don’t know how to read? Very few, 
you'll say. Yet most people, even suc- 
cessful sales executives, read only half 
as well as they might—in terms of rate, 
comprehension and efficiency! 

Reading training stopped for most 
adults in the sixth grade, on an ele- 
mentary level. The average reader is 
like someone with a 50% hearing 
deficiency — in that he could be ab- 
sorbing twice as much (or more) from 
what he reads. 

Since the sales executive, in order 
to achieve his personal and company 
goals, must capitalize on his own re- 
sources as well as the external tools 
of marketing, a neglect of this de- 
ficiency is just as bad as having half 
the sales force playing golf all day. 

Here, then, are the basic steps 
toward fully efficient reading—begin- 
ning with a closer look at the “phrase 
reading” technique already introduced 
(SM, March 3, page 57). 

What happens when you read? 
When you're reading, your eyes do 
not, as many people think, sweep 
smoothly across a line of print from 
left to right. Instead, they stop and 
start many times as they move across 
the page. You actually see the words 
only when your eyes are stopped. 


These stops, or “fixations,” consume 
approximately 90% of your reading 
time. The other 10% of the time your 
eyes are moving from one fixation to 
another. (To observe this, punch a 
small hole in the center of a news- 
paper column. Get someone to read 
the column as you observe his eye 
movements through the hole.) 

Since each fixation takes a certain 
amount of time, and since most peo- 
ple make three or four times as many 
fixations as are necessary, their read- 
ing process is much slower than it 
should be. The average reader, for 
example, would read this sentence by 
focusing his eyes directly on almost 
every word. 

We read word by word because we 
learned to read aloud in school. You 
can only say one word at a time. But— 
and here lies the secret of better read- 
ing—you can see and understand an 
entire phrase (or more) at a time. A 
good reader would move his eyes over 
the same sentence as follows, taking 
in a phrase at each glance instead of 
a single word: 

x x 
Reading word by word is inefficient 
x 
and time-consuming. 
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Why learn to read by phrases? 
If, as we said, you spend 90% of 
your reading time making fixations, 
then the fewer fixations made, the 
less time consumed. You can double 
or triple your reading speed when 
you learn to read by phrases. 

Not only your speed improves, 
however. Concentration and compre- 
hension will also improve. The plod- 
ding word-by-word reader gets his 
information too slowly to keep his 
mind fully occupied. Naturally, he 
can think much faster than he can 
read; therefore, his mind, not com- 
pletely engaged with the ideas in the 
book, begins to toy with other ideas— 
or just daydreams. Before long, he’s 
not concentrating at all. The phrase 
reader seldom encounters this prob- 
lem since he absorbs ideas from the 
printed page more rapidly; he knows 
how to keep his mind on the subject 
at hand. 

Comprehension, of course, improves 
with concentration. But there’s an- 
other factor: When you read by 
phrases, you absorb the material in 
the same way you think—by whole 
ideas. Instead of laboriously building 
up a thought word by word, you 
grasp it whole, as it was in the au- 
thors mind. This helps you to make 
close contact with the author’s rea- 
soning. 

To become a phrase reader, you 
must do three things: (1) learn not 
to hear each word as you read; (2) 
train your eyes to see phrases instead 
of single words at each fixation; and 
(3) train your mind to absorb thought- 
units (or phrases) as fast as your eyes 
see them. (continued on next page) 
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This isn’t as difficult as it sounds. 
Focus your eyes on the “x” above the 
following phrase and try to see the 
whole phrase. Let your mind “think” 
the phrase instead of saying each 
word: 

x 
“out of gas” 


Try it on a longer phrase: 
x 
“broken rear axle” 

With practice this method of read- 
ing can become second nature. But 
it does take practice to change reading 
habits that have become ingrained 
over years of use. There are three 
exercises that will help you: mum- 
bling, space reading, circling phrases. 


e An odd exercise that will give you 
a new insight into the reading process 
is “mumbling.” Find an article in 
Sales Management and before you 
begin to read, start chanting aloud 
some nonsense sounds like “one-two- 
three” or “do-re-mi” over and over. 
Continuing your chant, read the first 
paragraph. 

If it didn’t make any sense at all, 
you can conclude that you're still 
fairly dependent on hearing each word 
as you read along. If, however, you 
repeat this mumbling ritual on new 
material every day, you'll find that 
some meaning will begin to glimmer 
through. This is an indication that 
youre learning to depend on seeing 
and thinking rather than on hearing 
and saying as you read. And, as we've 
pointed out, you can see and under- 
stand a whole phrase at a time, but 
you can only hear and say one word 
at a time. 


e Space reading is a practice tech- 
nique that will train your eyes to 
take in phrases rather than words at 
each fixation. Most of us actually use 
only 20% of our visual span in reading. 
In other words, we waste our visual 
span (here meaning the horizontal sec- 
tion of print which we can see fairly 
accurately) by focusing our eyes on: 
“dog” 
when we can actually see, with 
practice: 
“angry dog bites man” 

We get bogged down by our habit 
of reading only one word at a time. 
Space reading helps to break that 
habit. Instead of looking at each word, 
focus your eyes at a point in the 
center of the phrase in the white 
space just above the line of print. 
Use the “x” as your focal point: 

x 
“phrase reading helps” 


When you get in the habit of fo- 


in the last month or so, Chicago newspa- 
pers have announced a lot of changes... 
in rates, readership, coverage, and so on. 
And with each change, another bar chart. 

Now comes good news from the bar 
chart capital of the world: No more bar 
charts! Because all any busy media man 
really needs to know is that these facts 
haven’t changed: 


It takes two or more newspapers to sell 
Chicago, and in every major buying category... 


FOR Tie MONEY 


are the 


CHICAGO SUN-TIMES 
CHICAGO DAILY NEWS 


Note to Bar 

Chart Lovers: 

For specific informa- 
tion on how Tribune 
and American rate 
changes have affected 
the figures in “Chi- 
cago NOW”’—call your 
Chicago Sun-Times or 
Chicago Daily News 
representative. 


Copyright, 1961, Field Enterprises, inc. 
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DISPENSING use 


Handy plastic dispensers for grease and oil. 
Units are all plastic and available in 4%”, 4", 34” 
and |” diameters. Body of tube is extruded so any 
length can be obtained. Customer has choice of a 
flat molded bottom or heat sealed bottom. Tubes 
can be filled and sealed automatically by Cellu- 
plastics. Special carding and display packaging 
also available. Entire dispensing unit can be multi- 
color printed. 


These designed-to-sell Oil Dispensing Tubes 
are just one of thousands of Clearsite stock pack- 
aging items designed to sell your product and cut 
your packaging costs. 


We will be happy to send free samples. 
Address Dept. D 


CELLUPLASTICS, INC. 


A Subsidiary of Brockway Glass Co., Inc 
24 Commerce Street, Newark 2, N. J 
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cusing just above the line of print, 
you'll find it easier to break the word- 
by-word reading habit. 


@ We have already suggested that you 
spend some time circling phrases as 
a means of training your eyes and 
mind together to become conscious of 
thought units rather than single words. 
You should be able, after some prac- 
tice, to see a circled phrase in one 
fixation. Continued practice in phrase 
circling, laborious as it may seem at 
first, will make this process as habitual 
and unconscious as your old reading 
habits were. 


Combine phrase circling and space 
reading in a 3-stage daily exercise: 
(1) circle phrases in two or three para- 
graphs; (2) start over and with pencil 
place a small “x” slightly above the 
line in the center of each phrase, 
then focus vour eves on the “x” and 
try to see the whole phrase; (3) re- 
read the selection as rapidly as possi- 
ble, focusing your eyes on each “x.” 

Ten minutes a day spent on mum- 
bling, space reading, and circling 
phrases will start you on your way to 
better reading. As vou master these 
exercises, vou should apply your new 
skill to the actual reading process. 


> One way vou can do this is to pace 
vourself always at a rate that’s slight- 
lv too fast to be comfortable. Use a 
three-by-five or similar card to cover 
words as you read them. Keep the 
bottom of the card parallel to the top 
of the page and slide the card down 
the page so that it pushes you ahead. 
Never stop the card or move it up to 
re-read. (Go back later and read the 
article again at your own pace, if 
necessary.) 

In this way you'll gradually build 
up an even, rhythmic, rapid reading 
rate by eliminating inefficient eye 
movements. Caution: Use this exer- 
cise only as practice—don’t become 
dependent on the card. You don’t 
need crutches for efficient reading 
habits. 

In the next issue well turn our 
attention to more reading techniques, 
with special attention to efficient 
methods for getting more out of 
magazines and other publications. # 
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“The Newest Addiction—Work!” 
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Kodak camera moves 
6,000 dozen Bonat permanents 


Bear 


> 


Brownie 8 Movie Camera, //2.7 


» ws 


. For clear, sharp movies, 


just set the exposure dial, aim and shoot. $26.95. 


Brownie Movie Camera proves incentive to 3,000 beauty operators 


“In our business, beauty shop sales 
are what count. This Brownie 8 Movie 
Camera used as a premium helped sell 
more than 3,000 case deals for Bonat. 
You can see why the Kodak name 
holds a certain magic around here,” 
says Jerry Gold, Bonat’s Advertising 
and Sales Manager. 


Kodak premiums bring results. 


Case history after case history proves 
that people know and want Kodak 
products. The trick is to find the 
right Kodak premium for your pro- 
motion as Bonat did. And Kodak can 
help you do this. 

The first step is to send for your 
free copy of the Kodak premium 
catalog. Once you look it over you'll 


EASTMAN KODAK COMPANY, Premium Sales Office, Rochester 4, N. Y. 


Gentlemen: Please send me a free catalog of Kodak premium products, 


Name 


Position 


Company 


_Street 


Zone 
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see why Kodak cameras and outfits 
are so popular with businessmen as 
premiums, business gifts, sales in- 
centives, recognition awards and con- 
test prizes of all types. List prices 
range from $4.25 to several hundred 
dollars. Mail coupon today. 

Prices are list and subject to 


change without notice. 


TRADEMARK 
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When The Martin Company 
telegraphs Aerojet-General... 


things happen fast! 


R. TRIPP H. GUNTHER 
AEROJET-GENERAL CORP. MARTIN COMPANY 
SACRAMENTO, CALIF. DENVER, COLO. 


URGENTLY REQUIRE SHIPPING DATA ON ENGINEERING CONTROL TITAN CONTROL SYSTEM CX6124 BEING SHIPPED VIA AIR EXPRESS 
SYSTEM CX6124 FOR FIRST TITAN OPERATIONAL BASE. ADVISE. TODAY. WILL ARRIVE DENVER TOMORROW 2 PM. 


H. GUNTHER R. TRIPP 
MARTIN COMPANY AEROJET-GENERAL CORP. 
DENVER, COLO. SACRAMENTO, CALIF. 


WESTERN UNION 
WESTERN UNION 


NEED TO EXPEDITE SHIPMENTS? Get shipping information fast? You can count on telegrams 
for action! A telegram plainly says, “important”... you know you'll get a quick response. Busy companies 
like Martin and Aerojet like their facts and figures unmistakably in writing... by telegram! 


Western Union... for action! 
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ais OT 


INSTANT SKINNY 
PRODUCTS 


not so different 
as all alike 


LUNCHES IN 
6-PACKS 
“a conscious 
need wanting” 


APOTHECARY JARS 
re-use comes to 
mouthwash 


S IN PACKAGING AND PRODUCT DESIG 


Sapa: Sa dafan vata, clad es a és ae 


GOOD PACKAGING AND DESIGN as a function of marketing seems 
so necessary and taken for granted that it is surprising to find its near 
absence in such high-volume products as the new weight-control drinks. 
Yet, with most of them, this seems to be the case. When it comes to 
the great majority of the private label varieties of “instant skinny, (as 
the French would say) it is to laugh. 

The problems that faced Mead Johnson with Metrecal were different 
from those which confronted the followers and imitators. Metrecal had 
to muster the medico-authoritative and “objective” treatment in its ad- 
vertising, and adopt labeling and containers that would sell in drugstores 
~its initial outlets. Others undoubtedly felt the need to look like 
Metrecal. Then the milk companies joined the fray with their coated 
paper milk containers. 

There are some differences: MinVitine uses the milk container for its 
ready-to-drink product, but employs a glass container similar to its 
Ovaltine jar for the dry type; many manufacturers use the instant coffee 
glass jar, and one, Albacal, actually calls its product “instant”; some, 
such as General Mills, use the paper packet and folding carton, as 
with powdered chocolate drinks. So, there are many kinds of containers 
employed, just about all already in use for other food products — from 
baby formula to soup. This is economically understandable, at least in 
the beginning. Individually designed containers are expensive in any- 
thing but plastic. But the lack of imagination in the labeling employed 
in these containers is less explainable. 

The theme of “900 calories a day” gets so overworked in many labels 
of weight-control products as to lose any identity for the product. 

It appears that when manufacturers have a product that sells in such 
skyrocketing volume as this one does, such “secondary” niceties as pack- 
aging and design of labels can be left to copycatism or complete dis- 
regard. Perhaps in the rush of getting a product on the market, these 
considerations are secondary. Indeed, who knows how long the liquid 
food reducing fad will last? 

But it can be predicted that when the hard truth of competition 
begins to separate the leaders from the “also rans” in this product, those 
manufacturers that don’t have a clear, strong product image with a high 
degree of acceptance will wish that thev had paid a little more attention 
to the design of their packages and labels. And the packaging and 
design firm of Lippincott and Margulies predicts that when this happens 
a lot of manufacturers will rush to the nearest design doctor for a new 
face for their product. 


“IT HAS BEEN THE DUTY OF WIVES down through the ages to 
prepare lunches for their husbands to take with them to work,” savs 
Fisher's Foils Limited in News Sheet No. 43. True, there are many 
industrial cafeterias or “canteens” providing this kind of feeding, but 
there are still those people engaged in outside work, building, agricul- 
ture, civil engineering, transport. Many voung wives, themselves em 
ployed, do not have the time to provide a good, nourishing meal, and 
Fisher’s thinks it remarkable that no manufacturer has thought to market 
satisfactory luncheon packs that can be bought in advance. 

Some manufacturer could, savs Fisher’s, market a series of 6-packs, 
each of different contents to avoid the possibilitv of anv customer’s hav- 
ing the same meal twice in one week. The packs could be made avail- 
able on large building sites, perhaps by the contractors. Another market 
for them might be long-distance travelers — even by car. (This might 
be a natural for the oil companies.) “Race tracks, agricultural and 
county shows would also provide many buyers for these packs,” says 
Fisher's. “Only a conscious need of them is wanting.” 


IT WAS ONLY A MATTER OF TIME until package designers would 
begin to think of using apothecary jars for apothecary items. Donald 
Deskey Associates has just turned the trick for Johnson & Johnson’s new 
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Micrin oral antiseptic. The jars have proved so attractive for 
candy and spices, why not standard drugstore items? 

The problem of closure of these jars when not used at the 
laboratory bench has been effectively solved here. The designers 
have employed a polypropylene frosted screw- type closure. 
Micrin bottles in the 7-o0z. size are supplied by Carr-Lowrey 
Glass Co.; the 14-0z. size is supplied by American Can Co. 


FOMECOR—A JOLT TO CORRUGATED? 


A NEW PAPER-PLASTIC combination — a filling of polv- 
stvrene between two sheets of kraft — called Fomecor is now 
beginning to find many uses. St. Regis paper company and 
Monsanto Chemical Co., working in conjunction to solve tech- 
nical problems of bonding the foam to the paper and extruding 
the foam, formed the Fome-Cor Corp. as a jointly owned sub- 
sidiary to market the new product. 

Fomecor is being tested extensively by the auto industry 
as a material for headliners, door panels, and the like, as well 
as for all the container uses that are handled by standard cor- 
rugated. This is a higher-price product than corrugated board 
and so will be used as a container where the superior qualities 
of cushioning, waterproofing, and chemical resistance can be 
used to advantage. (It is now in use as a container for nitric 
acid.) A Fomecor container will actually hold water indefinite], 
without seepage. It also has high insulating abilitv. 

The material's embossing qualities, light weight and strength 
make it especially suitable for displavs, exhibit booths, and even 
as a temporary outdoor construction material. 
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NEW MATERIAL 
polypropylene by Eastman 


BROAD NEW MARKETS are predicted by Eastman Chemical 
It's as simple as... Products Co. for its new thermoplastic material, polypropvlene, 
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because of its many desirable properties for blow molding and 
injection molding, and for extrusion into film and monofilament. 
Polypropylene—sometimes referred to as the “plastic with the 
built-in hinge” — has a unique quality to resist fatigue when 
flexed. The major packaging use for this material will probably 
be in film for overwrapping uses. 


1961 PACKAGING EXPOSITION 


A PREVIEW OF PACKAGING in the next quarter-century will 
be a feature of the American Management Association’s 30th Na- 
tional Packaging Exposition to be held April 10-13 at Chicago’s 
new Lakefront Exposition Hall. This year the Packaging Ex- 
position and the Packaging Conference will be held under the 
same roof. Some 30,000 visitors are expected to attend the 
show and the conference. 


BRIGHT IDEA DEPARTMENT 


old package “tied” to new 


CAMPANA recently decided to discontinue packaging its 
bottled lotion in a paperboard carton, as it had done for many 
vears. The white lotion, visible through its glass bottle, was 
felt to be more attractive to shoppers. But just to play it 
safe, a small replica of the old carton was tied to the bottle 
with an elastic string. The string tag idea was developed and 
produced by Normandie Press, N. Y. 
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He may get 
the message here, @ 


your ads in the Yellow Pages 
sell him when he’s ready to buy 


Yes, he sees your advertising in newspapers, magazines, 


you can arrange for this service with just one contact, 
on TV...but when he’s ready to buy, he turns to the one contract, one monthly bill. 

Yellow Pages. What better place to sell him on your For full details, contact your 

product or service! National Yellow Pages Service NATIONAL 
representative through your Bell 

place selling ads in any combination of 4,000 telephone Telephone Business Office. 

directories to cover your precise marketing pattern. It 
makes your regular campaign pull greater results. And 


With National Yellow Pages Service, you can now 


ONE CONTACT/ONE CONTRACT/ONE MONTHLY BILL 
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Worcester Foundation for Experimental Biology 


THIS IS WORCESTER..... 


the 2nd largest market in Maecachucette 
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The world renowned Worcester Foundation 
for Experimental Biology, operating on endow- 
ments and grants of over $2,500,000 a year for 
basic research in the medical sciences, attracts 
noted scientists from every corner of the globe 
to its staff of 250. To the Foundation’s credit 
stands one remarkable advance after another. 


Dr. Gregory Pincus, Research Director, re- 
cently won the Albert Lasker Award in Planned 
Parenthood for the development of a 100% 
effective oral contraceptive made possible by 


his and Dr. M. C. Chang’s discovery of 19-nor 
steroids which also have an inhibitory effect 
on certain cancers. One such example gives only 
an inkling of the Foundation’s unending re- 


search activities to better the health of the 
human being. 


This kind of leadership is strongly reflected in 
Metropolitan Worcester County’s position as 
one of the nation’s “Top 50” Markets — 43rd 
in spendable income, 48th in population, an 
important BILLION DOLLAR County.* 


*Source: Sales Management 1960 


Worcester stands for big business, yours included. 
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CIRCULATION: DAILY 155,015 — SUNDAY 103,332 


The Moloney, 


WORCESTER TELEGRAM #RROaesra korea Ce 


Regan & Schmitt 
representative 


| SUNDAY TELEGRAM | 


Owners of Radio Stations 


knows Worcester. 


Sales Management March 17, 1961 


WTAG and WTAG-FM 


WORCESTER, MASSACHUSETTS 


The Trouble with Good-Looking Salesmen... 


Five out of 50 sales candidates were hired—and all five were 


good-looking. But after seven months only one had made the 


grade. So what did the sales manager who hired them conclude? 


“Just deliver me from handsome 
salesmen—I’ve made my first and last 
bet on a good-looking face.” 

The exasperated statement came 
from the sales manager of one of the 
country’s leading corporations. He 
was standing near me in the lobby 
of a hotel where we'd both been 
attending a meeting. The poor guy 
sounded so bitter that curiosity got 
the best of me and I tumed around 
to get in on the conversation — and 
got a long, sad tale about five men 
hired for a new territory and four of 
them turning out to be lemons. 

“T must have interviewed 50 men!” 
he told me. “And I was pretty proud 
of the five we finally hired. They were 
an outstanding-looking group of men— 
a credit to the company, | thought. 
The branch manager agreed, and we 
started breaking them in.” He sighed. 
“That was about seven months ago. 
Now I've got to replace four of them.” 

I asked him what had gone wrong. 

“That’s what I wanted to know. 
That kind of mistake costs money, 
and I don’t want to see it repeated if 
I can help it. I began analyzing what 
had influenced me, and the rest of 


us who did the interviewing, to choose 
these men rather than any of the 
other 45. We had photographs of a 
good many of them with their appli- 
cations. I studied both, compared 
them with the photographs and appli- 
cations of the men we had chosen. 
It came to me in a flash during this 
review that in my first screenings, all 
else being of equal value, I had given 
preference to the men who made the 
best first-glance physical impression. 

“I hadn’t thought it through, but 
my feeling probably was that good 
looks are a door opener. If the ap- 
plicant had good looks plus the other 
desirable qualities, that should be a 
winning combination. Now, there’s 
nothing wrong with this feeling — 
except that it didn’t work. Or, rather, 
it worked only one time out of five, 
and that’s not good enough.” 

“So, what’s the conclusion? That 
handsome men are poor salesmen?” 

“Well, we did find a lot of prob- 
able reasons for the weaknesses or 
failures of the four who didn’t make 
it. But the one thing they all seemed 
to have in common was that they ex- 


pected orders to fall into their hands. 
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They just weren't willing to work the 
way some of our plainer men are.” 

“Then vou did look for the correla- 
tion, if any, between physical impres- 
sion and good salesmanship on the 
rest of your staff?” I interrupted, hav- 
ing my own reasons for being curious. 

“As a matter of fact we did. And 
I must admit we found some good- 
looking salesmen right on top. But 
we also have a lot of top-notchers 
who have to sell themselves strictly 
on personality. You wouldn't look 
twice at them otherwise. I think 
these men learned a long time ago, 
when they were kids, perhaps — and 
not the cute kids that get everything 
easily—that they had to develop other 
means of attracting people.” 

“Well, that may be true,” I had to 
agree, “but what about the ones who 
make out in spite of their good looks? 
This kind of reasoning kind of leaves 
them out. And you admitted that 
some of your best producers are good- 
looking men.” 

“Okay,” he smiled. “You've hit on 
the real point. I hate to admit it, but 
when I really got down to rock-bottom 
truth there was no escaping the fact 
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© Paper Pad Presentations © Blackboard Chalktalks 
© Flip Chart Presentations © Card Chart Speeches 
@ Flannelboard Demonstrations 
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ARLINGTON 5-WAY $4250 


Less pad 


PRESENTATION EASEL cay. inccture 


Complete with hinged clamp chalkboard, chalk, 
eraser 
Four paper pads 
Flannelboard accessory 
Carrying case 


$12.00 
7.00 
12.50 


TRIPOD EASEL 


Lightweight aluminum — 
holds card chart or 
display frame—Folds for 
carrying or closet corner 
storage. Tripod easel 


only (No. 121) 
$900 


RLINGTON 


ALUMINUM COMPANY 
19005 W. Davison * Detroit 23, Michigan 
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that I was the one who had muffed. 
Sure those four were nice looking. 
But in most cases they weren't too 
much else. And maybe their weak- 
nesses had nothing to do with getting 
by on looks. The trouble was that 
their physical appearance impressed 
me so much that I obviously wasn’t 
thorough about checking out the rest 
of the picture. I guess I just as- 
sumed the character would fit. And 
although their backgrounds seemed 
okay, if they had been less impressive 
looking I probably never would have 
considered them in that group of 50.” 

“So you're not really down on the 
handsome guys,” I pushed him. “You're 
down on yourself for a poor hiring 
job.” 

“That’s about it,” he admitted, and, 
with a smile I couldn’t immediately 
interpret, went on, “I’m not down on 
good-looking men. Sometimes they 
have to work twice as hard to con- 
vince people there’s something there 
besides appearance. But anyway, 
partly as an exercise, partly as a guide 
for future hiring, I talked with some 
other sales managers and started study- 
ing every good salesman who crossed 
my path, our own and men from other 
companies. Each time I asked my- 
self, ‘If that man came to me looking 
for a job, would he have any chance, 
considering how he looks?’ Very 
often, in the light of my former stand- 
ards, I had to admit that he probably 
wouldn’t have. Then I tried to deter- 
mine what made the man a good 
salesman, a good producer, if he was 
one, in spite of the fact that his looks 
were not impressive and sometimes 
quite strongly against him. 


> “Well, I arrived at what might 
prove to be a few fairly dependable 
guiding principles.” He had jotted 
them down and I glanced over the 
notes, which ran something like this: 

“Neutral looks but positive other 
desirable qualities are the best bet in 
a salesman. 

“A good salesman does not neces- 
sarily look the part — well turned out, 
dynamic, perfectly groomed, self-con- 
fident, appearing to have all the an- 
swers. 

“A man’s habits may be more im- 
portant than his looks. Does he have 
any that, on repeated visits, tend to 
stand out or irritate? 

“Never take anything for granted 
about sales personality: X Industries 
has a salesman our head buyer loves 
to do business with who's plain as a 
mud fence. His clothes are a bit 
shabby, and he doesn’t even use the 
best English when he gets enthusiastic 
about the product he’s selling. Assets: 
an uncanny memory for names and 
faces; generates excitement wherever 
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he calls (yet he never appears ex- 
cited), and he makes people feel at 
ease in his presence. 

“If you want to sell women, send 
a man with personality. It’s a mistake 
to think that a handsome man has a 
better chance to sell them. 

“Good-looking men can be good 
salesmen if they’re not too conscious 
of their looks. They should realize 
their handsomeness is no asset, and 
perhaps even a handicap.” 

I handed the notes back to him. 
“There’s one thing you might add.” 

“Tll be adding a lot more before 
I’m through,” he said, but waited. 

“Haven't you noticed that some 
people even resent too obvious good 
looks in others—though they may not 
admit it?” 


> “True...” The smile came on 
again. “Yes, I've noticed that some 
buyers—certainly not the top quality 
men, but we deal with all sorts — may 
be unsure of themselves and over- 
compensate by taking an attitude of 
superiority. They need to feel supe- 
rior, particularly to the salesmen who 
call upon them. It may be difficult 
for this feeling to prevail if a perfect 
specimen of manhood is sitting across 
the desk and the customer's conscious 
of his own sagging shoulders and the 
bags under his eyes. Of course, a 
good-looking salesman could recog- 
nize this and find a way to let the 
buyer re-establish his sense of su- 
periority.” 

“This has been extremely interest- 
ing to me,” I said in parting. As we 
shook hands—it was in the lobby of a 
hotel where the meeting had been 
held —I happened to glance into a 
mirror and saw our two faces. It struck 
me that when he was vounger he must 
have been a particularly handsome 
figure of a man. Suddenly I realized 
the meaning of that smile I'd ob- 
served. Myself, I'm a sales manager, 
too—a real homely guy. ® 


—E. GIDLOW 


Sound Off ... 


Much of Sales Management's 
editorial planning is ignited 
by subscribers themselves, 


through their letters-to-the- 
editors. We welcome not only 
your reaction to SM articles, 
but invite you to tell us what 
subjects you'd like to see us 


tackle. 


SOMETHING MISSING ... 


(like California without the Billion-Dollar Valley of the Bees). Your ads may 


carry a payload in the rest of California, but your sales-planning has a big gap if 
you’re not in the inland California market. Income here is $34 billion — more than 
in 23 different states. Better get in the McClatchy Bees, the only newspapers effec- 
tive in covering this important market full strength. 


Data Source: Sales Management’s 1960 Copyrighted Survey 


McCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES . . . O'MARA & ORMSBEE 


Three types of discounts: McClatchy gives national advertisers discounts on bulk ... 
frequency . . . or combined bulk-frequency. Check O’Mara & Ormsbee for details. 
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How [E173 helps sell 


of the 
homes turned to LIFE for their picture cover- 


In metropolitan Chicago, over 40% 


age of the Inaugural. This is important to mar- 
keters. In retail sales, Chicago is America’s 
third largest metropolitan market. More people 
read LIFE in Chicago than any other general 
weekly or biweekly. 

For 25 years, LIFE has been attracting loyal 
readers. Right now it holds an audience of 32 


e Old Orchard \ 


Biggest Quality Audience Each Week. Suburban 
Chicago shopping centers like the beautiful and efficient 
Old Orchard, attract Chicago’s homemakers. LIFE 
reaches more women in the all-important 20-39 age 
group than any of the leading ‘““women’s service mag- 
An average issue of LIFE reaches 1,500,000 
more women in this age group than the Ladies’ Home 
Journal, 1,700,000 more women than McCall’s. An av- 
erage issue of LIFE reaches over 15,000,000 men, too. 


azines.”’ 


million readers from week to week. 

There’s something of special importance to 
you about the homes that read LIFE. They’re 
the homes with the income and interest to buy 
the things they see advertised in LIFE. In the 
course of 13 issues of LIFE, these homes account 
for 78¢ out of every dollar spent on food... 
they buy what LIFE helps sell in Chicago and 
all across the nation. 


Marketing Strength. “The big four-color campaign 
we ran exclusively in LIFE in 1960 helped us to a great 
sales year,’’ says Lloyd Sheetz, Vice President of mar- 
keting for Curtiss Candy. “It also inspired our retailers 
to set up displays that really move goods. Are we 
pleased? This year we’re upping our LIFE advertising 


by 50%. Mr. Sheetz is shown above with L. R. 
Musselman, Vice President of Kroger’s Chicago Divi- 
sion, at Kroger’s new supermarket in Old Orchard. 


How food & food products advertisers rank national magazines 


IT PAYS TO SELL WITH 


FOOD & FOOD PRODUCTS —1960 ADVERTISING 


ADVERTISED IN 


PUBLICATION 


ADVERTISING INVESTMENT 


LIFE 


$20,601,178 


McCall’s 


10,271,935 


Ladies’ Home J 


ournal 10,195,393 
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Source: PIB F100 
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food in Chicago 


Memorable coverage. This is one of 9,000 photo- published in a 64-page “extra” edition, sold out at 50¢ 
graphs by LIFE photographers; it appeared as part of a a copy. This ingenuity and timeliness makes LIFE a 
13-page report on the Inauguration. Other pictures, unique background for selling food and food products. 
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LOOKING 
FOR 
SALES 
MANAGERIAL 
TALENT? 


lf you have a top-drawer 
Sales executive job to offer, 
and wish to concentrate on 
top-drawer prospects, 

use display space in 


magazine. 


Space this size would 
cost $304. 


For rates on space in 
other units, write: 


Randy Brown, 
Vice-President, Sales 
Sales Management 
630 Third Ave., 
New York 17, N.Y. 
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Translations of Memos 
From and To the Sales Manager 


From the Sales Manager 


Memo: 

There comes a time in every man’s 
life when he must re-examine his ob- 
jectives and set new personal achieve- 
ment goals. 

Translation: 

Know anybody I can hit up for a 
job? 


Memo: 

Model XTRA is built to the most 
exacting specifications for maximum 
performance and endurance under 
any and all operating conditions. 

Translation: 

It’s overpriced but do what you can 
with it. 


Memo: 

Trends in the market suggest that 
extraordinary sales promotion efforts 
will be required if we are to maintain 
our historic position. 

Translation: 

The competition is beating our 
pants off. 


Memo: 

Field Representatives are author- 
ized to extend credit to customers 
only after the most thorough investi- 
gation of all facets of the situation. 

Translation: 


Lay off the deadbeats. 


Memo: 

Commission compensation plans 
are established with a view toward 
insuring a proper rate of payment 
commensurate with results achieved, 
and are intended to reflect a proper 
relationship to executive salaries. 

Translation: 

Never again will you make more 


than I do. 


Memo: 

While initiative in uncovering new 
prospects is encouraged insofar as 
possible, company policy does not per- 
mit reimbursement for expenses such 
as you incurred on your recent trip 
to Las Vegas. 

Translation: 

Sorry the dice were cold but so 
is our auditor’s heart. 


Memo: 

Time is the most precious of all 
commodities and we must all exert 
ourselves to utilize it to the fullest 
degree possible. 
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Translation: 
Get in by nine or else. 


Memo: 

Good grooming is essential for any 
successful salesman but it should not 
interfere with the regular performance 
of one’s duties. 

Translation: 

Have your hair cut on your own 
time. 


Memo: 

Personal activities of employees are 
not normally a matter of company 
concern, but it goes without saying 
that one must conduct oneself so as 
not to lead to financial inquiries from 
outside sources. 

Translation: 

Your bookie has squealed. 


To the Sales Manager 


Memo: 

I am delighted to enclose a sizable 
order from ABC Company, which 
took a lot of sweat to get. 
Translation: 

It came in over the transom. 


Memo: 

My sales calls have been so crowded 
lately that I trust you will excuse the 
delay in submitting these call reports. 
Translation: 

Writing fiction takes a while. 


Memo: 

Reducing my car allowance, just 
because you happened to learn I 
drive a compact, seems definitely un- 
fair to me. 

Translation: 
I know damn well you still own a 


Caddy! 


Memo: 

On behalf of my wife, I wish to 
express deep appreciation for the set 
of TV trays which was awarded us 
as 47th prize in the recent sales con- 
test. 

Translation: 

Even the cleaning woman wouldn't 

accept them as a gift. 


Memo: 

In response to your inquiry as to 
my opinion of the sales potential of 
the new product designated XP-15, 
I have strong doubts that a market 
exists for such an item in this area. 
Translation: 

Put a leash on that dog. 


— 


TCC 


Sales Managers 
tell us 


One-Carrier 
Direct Service 
ends their 
shipping worries. 


No divided responsibility on 
service between points served by DC 


D-C’s 10,814 mile coast-to-coast system is 


D-C is responsible for your shipment 
under single-company ownership and manage- __‘ from pick-up to delivery, coast-to-coast 
ment. This one-carrier control and one-carrier or to a nearby city. Safe arrival is as- 
handling avoids delay—speeds your ship- 
ment, large or small, to on-time delivery— the latest in equipment and facilities 
makes tracing quick and simple. ALL THE WAY! 


sured by experienced personnel and 
Let D-C end your shipping worries... 
Always ship D-C—the Dependable Carrier 

cs 


DENVER CHICAGO TRUCKING CO., INC. 


the ONLY direct coast-to-coast carrier! 
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Short of crippling storm 
or Ca fastrophe @ @ @ Nothing stops nearly two million New Yorkers 


from leaving home and loved ones, hustling 
to the nearest store or stand, digging down in 
their change pockets—and buying the 

New York News. Every day in the year! 

Nobody has any obligation to buy this 
newspaper. Carrier delivery is limited largely 
to the suburbs. 

But more than 90% of News circulation is 
delivered by News drivers, who dump the papers 
off trucks. Dealers display them. People come 
and get them. The largest newspaper circulation 
in these United States is a self-shopped 
cafeteria copy-for-copy buy! 

And it is read by 4,700,000 peéple every day 
(Profile-2nd Edition). More people with good 
jobs, high incomes, owned homes, kids and 
college degrees than any other New York City 
newspaper can give you. 

When you can put your advertising in such 
a newspaper, with such coverage, in such 
a market as New York, at such a low rate 
—what are you waiting for? 


THE NEWS, New York’s Picture Newspaper 


More than twice the circulation, daily and Sunday, of any other newspaper in America 


News Building, 220 East 42nd St., New York 17—Tribune Tower, Tribune Square, Chicago 11—634 Buhl 
Building, Detroit 26-1405 Locust St., Philadelphia 2—3460 Wilshire Boulevard, Los Angeles 5—407 Lincoln 
Road, Miami Beach 39—155 Montgomery St., San Francisco 4—3 & 5 Warwick House St., London, S.W. 1, England 
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§ Considering 


ontact 
Lenses? 


Contact lenses have long been a boon to actors and other public 


figures whose trade depends on appearance and impression. 


What about sales people, who also have publics to influence? 


HE SPEAKER was interesting. He 

knew his subject; he spoke well. 
But he had lost his audience. For the 
umpteenth time he nervously removed 
his glasses, twirled them, shoved them 
back in place. 

“Now there,” whispered a member 
of the audience to his neighbor, “is 
a guy who needs contact lenses!” 

The whisperer then removed his 
own glasses, whipped out a handker- 
chief and began to polish them. His 
neighbor studied him intently. With- 
out the glasses this stranger was a 
pleasant fellow who was warm and 
receptive. As he replaced his thick- 
lensed horn-rims, he seemed to be- 
come a cold-looking man whose entire 
expression had been subtly (and for 
the worse) altered. 

“Brother,” his neighbor thought, 
“you could use them, too.” 


> It isn’t just vanity that has brought 
many executives to contact lenses, 
though vanity certainly plays a part 
in the decision to switch from eye- 
glasses to contacts. Many a man has 
found glasses a real nuisance; many 
another man has learned that no mat- 
ter how carefully he chooses eyeglass 
frames, they do nothing positively 
good for him —and often they alter 
his appearance unhappily. 

There are thousands of executives 
who've wondered about contact lenses. 
Would they be comfortable to wear? 
Are they dangerous? Are they really 
more of a nuisance than eyeglasses? 


Because of the curiosity so many 
people feel about contacts, we went 
to Philip L. Salvatori, whose Obrig 
Laboratories of New York and Sara- 
sota, Fla., is the Cadillac maker of 
the contact lens field. Obrig Labs 
introduced plastic contact lenses to 
the world in 1939. Salvatori seemed 
eminently suited to answer some lead- 
ing questions about the wearing of 
contact lenses, and his comments may 
help you decide if such sight aids are 
for you — either now or in the future. 


Q. What are contact lenses? 

A. Tiny, invisible plastic disks which 
float on the eye’s cornea; in many 
cases they correct faulty vision better 
than spectacles could. 


Q. How many Americans now wear 
contact lenses? 


A. Some 5 million. But by 1965 
the number will double. Not too many 
years later contact lens users will 
actually outnumber spectacle wearers. 


Q. Why are so many people switch- 
ing to contacts from: spectacles? 


A. There’s no doubt that a kind of 
contact lens “boom” is upon us. The 
chief reason can be traced to the sen- 
timent expressed by Dorothy Parker’s 
“Men seldom make passes at girls 
who wear glasses.” But vanity mo- 
tivates men no less than women to 
exchange their spectacles for invisible 
contact lenses. 
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Q. Obviously, vanity isn’t entirely 
the answer? 


A. No: Contact lenses have other, 
real advantages for most people. They 
permit a freedom of action and move- 
ment not possible with spectacles. 
Athletes by the thousands are wear- 
ing them for skiing, swimming, box- 
ing, other sports. They're a voca- 
tional boon to public speakers, actors, 
models, pilots, surgeons and hosts of 
others. More dramatically, contact 
lenses have brought functional vision 
to sufferers from certain eye disorders 
that had long defied correction with 
spectacles. 


Q. Should everyone who wears spec- 
tacles switch to contacts? 


A. There are good reasons for not 
exchanging spectacles for contacts. 
About nine out of ten people can 
safely make the switch. But can does 
not necessarily mean should. The one 
person in ten who cannot wear them 
may be prevented by severe anemia, 
diabetes, conjunctivitis or some other 
systemic disorder which precludes the 
use of contact lenses altogether. 


Q. What about those widely adver- 
tised claims that anybody can wear 
contact lenses with comfort, almost 
immediately? 


A. They're entirely false! The lens 
is a foreign body when placed on the 
eye. Time and patience are needed 
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to overcome an instinctive fear of in- 
serting the lens and to develop a 
tolerance for wearing it. 


Q. Once fitted with contacts, what 
should a person’s attitude be toward 
them? 


A. Successful adjustment to contact 
lenses depends largely on one’s own 
mental attitude toward them. Deter- 
mination is required to wear them 
every day for increasingly long pe- 
riods of time and to persevere in prac- 
ticing their insertion and removal. 
Some people can wear contact lenses 
with complete comfort after only a 
few days. Others may require weeks. 
A few may have such strong psycho- 
logical blocks that they can never 
wear contacts 


Q. Are all contacts alike? 


A. No, indeed. All modern contact 
lenses are thin, plastic “saucers.” One, 
however, fits over the entire visible 
portion of the eye. This is the scleral 
type. The corneal type fits over just 
the pupil and iris area. All lenses 
hold a thin layer of liquid against the 
comea In conventional scleral lenses 
this liquid is a special chemical com- 


pound. Corneal and ventilated scleral 


lenses utilize your natural tears. 


Q. Are contacts hard to insert and 
remove? 


A. Once learned, the insertion and 
removal of contact lenses is very sim- 
ple. The lens is removed by a tug 
at the corner of the eye while the eye 
is wide open. It is inserted by being 
brought up to the eye with the finger 
tip and blinked into place. 


Q. What are the advantages of con- 
tacts over spectacles? 


A. Think of contact lenses as eye- 
glasses worn directly on the eyes in- 
stead of half an inch in front of them. 
First of all, the lens is invisible. But 
the esthetic improvement over spec- 
tacles is only the most obvious 
advantage. Very nearsighted or far- 
sighted people need thick, heavy spec- 
tacles. Because of the small diameter 
of a contact lens, any correction can 
be ground into it without appreciable 
addition to this thickness. Contact 
lenses, moving with the eves, give a 
wide, completely natural field of vis- 
ion. They can never cause peripheral 
distortion. In a sense, they become a 


part of the eye itself, unlike spec- 
tacles, which are really windowpanes. 
Contacts cannot steam up, or become 
streaked in the rain. Furthermore, the 
prescription in contact lenses almost 
never needs to be changed. 


Q. What percentage of people find 


contacts a nuisance? 


A. A very small percentage. Some few 
people, temperamentally, cannot ad- 
just to contacts. Others continue to 
wear them but never properly become 
acclimated because they insist upon 
using the contacts only when making 
a speech or on occasions when they 
want to present a special appearance. 
Ninety percent of users can wear their 
contacts in comfort for most of their 
waking hours. 


Q. Any advice to the person contem- 
plating contacts? 


A. This: No one should buy contact 
lenses on the strength of an adver- 
tisement. No one should assume that 
another person’s good experience with 
them insures his own success. The 
only safe way to get contact lenses 
is through a trusted specialist in eye 
care. @ HW 


Greensboro- 
OF THE NEW SOUTH’S MARKETS 


In The Top 20 In Total Retail Sales 
Greensboro Pumps 
Octane Into Gasoline Sales 


Hustling Greensboro is a market on the go—a must on any 


Gasoline advertising schedule pointed toward the NEW South. 


Last 


year Greensboro burned about 


the same gasoline as 


Baton Rouge and Mobile with a gain of almost 50% over a 


5 year period. A major sales factor: the Greensboro News & Record 


the only medium with dominant coverage in the Greensboro Market 
and selling influence in over half of North Carolina. Over 100,000 


circulation; over 400,000 readers. 


Write on company letterhead for ‘ 


Greensboro—In the top 
20 Retail Markets of the 
South and in the Top 100 


of the Nation. 


‘1960 Major U.S. Markets Analysis” Brochure of all 300 Metropolitan Markets. 


Greensboro News and Record 


GREENSBORO, NORTH CAROLINA ® Represented Nationally by Jann & Keiley, Inc. 
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In upper-level suburbia... 


They rely on House & Garden 


NOW AVAILABLE—a close-up 
view of upper-level suburbia, 
in a revealing new series of 
community profiles, beginning 
with Darien, Connecticut 

For your free copy, contact 
the office nearest you 


House 


A CONDE NAST PUBLICATION, 


The family living in this house knows about the pleas- 
ures of the outdoors, and the comforts of the city 
because where they live—in “Upper-Level Suburbia” 
—they have the best of both. Their home combines the 
warmth of a glowing wood fire on a blustery winter 
night with the latest in color TV...built-in wall ovens. 
It takes a higher income to live well in “Upper-Level 
Suburbia,” and they have this. But more than money, 
it takes knowing. They know about fine fabrics... best 
wines... beautiful china. They’re interested in know- 
ing everything about decorating and furnishing and 
landscaping, and their tastes are way above average. 


Well over 830,000 families trust House & Garden’s 
taste, its information, its guidance. Indeed, House & 
Garden serves “Upper-Level Suburbia” best. This is 
why so many top-ranking companies are flocking to 
H&G. This is why, today, H&G represents one of the 
most exciting and profitable markets for, advertisers 
of quality home products. No other magazine—of all 
magazines published—reaches as high a concentra- 
tion of suburban circulation as House & Garden! * 

Sell this market, and it will work for you. It is a 
very special near million, among all magazine millions 
...a richer, more active quality market. osm 


Garden —FIRST in America’s First market—““Upper-Level Suburbia!” 


| 420 LEXINGTON AVE., NEW YORK 17 + BOSTON + CHICAGO + CLEVELAND + LOS ANGELES + MIAMI 
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The Bulletin is Philadelphia—familiar as the Liberty 
Bell or the New Year’s Day Mummers’ Parade. 

Whether it’s reviewing the world-famous Phila- 
delphia Orchestra’s performance of a Chopin con- 
certo, or reporting on the dramatic redevelopment 
of historic Society Hill, Philadelphians trust The 
Evening and Sunday Bulletin for accurate news of 
their neighbors, accurate news of the world. 


THE PHILADELPHIA BULLETIN 


From Independence Hall to the Main Line, from 
Bucks County to Atlantic City—in the Greater 
Philadelphia market—trust has helped make The 
Bulletin Philadelphia’s leading newspaper. When you 
buy The Bulletin you buy more than top-rated 
circulation and readership... 


You buy belief when you buy The Bulletin! 


A member of MILLION MARKET NEWSPAPERS, INC. 


Advertising Offices: New York, Chicago, Detroit, Los Angeles, San Francisco. Florida Resort Office: The Leonard Company, Miami Beach. 


IN PHILADELPHIA NEARLY EVERYBODY READS THE BULLETIN 
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The Basic Elements 
In Forecasting... 


* for capital goods 


* for consumer durable goods 


* for non-durable goods 


By BENJAMIN SLATIN 
Economist, American Paper and Pulp Assn. 


The first step in setting up anv 
equation is determining which ele- 
ments to use and where to use them. 
This is of paramount importance in 
successful forecasting. In addition, it 
must be possible to forecast the econ- 
omic variables with greater facility 
and accuracy than it would be to fore- 
cast the product trend alone. 

The first step should be to deter- 
mine product demand for the whole 
industry. From here it is usually a 
fairly direct step to break down the 
demand in terms of the products of 
your own company. And with total 
demand analyzed, it is easier to ar- 
rive at regional requirements by using 
whatever information you have avail- 
able on regional consumption. The 
specific techniques discussed below 
refer to the analysis and forecast of 
demand for the total industry product. 


& Choice of the proper economic 
variables may be greatly facilitated 
by classifying the product in one of 
three categories: capital goods, con- 
sumer durable goods, or non-durable 
goods. It is often desirable to break 
down even these classifications: capital 
goods may be further subdivided into 
plant and equipment; non-durable 
goods may be subdivided into con- 
sumer and industrial goods. Indus- 
trial non-durable goods would include 
any product that is consumed or used 
in the manufacture of another prod- 
uct. Virtually any industrial raw 
material used directly in the manu- 
facture of some other product—re- 
gardless of its physical durability— 
may be analyzed in much the same 
manner as non-durable goods. 
Probably the most difficult demand 
forecasts to make are those of prod- 
ucts that fall in the capital goods 
category. Output of capital goods is 
intimately tied in with the total busi- 
ness cycle. Indeed, the largest cyclical 
fluctuations in the economy are usually 
found in the capital goods industries. 
The problem is no less complex than 


that of forecasting the total business 
cycle. Types of factors associated with 
the capital goods industries include: 
(1) the relationship between current 
rates of output and capacity, (2) 
scrappage rate, (3) obsolescence rate, 
(4) profits in the industry using the 
capital goods, (5) depreciation allow- 
ances, (6) cost of borrowing money, 
and (7) prices of both the capital 
goods and the products which the 
capital goods make. 

Forecasting consumer durable goods 
demand involves a different set of 
factors. Capital goods are bought to 
yield a profit, consumer goods a 
service. However, consumer durable 
goods demand, like capital goods de- 
mand, may be divided into two parts: 
new demand and replacement de- 
mand. Normal replacement demand 
(scrappage) can often be determined 
from data on annual sales of the 
product (starting from the year it was 
first introduced, if possible) and the 
number and age distribution of the 
units in use at the end of each year. 


‘ 


> New demand depends upon such 
factors as the degree of saturation of 
the product in its market, the rate of 
growth of the product toward satura- 
tion, and the rate of growth of the 
total market (i.e., the growth in the 
saturation level itself). This last factor, 
in turn, may be measured by such 
economic factors as changes in con- 
sumer real income or purchasing 
power and growth in the number of 
households. Changes in consumer 
real income may also be used to 
measure the deviation of the actual 
volume of scrappage from its normal 
level. Total demand can be forecast 
by adding the forecasts of normal 
replacement demand, other replace- 
ment demand and total new demand. 

The least complicated (though not 
necessarily the easiest) problems in 
the analysis and forecasts of demand 
are those of non-durable goods: con- 
sumer non-durable goods and indus- 


Sales Management 


GOT A COMPLICATED 
PRODUCT STORY? 


THERE'S AN EASY WAY 
TO TELL IT! 


An engineering problem that took two 
hours... 

A 400-page handbook used to select 
equipment... 

A 1,000-word explanation on a machine 
operation... 

These and thousands of other product 
stories have been re- 

duced to a flick of 

the fingers by Perry- 

graf Slide-Charts. 

Complete design and 

manufacture in Perry- 

graf plants. All we 

need is a word pic- 

ture. 


FREE 36-page color book, write: 


PERRYGRAF 


slide-charts 
product facts at the fingertips 


150-US. Barrington Ave., Los Angeles 49 
1500-U Madison St., Maywood, Illinois 
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trial non-durable goods or industrial 
raw materials. The two classes of in- 
dustrial goods include all goods that 
are used in the manufacture of some 
other product 

Requirements for non-durable goods 
tend to fluctuate directly in line with 
market activity. For consumer non- 
durable goods, the measure of market 
activity might well be consumer in- 
come or expenditures (in constant 
dollars For industrial 
proper economic variable would be 


goods, the 


the rate of activitv in its end-use in- 
dustries. In both these instances it is 


often necessary to introduce a time 
factor into the analysis to measure 
changes in consumer preference. 

The procedures involved in analysis 
of industrial non-durable goods de- 
mand are fairly straightforward. These 
can be illustrated by the analysis of 
the demand for paper. Data on out- 
put of paper, by major grades, were 
compiled from the Department of 
Commerce's “Current Industrial Re- 
ports, Pulp, Paper and Board.” In 
this study newsprint was excluded, 


since domestic production of news- 
print accounts for less than 30% of 


How much 
is a good 
salesman 


worth 
? 
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If he’s worth recruiting and training 
... then surely he’s worth keeping. 
All too often, though, the man you 
want to be a happy, productive sales- 
man becomes an unhappy, unproduc- 
tive salesman . . . because of a rela- 
tively minor thing—like an unpala- 


table car expense reimbursement plan. 


This is one problem PHH can help 
you solve .. . to the satisfaction of 
both the salesman and a cost-con- 
scious management. No matter what 
the size of the salesman’s territory, 
the type of car he uses, or the number 
of miles he travels, the salesman is 


equitably repaid for his car expenses. 


Solving the sticky salesman reim- 
bursement problem is just one of the 
many reasons why more than 500 
leading companies in all types of 
business and industry use the unique 
PHH Car Plan. If you employ 20 
or more salesmen using transpor- 
tation, call or write for full infor- 
mation and a copy of our brochure 
entitled ““A Look into the Peterson, 
Howell & Heather Car Plan”, 


PETERSON, HOWELL & HEATHER, INC. 


Complete Management 
Services for Salesmen’s Car Plans 
2521 North Charles Street— Department B-7 
Baltimore 18, Maryland 
In Canada—3970 Cote des Neiges Rd. 
Montreal 25, P.Q. 
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the total newsprint consumed annually 
in this country. 

Total paper output in 1957 (the 
base year for this study) amounted 
to 11.8 million tons, distributed as 
follows: nearly 15% sanitary and 
tissue papers (used in home paper 
products), nearly 15% special indus- 
trial papers, about 25% coarse papers 
(used for bags and similar products), 
and 45% printing and fine papers. 

The market for home papers was 
measured by disposable income in 
constant dollars (D), coarse and spe- 
cial industrial papers by non-durable 
goods production (N), printing papers 
by the Federal Reserve Board index 
of printing and publishing activity 
(P). An end-use index (E) was com- 
puted as follows: E=.15D+.40N+ 
.A5P. The relationship between paper 
output and the end-use index was 
determined by simple correlation, or 
graphically by a scatter diagram; no 
time factor was necessary. 


& This end-use index can be forecast 
by relating it to some broad measure 
of total economic activity (such as 
gross national product in constant 
dollars) or by forecasting each inde- 
pendent variable separately, based on 
forecast trends of each market. Shifts 
in the weighting pattern would be- 
come evident by changes in the prod- 
uct mix of the output data; shifts in 
the relationship between production 
and the end-use index (resulting from 
a loss or gain of position in the 
market) would show up as a drift in 
output away from the demand level 
indicated by end-use activity. The 
study could be used for very short- 
term forecasts by introducing the 
monthly data on a seasonally adjusted 
basis. 

This same technique could be used 
to analyze the demand for any indus- 
trial raw material, even, for example, 
steel. An end-use index of activity in 
steel’s markets could be computed 
from data on sales of steel to each 
market; the relationship between steel 
output and end-use activity could be 
ascertained by simple correlation. 
However, in this case the forecast of 
market activity would require fore- 
casts of demand for capital plant and 
equipment and for consumer durable 
goods. 

Simple or complex as the problem 
is, forecasting must be done. Virtually 
every business decision implies some 
forecast of the future of that business. 
The various techniques outlined above 
are by no means the only ones that 
can be or are being used in forecast- 
ing today. They are, however, tech- 
niques that have demonstrated their 
validity in actual use over long periods 
of time. ® 


grow with OKLAHOMA 


Inland Island of Opportunity 


= “uncertainty” in the economy in 
much of the nation, Oklahoma moved ahead in 
1960 and continues to do so in 1961. Just about 
every available business index confirms this. 


Federal tax collections for the past seven months (July 
'60-Jan. 61) were the highest ever — more than $45 mil- 
lion ahead of the same period of the previous fiscal year. 


This is solid evidence of greater income, stronger business 
activity. 


Construction announced or already underway in 1961 

spect. January saw Oklaho- 

ilding permits ever let in a 

single month. Multi-million dollar projects are underway 

new statehouse office buildings, a mammoth water pipe- 

line project that will more than double the Oklahoma City 

polit 

ty, elaborate motels, an apartment house boom . . . these 

are but a few of the projects causing a flow of construction 
dollars in Oklahoma. 


The aviation industry is giving a big boost to Oklahoma 
in 1961. A new freight airline is moving to Oklahoma City, 
bringing a new payroll of $1 million annually. TWA has 
announced pure jet service to both coasts. The FAA Center 
announced the hiring of its 3,000th employe early this 
year, with a new multi-million dollar program of expan- 
sion just getting underway. 


Capital improvements in Oklahoma City in the year just 


~ 


completed were valued at $216,382,243 — an all time 
record of expansion for the third straight year. 


Other indices show a similar story of uninterrupted 
growth. Oklahoma City’s metropolitan area population 
is up 30.4 over the 1950 figure to 511,833, and em- 
ployment is up to an all-time record of 200,000. In com- 
parison with “boom” year 1959, retail sales in 1960 were 
up 4.39%. Postal receipts were up 7.9%; so were water, 
gas, and electrical meter and telephone installations. 


Savings and loan assets are the highest ever, up 
over 1959. Bank deposits grew 8.7°@ and resources climb- 


ed 6.6% last year. Residential building grew 10.2%. 
Home ownership in Oklahoma City exceeds 80°. New 
car sales were leading the 1955 all-time record as 1960 
neared its close. 


Personal income in the state is at a new high, a record 
$4.3 billion in 1960. 


Retail trade throughout the state is ahead, too, with a 
record $2.7 billion in 1960. Wholesale sales established a 
new high in 1960 with $3.1 billion reported. Service 
sales are up 5.3% to $311.7 million. Retail expansion 
added to the construction total of $847 million —up 5 % 


Agriculture was up 3.7% in 1960—its third highest 
year on record, bringing $660 million to farmers. Re- 
cord crops were produced in wheat, barley, grain sorghums, 
sorghum silage, hay and soybeans. 


Industrial expansion and 53 new plants in the Oklahoma 
City area last year created 4,800 new jobs and will con- 
tribute to the economy this year. Another 1,300 new jobs 
were added through 19 new and expanded projects in 
governmental service, agriculture and warehousing oper- 
ations. Southwestern Bell Telephone has announced plans 
to spend $32 million in Oklahoma this year on facilities. 
Oklahoma Gas & Electric Company is spending $17.5 mil- 
lion in Oklahoma for construction and maintenance and in 
addition will start a new $23 million plant that will take 
two years to build. Oklahoma Natural Gas Company will 
spend $10.6 million to expand facilities in Oklahoma. 


Oklahoma City and Oklahoma provide growth op- 
portunities for sales-minded advertisers. The circulation of 
the Oklahoman and Times is growing — up 5,732 
combined daily* and 5,567 Sunday* providing daily 
combined and Sunday circulation greater than any other 
newspaper in the Southwest. 


A. B. C. Audit for 12 months ending September 30, 1960 


It’s the market delivered that counts! Schedule your 
advertising in the newspapers that belong on every national 
advertising schedule. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


Daily Combined 274,965 


Sunday 245,812 


(A. B. C. Audit for 12 months ending September 30, 1960) 


Published by The Oklahoma Publishing Company 


Represented by the Katz Agency 
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Are You? 


This Important Mar 
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Ocean View Little Creek et Gos = 


1.It is the most misunderstood major market in 
America, according to Philip Salisbury, editor and 
publisher of Sales Management. 


2. It contains the greatest concentration of people in the entire South- 
east... more than 800,000 in half the area of metro Atlanta or Miami! 


. Here three of the state’s four largest cities lie completely within 
a circle of 20-mile radius! 


. It contains the world’s largest harbor, and the No. 1 U.S. port in 
export-import tonnage. 


. A split image (the government lists it as two separate metro areas) 
obscures its magnitude. And large military population represents a 
hidden plus of at least $200 million in effective buying income 
never seen in standard marketing statistics. 


6. From Newsweek: “Once the (bay) crossing is 
completed, Greater , the experts say, 
will burst into millions and become the South’s 
leading market!” 
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One Way to New Markets .. . 


‘Free Distributor Commissions 


Turning its back on the common practice of selling direct to 
large-volume customers over local distributors’ heads, Thomas 
& Betts even pays them for sales they don’t make. The policy 


results in new and expanded markets and in reduced costs. 


The problem of developing new 
markets that confronts so many man- 
ufacturers of both consumer and in- 
dustrial goods has apparently been 
solved by The Thomas & Betts Co., 
Irie 

This old-line supplier to the elec- 
rical industry saw new and _higher- 
volume opportunities developing in 
utilities and original equipment manu- 
facturing. It found that its 1,400 
electrical distributors, like those in 
many other industries, were just not 
full equipped to exploit these new 
markets for the manufacturer 

Wholesalers and _ distributors in 


many fields lack the necessary re- 
sources and specialized knowledge; 
they are too busy handling long and 
complex lines of products, and many 


ts 
don't think they are properly com- 


pensated for the extra sales efforts Thomas & Betts salesman (I.) makes direct sale to OEM 
required to open up new markets buyer, explaining exactly how T&B’s product will oper- 


Numerous makers of industrial prod- ate in this application wk 
ucts have found the answer in direct 


selling to new large-volume buyers. 
But because such policies eliminate 
the distributor’s commission, they 
often alienate him 


. . . however, distributor (below) does not lose com- 

» Three years ago Thomas & Betts mission. In fact, the way is clear to better relations 
also started to sell these customers between OEM and distributor. 
on a direct basis, but contrary to com- si ia 
mon practices, it continued to ship 1 — 
and bill exclusively through the dis- 
tributor The company’s salesmen 
wrote the orders, but the middleman 
still collected his commission. The 
policy enabled T&B to develop the 
new markets while keeping distribu- 
tors happy, to make better salesmen 
of them by giving them incentives, 
ind to create a valuable ally in the 
competition with other suppliers to 
utilities and OEM 

T&B is one of the few companies 
that does this kind of thing consist- 


wCOOm 


Value Analysis is still the biggest scoop ever scored in 

serving the information needs of purchasing agents. It was 
first covered by PURCHASING Magazine in 1948./Over a dozen 
years of pioneer reporting and editorial persistency have helped 
make Value Analysis today’s most widely used scientific approach to 
purchasing./Now PURCHASING Magazine scoops the field again with 
another entire issue devoted to the subject. The May 8 Value Analysis 
issue will be read for 52 hours, retained for nearly a year, referred to 
at least 8 times... based on reader acceptance of last year’s issue. 
Advertising forms won’t close until April 17. But we suggest you 
reserve space now. 


Gp A Conover-Mast publication 1 | | RCH AN Sli IN (¢ 
@ 205 E. 42nd St., New York 17, N.Y. 


Sells the man who buys MAGAZINE 
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NEW. 
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COL / 
——COMMUNICATOR 


THE-DESK-TOP SALES THEATRE... 


Demonstrates your products, displays your serv- 

“ices _visually—AND narrates your story dra- 
matically .. . Assures interest, leaves a lasting 
impression, turns prospects into customers. 
Makes everyone a perfect salesman. 


Excellent for desk top or small group viewing 
—without room darkening. Sets up in seconds. 
Assures high fidelity sound and picture bril- 
liance. Simple to operate. Ideal for business, 
industry, education. 


The portable C.0.C. COMMUNICATOR combines 
rear view film strip projector, built-in screen 
and 4-speed phonograph in a small, attractive 
attache case. A versatile quality-engineered unit 
at most reasonable cost. 


e Handles up to 12” records (20 min. play at 3314 
rpm without turning records) « High gain amplifier 
for perfect quality & sound volume ” Large 8” x 6” 
patented Lenscreen for wide angle viewing e Pre- 
cision optics « One knob framing with click stops e 
Storage space for records, film strips, etc. e AC, 
110/120v « Overall 19” x 13” x 51” e Abt. 15 Ibs. 
e Fully guaranteed 


. . » for those who do not require sound: 


C.0.C. “EXAMINER” 


FILM STRIP PROJECTOR with built-in screen in handy 
luggage-type case—for effective visual presentations. 


. .. for economical 
slide demonstrations: 


COT 
EXECUTIVE 


PROFESSIONAL 
PRESENTATIONS, 

— MADE EASY 
WITH THIS PROVEN 
SALES AID. 


35mm slides may be worked into an effective 
action-stimulating sales message. Projector, au- 
tomatic slide changer and screen in a small 
compact unit. Sets up in 3 seconds for group 


viewing in fully lighted room. Simple to handle, 
easy to carry. 


* Precision optics « Patented 8” x 8” Lenscreen for 
wide angie viewing e Holds up to 3 magazines (36 
slides ea.) for indiv. or’ sequence showing e Rugged 
aluminum unit « AC-DC, 100-125v. Only 6 Ibs. 


Used by leading corporations & institutions! 


WRITE NOW for illustrated literature & name of 
dealer nearest you! 


‘O- 


INDUSTRIAL 


37-19 23rd Avenue, 
Long Island City 5, N. Y. 
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ently. One of its largest competitors 
sells exclusively through its own sales- 
men on large orders. In the context 
of such a marketing situation, dis- 
tributors are quick to identify their 
own welfare with that of T&B, and 
its competitors become their com- 
petitors — if only in the large-volume 
areas. On small-volume shelf items, 
they of course stock any number of 
lines competitive to T&B. In fact, 
fully 450 of T&B’s distributors are 
members of General Electric Supply 
Co., Westinghouse Electric Supply 
Co. and Graybar Electric Co., Inc. 

Besides the free ride on T&B sales 
to utilities and OEM, the company 
also provides distributors with rigid 
one-price policies, a liberal return- 
goods offer and price protection guar- 
antees. As a direct consequence of 
this be-kind-to-distributor attitude, 
T&B can point to an increased share 
of his business in shelf goods — at a 
profit. For example, sales were up 
26% in 1959—from $17 million in 
‘58 to $21.6 million—and profits soared 
71% from $1.5 million to $2.6 mil- 
lion. Today the average distributor's 
volume of T&B goods runs from $20,- 
000 to $25,000 a year. 

Because of its willingness to take 
back goods that don’t move, the com- 
pany has little trouble getting dis- 
tributors to stock new items. This 
can mean a considerable reduction in 
the cost of new product introduction. 
However, T&B experiences the big- 
gest cost-cutting benefits in dealing 
with new customers in the OEM and 
utilities markets. 


> Approaching new customers, learn- 
ing who is responsible for purchasing 
decisions and who the salesmen should 
call on are time-consuming and costly 
parts of opening up new markets. But 
the distributor has usually been work- 
ing with the prospective customer for 
some time and is already familiar 
with these things. T&B salesmen rely 
heavily upon him to give them infor- 
mation about purchasing procedures 
and he is frequently a door-opener 
for them. This is one short cut that 
most of the competition can’t take. 
T&B counts upon its distributors 
to do a good job in maintenance sell- 
ing, not only with standard shelf 
goods, but in the new areas as well. 
The OEM salesman’s job is not fin- 
ished when he makes the initial or 
“creative” sale; he has to make sure 
that his product will work right on 
the assembly line. That means he has 
to make several trips back to the OEM 
customer after the goods have been 
delivered to be sure all goes well. 
But T&B’s salesmen can move on 
to the next prospect leaving all these 
problems for the distributor to handle. 
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The distributor, eager to get the wind- 
fall commission on a sale that T&B 
helped make for him, will make dou- 
bly sure that the delivery and effec- 
tive use of the product go off without 
a hitch. 

“It’s cheaper through distributors,” 
is what T&B told the Government 
during World War II when Uncle 
Sam questioned the policy. The com- 
pany was called upon to defend the 
distributor plan when it sold parts to 
the armed forces. T&B convinced the 
Government. 

Industry figures bear the company 
out. The average cost of direct sell- 
ing in the building and equipment in- 
dustry — including sales offices and 
warehousing — is 10% of nei sales. 
Credit and collection work is not in- 
cluded in this figure and represents 
an additional heavy expense. Not only 
do T&B’s sales costs run below the 
industry average, but because dis- 
tributors also provide collection and 
credit services, the company devotes 
only one-half of one clerk’s time to 
that function. 


> With OEM and utilities the big 
target markets for T&B, new-market 
fever is causing drastic revision of the 
company’s sales organization. 

These markets are really relatively 
old with T&B, but they had gone 
largely unexploited until 1958. The 
company has always had a marginal 
amount of this business, and during 
the war it picked up a few more cus- 
tomers. But while it has managed to 
hang on to these wartime windfalls, it 
has never gone after new customers 
on a large scale. 

In 1958, however, T&B decided 
that it could no longer neglect this 
growing market. It hired 25 new 
salesmen, beefing up its force to 90, 
and directed all its own men as well 
as its distributors to start going after 
the OEM people. At this time there 
was some reorganization of the sales 
force, but it was strictly along geo- 
graphic lines. New sales districts were 
formed, but the exploitation of the 
OEM and utilities markets was still 
a part-time effort. 

(T&B has a novel incentive plan 
tied in with the district organization. 
Salesmen are given salaries and ex- 
penses in the usual fashion, but 
bonuses come from a district “pot.” 
In other words, the sales for the entire 
district—including OEM, utilities and 
distributor sales—must go up before 
individual salesmen receive their bo- 
nuses. T&B holds that this plan elimi- 
nates internal competition and makes 
the veteran salesmen eager to help 
newcomers start pulling their own 
weight.) 


This year the sales organization 


THIS iS FACT 


In big, wealthy Los Angeles County retail drug sales 
total $358,347,000 annually. This is more than the 
sales in the entire states of Maine, Massachusetts, 
New Hampshire, Rhode Island and Vermont com- 
bined! Per household sales in Los Angeles County 
are $177 as compared with only $148 for the New 
England states. 


In this high volume, highly competitive market, 
retailers must keep an eagle eye on advertising 
expenditures and results. 


Source: Sales Management 
1960 Survey of Buying Power. 
Media Records. 


Was this incredible 
creature an ancient statue 

or a petrified man? In 

= 1869, the world rocked with 
curiosity. People from far 

and near paid admission to gape 
at a fantastic 12-foot 

giant, unearthed at Cardiff, 
New York. Investigation 
proved that the Cardiff 

Giant was neither man nor 
ancient idol. Barely one 
year old, he was a cleverly 
carved chunk of gypsum. 
Secretly made, buried, then 
‘discovered’ by farmer 

George B. Hull asa 
money-making venture. 


Among the four Los Angeles dailies, the drug ad- 
vertisers selected the Herald-Express as their No. 1 
choice in 1960, placing 798,018 lines of advertising 
in this newspaper. This was 63°/, more linage than 
the second newspaper and 133°/, more than the 
fourth daily. 


Here is persuasive evidence that in Los Angeles the 
Herald-Express moves merchandise. The drug 
chains have found that the prescription for sales 
success ...is the Herald -Express. 


LOS ANGELES EVENING 


HERALD-EXPRESS 


Represented Nationally by 
Moloney, Regan & Schmitt, Inc. 


LARGEST EVENING NEWSPAPER IN WESTERN AMERICA 
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To SELL in AKRON 
only the BEACON 
JOURNAL 


can do the job! 
HOW DO YOUR PRODUCTS RANK IN 


AKRON? 
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You'll find your 
answer in the new | 


| AKRON BEACON JOURNAL I 


1960-1961 
TOP TEN 
BRANDS 


A personat Akron home interview Con 


sumer inventory, consisting of 130 


different categories with brand profiles Tre 


by income, age and number of persons 
per household, is yours through your 
nearest Story, Brooks & Finley office. 
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Tor TEM BRANDS 
\ ANROM, ONO 


reenact cones 
PROFILES 
CONSUMERS 


| 1960-1961 


ARRON OF 3 


Here are the facts 


about the AKRON BEACON JOURNAL area of influence 


2! 


ION 


DOLLAR MARKET 


POPULATION 771,261... FAMILIES 226,175 


TOTAL BEACON JOURNAL ) DAILY. eeee 167, 704 
CIRCULATION } SUNDAY - .178, 499 


Plan your sales promotions in Akron’s ONLY daily and 
Sunday newspaper and be sure your messages go home. 
ROP 1 color and black, 2 color and black and full color 
available Daily and Sunday. Rotogravure and Color Comics 


available on Sundays. 


AKRON 
BEACON JOURNAL 


“Ohio’s Most Complete Newspaper” 
JOHN S. KNIGHT, Publisher 
Represented Nationally by STORY, BROOKS & FINLEY 
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will undergo even further revision in 
order to fully exploit these markets. 
But T&B is afraid of ear-to-the-ground 
competition and is reluctant to say 
just how active it will become in the 
new areas. It will hire a large but 
undisclosed number of new salesmen, 
and the entire sales force is now being 
broken down into specialized selling 
teams withia each district. 

Men fully versed in their respective 
customers’ problems will sell sepa- 
rately to OEM, utilities, maintenance, 
etc. At the top level the sales force 
will be split in two. The field sales 
force, selling the traditional lines, 
such as maintenance, construction and 
repair equipment, will report to one 
v-p; the specialized force, selling to 
OEM, utilities and other new markets, 
will report to another. 

In talking about how much T&B 
expects to be doing in the new mar- 
kets, the v-p in charge of the spe- 
cialized force, Edward C. Hewitt, 
states, “In the past, the major part of 
our business was in maintenance, re- 
pair and construction; in the future 
the proportion will be reversed.” 


> To some observers this is a gross 
understatement. Several things point 
to the strong probability of a major 
effort in OEM and utilities on the part 
of the company. The wide diversifi- 
cation of T&B’s products makes it a 
natural for handling the specialized 
requests that original equipment peo- 
ple are likely to make of it. At the 
present time, no one product ac- 
counts for more than 5% of its vol- 
ume. 

Another area that T&B is eying 
hungrily is the electronics market. 
Hewitt calls this a small but fast grow- 
ing part of the company’s business. 
He predicts that eventually, among 
the other specialized salesmen at 
T&B, there will also be electronics 
salesmen. 

But whatever new markets the com- 
pany gets into in the near future, it 
will stick to its 100% wholesale dis- 
tribution policy. Through much of 
T&B’s experimental efforts the dis- 
tributors have been alerted to these 
areas, and they are already creating 
specialized departments of their own 
to handle the new business. ® CJS 
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Against PA’s Value Analysis 


Sales Management 


go iecem = Go Plastic 


RICH, COLORFUL 


DECORATED 
COVERS 


FOR CATALOGS e PRICE LISTS e PRESENTATIONS 
SALES MANUALS e INSTRUCTION BOOKS e BULLETINS 


» 
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mpany’s printed messages and 
it products, prices or procedures 
> prestige and protection of 
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COVERS 
Virgin viny] plastic is first choice for decorated covers, and speci- 
fied by over half of National’s catalog customers. Virgin plastic 


outlasts all other plastics . . . reclaimed or intermediate grades. 


Almost a limitless range of decoration possibilities . . . silk screen- 


tee 


ing in one to four colors or more . . . 3-Dimensional applique of 


your name or trademark in plastic, electronically welded on the 


* ite ¢ 
Sb+ Tite 


cover . . . traditional stamping and embossing. For modern design 
with built-in durability and economy, specify a National virgin 


viny] plastic binder for your next catalog, manual or handbook. 


INATIONAL ESLANK OOK COMPANY 
Ta Dept. 2603 Holyoke, Massachusetts Bo) 


Please send Planning Manual for aid in designing loose-leaf binders with 
decorated covers 

Have your representative call 

NAME 

COMPANY 


STREET 


CITY ZONE STATE 


The name of my office supply dealer is:.... . et a coal fe. aes 


WHO 
TRIGGERS 
THE 
PURCHASE? 


When Q-Tips bought into the vaporizer business, it dug into the questions: Who buys vapor- 
izers? Why? Who triggers the purchase? The answers led to a market strategy aimed at helping 


the druggist influence the doctor who tells the patient’s mother to buy an electric vaporizer. 


Q-Tips, Inc., phenomenally success- 
ful as a one-product marketer of cot- 
ton swabs, three years ago found itself 
the owner of Practical Electric Prod- 
ucts, a leading maker of electric va- 
porizers. Annual industry volume, 
which Practical shared with such firms 
as De Vilbiss, General Electric, Hanks- 
craft and Kaz, was over one million 
units, with retail prices ranging be- 
tween $2.95 and $29.95, depending 
on size and type. 

What made eminent sense in the 
acquisition was that Q-Tips’ one- 
product marketing team could take 
on the line of vaporizers, a house- 
hold device for relieving respiratory 
ailments, with no strain and greatly 
broaden its distribution. 

What made no sense, as Q-Tips 
saw it, were the trade practices that 
prevailed in vaporizer marketing—one 
of the more deal-ridden, free-goods- 
happy categories in the drugstore 
Because most retail sales of vapor- 
izers are made in the winter, the 
standard selling practice was to set 
sail in late summer, load retailers to 
the eyeballs before the competitor 
did, then hide for a year, and hope 
for a flu epidemic. The net result, as 
viewed by Q-Tips, was an industry 
which was not as effective as it might 
be in building itself or in helping 
the retailer boost his sales volume 
profitably. 

Faintly horror-struck at this ap- 
proach, Q-Tips rode with the tide 


and brooded for a year and a half. 
A few points became clear: Vapor- 
izers are not impulse items, but most 
companies try to sell them as such; 
while most are designed to look like, 
or are packaged like, electric appli- 
ances, they're not appliances at all; 
and since babies don’t buy them 
there’s no sense in putting nursery 
motifs on them, but some firms do. 


enn 


IN NEW APPROACH, Q-Tips-Practical is 
promoting vaporizers through doctors 
and druggists. GSM Del Prescher holds 
booklet explaining the vapor therapy. 


Sales Management 


But before Practical’s “Operation 
Clean-up” could start, much had to 
be known about the motivation and 
mechanics of vaporizer purchases: 
Who buys them? For what purpose? 
What and who trigger the purchase? 

First constructive move was the 
devising of a depth questionnaire to 
be sent to 2,000 recent purchasers of 
Practical’s vaporizers, whose names 
were taken from returned guarantee 
cards. From the first 1,000 returned, 
these facts were gleaned: 

e 44% of all sales were triggered 
by M.D’s. 

© 55% of all vaporizers were bought 
for infants under two, and another 
29% for children under 15—a total of 
84% for the small fry. 

© 90% of all vaporizers were bought 
to treat an existing illness. 

Meanwhile a company-sponsored 
medical research team dug into the 
therapeutic validity of steam-vapor 
therapy and found it to enjoy an ex- 
cellent status with the medical pro- 
fession. Here was a highly useful and 
well-regarded device endorsed for a 
host of illnesses, yet it was not half 
keeping up with the annual birth- 
rate. 

With nearly half of all vaporizer 
sales traceable to M.D.’s, consumer 
advertising did not seem to be the 
No. 1 step. Nor was distribution 
faulty; thanks to the wheeling-and- 
dealing operations, most druggists 
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were overstocked. Therefore, an en 
tirely new marketing and promotion 
strategy was needed. Practical devised 
ind tested a program late in ‘59 in 
the Southeast 


overloaded with inventory. 


a so-so market already 


> The strategy: To help the druggist 
influence the physician in favor of 
Practical vaporizers 
For each 2 dozen vaporizers ordered, 
the druggist received a free gift- 
wrapped vaporizer with an engraved 
presentation card bearing his name, 
by him to the physician 


of his choice, as a demonstrator in the 


The promotion: 


for delivery 


waiting room. Two doctors could be 
covered by a 4-dozen order, and three 
by a 6-dozen order 

Despite the late start, an immediate 
sales increase of 44.5% was achieved, 
against a national average sales in- 
Many druggists 
demurred because of their heavy ex- 

ng ntories of other makes, but 
idmired the idea. 


Wor 


crease ot only i“ 


e 
t all 
most all 


Practical, incidentally, covers the 
middle areas of the vaporizer price 
spectrum with a broad line. It eschews 
the $2.95 loss leader, which must be 
re filled every tew hours, and cuts off 


ut $12.50 with a super deluxe plastic 


model which runs up to 16 hours on 
one filling. It also feels that the 
$29.95-and-up cold-spray type of hu- 
midifier does not fit the motivational 
pattern shown by its mail research. 
“We went national with our new 
concept in the summer of 1960,” 
reports Del Prescher, general sales 
manager of Q-Tips-Practical. “To 
support our salesmen and wholesalers 
we placed full-page ads in Today’s 
Health and the A.M.A. Journal. We 
prepared an educational booklet on 
vapor therapy, which we offered to 
doctors for use in their waiting rooms, 
and to druggists for displaying at their 
Rx counters, as enclosures with cold 
and flu prescriptions, and as monthly 
bill enclosures. Meanwhile we were 
redesigning both the product and 
package for a more ethical, and less 
electric-appliance, look—using clean 
blue-and-white motifs.” 


> Despite the warm 1960 autumn, 
good reports trickled in from the 
field. In Decatur, Ala., a salesman was 
able to sign up five of the fifteen 
stores; upon his return nine weeks 
later he found that 13 of the 15 
stores had bought the physician- 
education package through the whole- 


saler, and had spurted Practical’s 
distribution from 0% to 86.6%, with 
all local doctors accounted for through 
the druggists. 

In Eau Claire, Wis., five out of nine 
stores bought the deal, and a call-back 
nine weeks later showed that one 
store had sold 30 vaporizers through 
a single doctor and had _ bought 
another 2-dozen deal to bring in a 
second pediatrician. Through the 
wholesaler every store in town was 
accounted for, as were all the impor- 
tant physicians. From Charlotte, N.C., 
came word that a wholesaler had sold 
$3,700 worth of vaporizers in one 
week, against $7 worth the entire 
previous year! 

“We think we've brought some 
sense into a pretty crazy marketing 
picture,” Prescher sums up. 

“So far, over 5,000 physicians are 
working for us, each one demonstrat- 
ing our product and referring patients 
to the druggist who gave him his 
demonstrator. The plan permits the 
druggist to work with the physician 
and get some kudos for his generosity 
in supplying the demonstrator. Whole- 
salers are enthusiastic, too. Best of 
all, we’re making a decent profit on 
every vaporizer we sell!” 
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South Bend people aren’t buying the drab paintings being 


peddled by disciples of the Doomsday Art Movement 


Instead they’re busy buying staples and luxuries, and are still 


managing to push bank deposits to an all-time high 


The roving gloomsters should take more than a one-day look 


at the South Bend market. For, as nationally accepted 
figures will show in May, South Bend still leads Indiana 


in per household and in per capita income! It’s just one reason 


why experienced advertisers stay in the South Bend 


market year after year. They know it’s basically sound and 


that The South Bend Tribune saturates it like no other 


Franklin D. Schurz, Editor and Publisher 
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newspaper can. Care to saturate with us? 
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The South Bend, Ind. Market 
Seven Counties, over 
One-Half Million People 


Story, Brooks & Finley, Inc., National Representatives 
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cropland, tractors, trucks—total preference and potential in “the world’s richest farm market”’ 
preference of the top producers go to Midwest a new gauge of effective advertising coverage 
Farm Paper Unit. The new McCann Erickson Write your nearest sales office for a free copy of 
study is packed with useful, unbiased facts and this eighty-two page study now. 
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Marketing Marches in 


(continued from page 41) 


mostest.” Through a suddenly speeded 
up package-printing schedule, Rey- 
nolds wound up making its offer, a 
battlefield map for 50c and the seal 
from a Reynolds Wrap or other Rey- 
nolds package, last September, some- 
what earlier than anticipated. Demand 
was heavy from the start. Last month 
Reynolds salesmen began placing large 
displays and shelf talkers with cou- 
pons in supermarkets. Although de- 
mand has not been overly great on 
the West Coast, officials report that 
orders have totaled a “steady several 
thousand per week” and are expected 
to increase as the in-store promotions 
take hold 

Reynolds is committed only through 
June. Still, it is expected that other 
marketers whose packages bear the 
Reynolds seal will tie in with the 
maps between now and then. AI- 
though it is difficult to make any 
exact appraisal of just who is buying 
the company reports that the returns 
to date indicate a heavy prepondet 
ance of adults over children 


> The oil companies have the most 
natural map tie-in. The Esso division 
of Humble Oil & Refining has re- 
cently begun distribution of a highly 
colorful map which shows, on one 
side, all the major events of the war, 
where they happened, and a brief 
statement about each. Unlikely as it 
may seem, there are no highways 
shown on the map, just the many 
point-of-interest blurbs, Civil War pe 
riod railroads and waterways. The 
reverse of the map shows a dozen 
battlefields, with dia- 
grams of the original actions and cur- 
rent sightseeing roads 

Esso, of 


eastern 


close-ups of 


course, markets in the 
states only, and, as such 
should have a high concentration of 
An initial 800,000 
are being mailed out to names on 
Esso's “Gift of the Month” list—a col 
lection of customers’ names sent in by 


interest in its map 


dealers, to which is sent, every month 
a small token gift. The map is fa 
more expensive to Esso than most of 
these monthly gifts, but the company 
feels that its value as a travel stimu 
lator sets it apart from the rest. In 
addition, Esso will test-offer the map 
via free coupons in its service stations 
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in 12 major southern cities. The only 
advertising promotion the program 
will receive will be on Esso news pro- 
grams. 

One company official admits that 
he has no real idea of the size of the 
market for the maps. As of now, there 
are no plans for other tie-ins with the 
Centennial, but if demand for the 
map is big enough and lasts long 
enough in the test cities, it is quite 
possible that Esso will follow it up 
with another big effort. 

Sinclair is another map-offering oil 
company. Like the Esso map, Sin- 
clair's stresses the public service an- 
gle: although tourism is promoted, 
the emphasis is definitely on history 
rather than roads. Counter displays 
in Sinclair stations across the country 
are providing response cards that can 
be mailed in for a free map. If the 
respondent so wishes, the Sinclair 
Tour Bureau will outline a special 
route to any battlefield service and 
send it to him along with his map. 

The high cost of these oil company 
maps has made it necessary to use 
response cards rather than the usual 
service station map rack. But, in ad- 
dition, it also gives these companies 
a sort of barometer of Civil War in- 
terest. 

Sinclair has an added stake in the 
cards. In addition to the maps, the 
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DIVIDEND ENCLOSURE mailed to 
stockholders March 10 shows the 
breadth of Sinclair Oil’s Civil 
War tie-in with travel theme. 
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company has the most ambitious 
Civil War advertising program under 
way. Last year, beginning in March, 
the company ran a series of monthly 
public-service-type ads in Time, News- 
week, Saturday Review and National 
Geographic Magazine. The ads, para- 
gons of good taste, all feature an en- 
graving of a Civil War battle, a quo- 
tation about it from either a historic 
figure or a modern historian, and 
copy describing the site as it is today. 
The Sinclair name is de-emphasized, 
and the only “sell” is an offer of the 
Tour Bureau’s services. 

A similar campaign is planned for 
this year. Again, eight ads will make 
their appearance from March to No- 
vember. Now that the Centennial is 
actually under way, Sinclair will try 
to tie the monthly ad in with that 
month’s most important commemora- 
tive event. The stress will again be 
on the heroism shown by both sides 
in the battle. 

Although Sinclair has made no con- 
scious effort to portray equal numbers 
of Confederate or Union victories, or 
to quote equally from Northern and 
Southern leaders, there has been a 
notable lack of criticism to date. In 
fact, the company has been deluged 
with requests for reprints by teachers, 
clubs, and the like, most of which it 
cheerfully fills. Special blowups of 
the ads are being prepared for pres- 
entation to state officials by company 
executives at commemorative cere- 
monies. To round out its Civil War 
tie-in, Sinclair enclosed a commemo- 
rative leaflet with the 126,000 divi- 
dends that were mailed to stockhold- 
ers March 10. 


> Other travel-oriented companies 
are tying in with the Centennial, too. 
Ford Motor Co. is using company 
publications, a $1 map and co-op pro- 
motions with its southern dealers. The 
March, April and May issues of the 
Ford Times magazine (circulation: a 
million and a half a month) will carry 
a total of about 100 pages of Civil 
War articles. An extra order of 450,- 
000 of each issue is being sent to 
southern dealers, who will use them 
in conjunction with window streamers 
and decals to promote tourism in the 
area. In addition, dealers are being 
supplied with Civil War lectures and 
filmstrips for use in making presenta- 
tions to local business groups. 

The railroads are tying in in a more 
limited way. The Reading last year 
dusted off a couple of steam locomo- 
tives and began hauling springtime 
excursions to Gettysburg from various 
points in Pennsylvania (although the 
attraction here seems to be as much 
the steam locomotive as the battle- 
field). Each trip carries 1,000 pas- 
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Concentrated COVERAGE where it counts... 


Health and growth depend largely upon attention to the 
really important things. 

Similarly, a business grows and prospers when the 
marketing program provides for the use of FIRST 3 
MARKETS GROUP to attract and sell the heavy-spending 
families of New York, Chicago and Philadelphia — Con- 
centrated COVERAGE where it counts most. 

The average family in these 3 enormous markets enjoys 
an Effective Buying Income that is 28% greater than that 
of the remainder of the nation, and consequently spends 
10% more money for All Retail purchases, 18% more for 
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Food, 24% more for Furniture, Furnishings and Appliances, 


and 84% more for Apparel than the average family in the 
rest of the United States. 

Within the most profitable sales areas of New York, 
Chicago and Philadelphia — where competition is keenest 


and sales rewards are greatest — there is no substitute for 
FIRST 3 MARKETS’ solid 54% COVERAGE of all 
families. 

To make your advertising sell more where more is sold 
— Concentrate COVERAGE where it counts — with FIRST 
3 MARKETS GROUP. 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 


Philadelphia Sunday Inquirer “Today” Magazine 
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continued) 


sengers, and every seat has always 
been booked inh adv ance. The railroad 
has resurrected the Civil War railroad 
station in Gettysburg, and the excur- 
sions are met there by Union “troops” 
and bands 

The Baltimore & Ohio has printed 
a special brochure on Harpers Ferry 
ind is sending two of its executives 
iround to speak on “the role of the 
B&O in the Civil War” to local groups 
of a hundred or more Civil War buffs 
known as “Civil War Round-Tables.” 
For a number of years the railroad 
has had Pullman cars named after 
Civil War battles, and regularly runs 
excursions to Harpers Ferry. As one 
executive put it, “We'd love to do 
more if we could find the cash.” 


> Among companies now using trav 
eling exhibits, two are outstanding: 
Ansco Division of General Aniline & 
Film and the Nationwide Mutual In- 
surance Co. Ansco really has several 
traveling exhibits. On one hand, there 
are four identical sets of 125 prints, 
taken from photos made by Matthew 
Brady, famed Civil War photographe1 
and the father of photo journalism 
Some or all of these collections will 
be on the road continuously, visiting 

invitation) various cities around 
Although the company 
will have displays at most of the im- 
portant 


the country 


local commemorations, the, 
ire also tying in with exhibition fa- 
cilities in other areas. For example, 
one has just been held at the John 
Wanamaker department store in Phil- 
adelphia 
Che other is a re-creation of Mat- 
thew Brady’s photo lab, a buggy full 
of supplies and a wagon darkroom 
Although this travels independently 
also highspotting points of interest, it 
it times becomes part of the photo 
exhibit Both are booked solid many 
months ahead. One sour note: Ansco 
executives ¢ ompl iin that when a Cen- 
nnial commemoration hits a town, 
of horses skyrockets. “We 
pay $400 for a nag _ that 
nt cost more than $35 to rent 
other time hy 


t 
{ 
] 
1 


one grumbled 

The Ansco affinity for Matthew 
Brady stems from the fact that, after 
the Civil War, the famous photogra- 
pher wound up owing a small fortune 
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to one Edward Anthony, a New York 
photo supplier. He paid off in photo- 
graphs, which came into Ansco's pos- 
session when Anthony helped found 
the company. In both exhibit and 
traveling darkroom, Ansco’s name is 
prominent. But, once again, that’s as 
far as the commercialism goes. “We 
haven't even really thought about set- 
ting up stands to sell film at com- 
memorations,” one spokesman says, 
although the company may urge spe- 
cial tie-ins by dealers in the area. 

Nationwide’s display uses Currier 
& Ives prints of the Civil War. The 
originals, part of a huge company col- 
lection, number about 50. They will 
also highspot points of immediate in- 
terest, and are at least partially booked 
through 1964. 

Nationwide is getting extra mileage 
out of its traveling displays by offer- 
ing two replica prints to customers 
and prospects. As the exhibit is about 
to move into an area, agents send 
premiere invitations and cards offer- 
ing the prints to all their customers 
and prospects. Cards are returned to 
Nationwide, and the prints are sent 
to agents who deliver them personally. 
Although this affords an opportunity 
for high-pressure salesmanship, agents 
are specifically instructed not to try 
to sell when delivering the prints. 
The company claims it has “yet to 
receive a complaint” about salesmen 
who mix prints with policies. 


> Although Nationwide has carried 
on a similar program for a number of 
years with non-Civil War prints, it is 
working extra hard to stir up excite- 
ment during the Centennial. It has 
even produced a color movie dealing 
with what Currier and Ives did and 
how they covered the war. 

If there are certain similarities 
among these various Civil War tie-ins 
it is because there are only a few 
certain types of marketing activities 
which lend themselves to this strange, 
somewhat uncertain event. Whether 
or not there is room for more map 
offers or traveling exhibits is hard to 
say. If interest remains high, there 
are certain to be more brought out. 
And, even more certainly, marketers 
will come up with new and different 
—but still tasteful—tie-ins. If anything 
is remarkable so far, it is the almost 
total lack of offensive (or even slightly 
undesirable) promotional tie-ins. 


Product Promotions 


The volume of product tie-ins has 
been so fantastic, however, that a cer- 
tain amount of tawdriness has crept 
in. But, by and large, companies 
which actually have marketed Civil 
War products have also been toeing 
the taste line. 
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Naturally, many legitimate Civil 
War products exist: the map makers 
and book publishers are obvious. Flag 
makers are having a heyday (one, 
Annin & Co., has always sold a lot 
of Confederate flags, but reports that 
sales are currently running about 
500% ahead of normal). Many firms 
are doing nicely turning out replica 
equipment — guns, uniforms, etc.—for 
battle re-creations and Civil War 
buffs. But it’s often difficult to draw 
the line between needed replicas and 
simply ersatz merchandise. One com- 
pany, Carriage Craft of Winnetka, IIl., 
is offering a full line of authentic re- 
productions of Civil War military ve- 
hicles. 

Toy makers have been creating a 
wide variety of Civil War toys, games, 
puzzles, and the like. Most have been 
painstakingly accurate and authentic, 
and as such have been well received 
as of value in interesting children in 
the war and history. Train maker 
A. C. Gilbert brought out an electric 
train version of the real thing of a 
century ago, and has since added a 
Civil War model cannon to its line. 

Revell, Inc., is selling plastic model 
kits of the U.S.S. Kearsarge and the 
Blockade runner C.S.S. Alabama, 
which met in a famous sea battle off 
the coast of France in June, 1864. 
And Avalon Hill Co., Baltimore, led 
the pack with its “Gettysburg” game, 
brought out in 1959. Since then a 
host of competitors has sprung up, 
including Milton Bradley Co., which 
is also marketing Civil War jigsaw 
puzzles. 


> Jewelry, too, is having its day. 
Morry Luxenberg Co., New York, is 
setting the pace with accessories fea- 
turing Union and Confederate seals 
and buttons cast from original dies. 


Souvenir stands in major eastern 
cities are practically hidden behind 
piles of cheap flags and Civil War 
hats. And “21” Brands, Inc., of New 
York, is in a class by itself with its 
“Johnny Reb” bourbon. Although this 
type of product is somewhat wide 
open to criticism, the company reports 
no trouble so far—even after an exten- 
sive, almost wild, introductory tease 
campaign. 

Marketing should learn from the 
Centennial. Many people feel that 
the majority of tie-in promotions and 
products are yet to come. Others feel 
that it won’t last much longer. Most 
companies will prefer to watch and 
wait, prepared to either kick or con- 
gratulate themselves in a couple of 
years. But no matter what happens, 
there is one thing to remember: It’s 
only 14 years until the two hundredth 
anniversary of the Revolutionary War 
—and that one lasted 8 years. 


Have you checked the profit potential in the 
revolutionary new Sanborn Buying Power Maps? 


NEVER BEFORE has net income per household 
been broken down and graphically portrayed on the 
neighborhood level in recognized metropolitan areas 
throughout the United States. 


Think what that means! 


Now the location of new stores (and shopping cen- 
ters) can be planned according to best market poten- 
tial .. . merchandise distribution to branch outlets 
more accurately gauged . . . advertising and sales 


promotion more carefully refined ... location of sales- 
men and assignment of quotas more realistically dis- 
tributed . .. extension of credit better analyzed... . 
appraisal of property more accurately judged! 


These are just some of the uses foreseen for this map 
innovation, produced in cooperation with Sales 
Management, Inc. and its affiliate, Market Statistics, 
Inc. For sample map and full details, write our ““De- 
partment SS” at the address below. 


With vital statistical data for each neighborhood district, the 
maps further delineate relative buying power location through 
use of five colors (represented here by grey tints) to show five 


different classes of net income. 
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Leisure Market 


continued from page 50 


in power boats wate hing for schooling 
shad and other small food fish, know- 
ing that soon the bass will slash into 
the schools of shad, churning up a 
wild water-boiling melee. The fisher- 
men cast for the bass in the midst 
scattering tiny shad 

At Texoma 

between Oklahoma and Texas, a dif- 


named for its location 


ferent but no less spectacular kind of 
fishing has developed. In true Texas 
folk have built huge platforms out into 
the water. A float is attached to the 
platform. A float, as might be ex- 


big-thinking fashion, the enterprising 


pected, rests on fifty gallon drums, 
but the center of the float is open to 
permit fishing for a maximum number 
Texans and Oklahomans 
wrive in force with chairs and other 
Recently, 
more-enterprising folk 


ot peopl 


comforts and sit, and fish 
other 
taken to covering over the “donuts,” 
as they 


tection 


have 


ure called, for shade and pro- 
The latest models have cov- 
ered the center hole and screened In 
the sides. Casting is obviously dis- 
couraged. But the absolute ultimate 
in fishing “donuts,” as they are still 
illed (though the hole in the center 


missing), was reached when one of 


these fishing country clubs was closed 


in and all conditioned They have 
become so popular that 


the local women have taken to meet- 


reportedly 


ing there for a little line-wetting, and 
i little talk, and a little coffee 


> Salt water fishing has seen a similar 
growth, though this kind of fishing 
represents only a third of the total 
expenditure for fishing. The boating 
boom has an intimate connection with 
salt water fishing, while party-boat 
fishing has also increased greatly. On 
Montauk, L.I., where some of the best 
fishing in the nation is to be found, 
sport fishing has become a daily busi- 
ness during the season, not just a 
week-end business. Though this com- 
munity was once a commercial fishing 
port, its commercial fishing has prac- 
tically disappeared. Party-boat and 
private sport fishing has become the 
major industry. The growth of sport 
fishing at Montauk is typical of most 
other salt water sport fishing areas of 
the country. Here we have entire 
communities that exist largely as a 
result of the salt water fishing attrac 
tion. Salt water fishing is often resort 
fishing 

That the $2-billion figure estimated 
by the Fish and Wildlife Service as 
the 1955 expenditure by fishermen is 
low is best argued by the size of the 
boating industry. Boating represents 
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a $2.5 billion market. (See SM, Janu- 
ary 20.) All independent surveys by 
magazines serving the fishing and 
sportsman’s market show that fishing 
is by far the largest reason for pur- 
chasing a boat. The Outboard Boat- 
ing Club of America’s survey for 1959 
showed that 75.2% of their boat own- 
ers gave fishing as the “intended use” 
of the boat, says Sports Afield in its 
article “Hunting and Fishing—Bigger 
Business than Ever.” Field and 
Stream states that among its readers’ 
families the total number of boat- 
owning families exceeds the total cir- 
culation of all the boating magazines 
combined. True magazine finds that 
78% of its readers who own boats 
purchased them for fishing. Outdoor 
Life states 93.6% of its readers 
bought boats primarily for fishing. 

Fishing is indeed big business. And 
the fisherman is a consumer for many 
related products aside from fishing 
gear, which is considerably varied it- 
self. He usually owns a camera. He 
almost has to own a car. He is a 
traveler. In the off-seasons he reads 
catalogues and magazines in antici- 
pation of pursuing his sport. He even 
buys in the off-season, gradually re- 
placing equipment, and always on the 
lookout for something new. The fish- 
erman is also often a camper. And 
this is another booming market. 


Camping—30 Million Campers 


If you still think of camping out- 
doors as living out of an Abercrombie 
& Fitch hiking basket, sleeping in a 
sleeping bag on the ground or at best 
under a frontless lean-to, forget it. 
That’s camping at the Adirondack 
Club, perhaps, but it has nothing to 
do with the modern American version. 

This summer, drive into a public 
or private campsite and see how 
camping is done in 1961. You might 
get the idea that all America has 
moved into the outdoors, and what’s 
more, they've either taken all their 
possessions with them or they’ve pur- 
chased new ones just for the occasion. 

Here’s a description of a camping 
scene as observed by investigators 
of the camping boom for the Ford 


Motor Company's book called, “Sta- 
tion Wagon Living”: 

“Our roving reporters came 
upon a happy scene in Ludington 
State Park, on Michigan’s West Shore. 

“The time was eight-thirty in the 
morning, and a Cincinnati family of 
three adults and three children was 
at breakfast. The master of the house- 
hold, and obviously its chef, was 
standing behind a folding aluminum 
table, flipping pancakes on an electric 
hot plate. His wife was pouring 
orange juice from a plastic shaker. A 
percolator sat at the corner of the 
hot plate. At the end of the aluminum 
table was an up-ended trailer top 
doubling as a kitchen cabinet, with 
grocery items neatly arranged on the 
shelves. 

“The breakfasters sat on folding 
aluminum stools, and one_ relaxed 
member of the family was taking his 
ease in an armchair. . . . Behind this 
scene of informal domestic content- 
ment was a large cottage tent with 
a screened porch, and next to the 
cottage tent were two small pup tents 
for extra bedrooms.” 

The Ford handbook on living out 
of a station wagon or in a tent goes 
on rapturously to state how many 
state park campgrounds and many 
national park areas provide elec- 
tricity. “Within easy reach of every 
campsite,” it states, “is a pole on 
which is mounted a black box con- 
taining a half-dozen outlets. More and 
more campers these days carry a 30- 
foot extension cord as standard equip- 
ment. Plug this into the box nearest 
your camp and you have 110 volts 
delivered right to your kitchen corner. 
In their surveys,” continues the Ford 
manual, “our reporters came upon 
electric frying pans, toasters, percola- 
tors, radios, and TV sets. One lady 
even had an electric blanket.” 

But that’s not all. Stroll through a 
well-stocked camping supply store or 
department store that features a 
camping section (and many do) and 
you will see that most of these camp- 
ers have not simply carried their regu- 
lar home possessions outdoors with 
them, as some obviously have. In 
these stores you'll find all manner of 
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Each feature of the Leisure Market Series will be avail- 
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sizes, colors and shapes of tents, 
windbreaks and sunshades. Camping 
stoves range from the electric to those 
that operate on white gasoline or 
small pressure cans of LP-gas. Sterno 
using jellied alcohol? Passé. For light- 
ing there are white gasoline burning 
lamps, LP-gas lamps and a wide se- 
lection of battery-operated lanterns 
and floods. There are refrigerators 
that operate off the cars fuel lines or 
their own LP-gas. Then we have com- 
plete sets of canisters, plastic dinner- 
ware, coffee pots with their own little 
LP-gas can attached, special pots 
with sturdy flat handles. 

No point in going camping if you 
can't take your own boat. Handy boat 
racks are available that permit one 
man to roll his boat up onto his car 
without ever having to lift more than 
a part of the entire weight. 

It’s easy for the beginning camper 
to get started, too. Since station 
wagons all have reclining rear seats 
nowadays, neophyte campers can live 
right in their wagons. Put some mat- 
tresses or sleeping bags on folded 
seats and a bed is ready. The tailgate 
makes an excellent cooking surface. 


> No one knows how many campers 
there are. But one thing is certain, 
there are more every year. Available 
campgrounds are bursting to over- 
flowing and many campers have to 
be turned away from national and 
state parks. There are a scattering of 
private campgrounds but their num- 
ber is as yet unimportant in compari- 
son to the demand. Registered camp- 
ers in national and state parks and 
forests jumped from 10 million in 
1950 to 20 million in 1955, and at- 
tendance has been climbing at a rate 
of 10% a year since. There are now 
estimated to be some 6,000 developed 
and semi-developed campgrounds in 
the U.S. Most are near national state 
parks and forests. Most are in attrac- 
tive settings near beaches, lakes, 
streams and mountains. But all are 
jammed to overcrowding. The na- 
tional parks do not reserve space. It 
is first come, first served, while space 
lasts. 

Why do people go camping? First 
of all, they like it. Second, it is a 
cheap form of vacation for all the 
family—once you have your equip- 


ment. Aside from food, which the 


family would purchase anyway, an 
average family can camp from one to 
two weeks on about $50. Of course, 
what the family spends on equipment 
for camping knows no bounds. It may 
start with the station wagon (to carry 
the gear and provide sleeping cover) 
and end with $1,000 or more for a 
power boat. 

But if camping facilities are to ac- 


MODERN PACKAGING—comes to fishing 
gear. These blister packs of Eastman 
Tenite put fishing supplies into the 
supermarkets, drug and variety stores. 


commodate all the people who would 
like to turn to the great outdoors, 
more campgrounds will have to be 
provided. 

Two separate Federal programs 
will be improving present camp- 
grounds and building new ones. Be- 
gun in 1956. Mission 66 is expected 
to double the number of individual 
campsites in the national parks from 
the present 12,000 to 25,000 by 1966. 
Operation Outdoors is a program for 
improving campgrounds in national 
forests—a 5-year program expected to 
raise the 41,000 individual campsites 
in national forests to 125,000 simple 
and habitable sites by this year, 1961. 


There is a small movement, not 
yet off the ground to any great ex- 
tent, that hopes to encourage private 
development of campsites. Its guid- 
ing light, Camping Council, is spon- 
sored by camping equipment manu- 
facturers and operators of private 
campgrounds. The council helps in- 
dividuals set up camps properly and 
run them on a profitable basis, and 
it tries to promote camping In gen- 
eral. It is also trying to start a move- 
ment of camping clubs much like the 
popular motor boat clubs. Executive 
Vice President C. R. Agnew, Jr., feels 
that campers will spend a modest 
amount for the privilege of good 
camping, but sees a great deal of 
difficulty in competing with the free 
or nearly free public campsites. 

The only people who appear to be 
unhappy about America’s desire to 
get under a tent appear to be the 
motel and hotel operators. According 
to a recent feature in Business Week 
(Sept. 17, 1960), these operators, 
who used to get many transients and 
vacationers in the middle income 
brackets, are actually being hurt by 
the trend to outdoor camping. 

But manufacturers of the seemingly 
unlimited variety and amount of 
camping and _ recreational parapher- 
nalia have struck a bonanza. Start 
with the probable 30 million campers 
and multiply this by whatever dollar 
figure seems reasonable, depending on 
whether the camper is a neophyte or 
a veteran, and the answer is a stagger- 
ing amount. And let’s not forget, 
hunters and fishermen are often camp- 
ers. Campers almost always have a 
dabbler at fishing in the family. ® KP 
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All-new 880's — 
World's fastest jetliners 


MOST JETS 
ALONG THE 
EAST COAST 


Now! 24 non-stop 
jet flights daily 
ween the 


TAMPA 
S) PETERSBURG 


Northeast and Florida. 


Use your Diners’ Club 
or Carte Blanche card 
Call a Travel Agent or 


NORTHEAST 


AIRLINES 


NEW FINEST DECALS EVER MADE 


RUBBERCAL® s permanent, waterproof, tough 


asiest applied — without wate any weather. Best indoor, out 
samples. Made only by 


MuULTI- COLOR PROCESS co. pw 1033, Tulsa, Okla 


EXECUTIVE SHIFTS 
IN THE SALES WORLD 


B. T. Babbitt, 


executive posts 


Inc., New York—Three 
filled: Jack Schen- 
berg appointed corporate director of 
marketing and vice president; Robert 
Oliver named marketing manager of 
the Household Products Div.; Michael 
Cerra named marketing manager of 
Charles Antell Division 


Crown Zellerbach Corp., Multiwall 
Bag Sales Div., San Francisco—Robert 
F. Gill named sales manager. 


Dresser 
Pa.— 

Hughes appointed sales 
Regular Products. 


Dresser Industries,  Inc., 
Manufacturing Div., Bradford, 
James M. 


manager, 


Frito Co., Dallas, Tex.—Jack L. 


named vice president ot sales. 


Kelley 


General Foods Corp., White Plains, 
N. Y.—Two new 


nounced: 


promotions an- 
George Plass becomes spe- 
cial projects consultant to vice presi- 
dent-marketing; Howard R. Bloom- 
quist named marketing manager of 
Jell-O Division. 


General Time Corp., Westclox Div., 
LaSalle, Ill.—Robert C. Shea promoted 
to manager of marketing. 


B. F. Goodrich Co., International Div., 
Akron—G. W. Hill promoted to gen- 
eral sales manager. 


Lehn & Fink Products Corp., New 
York—Stanley W. Burnham appointed 
to the newly established position of 
manager, mé irketing development. 


Litton Industries, Westrex Corp. Div., 
Hollywood—T. L. 


sales manager. 


Jacobson named 


Parker Pen Co., Janesville, Wis.— 
Harold E. Rich named to new position 
of field sales manager. 


Q-Tips Inc., Long Island City, N. Y. 
—Alan J. Cole promoted to national 
field sales manager. 


Rayco Manufacturing Co., Paramus, 
N. J.—Morton H. Broffman promoted 
to post of senior vice president in 
charge of marketing and engineering. 


Robbins & Myers, Inc., Trade-Wind 
Div., Pico Rivera, Cal.—George F. 
Sleight appointed general sales man- 
ager. 


Walton Laboratories Inc., Irvington, 
N. J.—Herbert E. Puttbach named 


sales manager. 


-SM- 


AT YOUR SERVICE 


A classified list of professional firms 
which serve sales and marketing executives 


Sales Forecasting 


DETERMINE 
YOUR SALES POTENTIALS 


Scientifically proven forecasting meth- 
ods will indicate your sales | year or 
more ahead. Currently used by many 
of the country's leading corporations. 

Allow us to send you, without obli- 
gation, our brochure on Sales Fore- 
casting. 


J. CARVEL LANGE, Inc. 
Subsidiary of 
Industrial Commodity Corporation—27th Year 
OXford 7-1262 
122 East 42nd St., New York 17, N. Y. 
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Sales & Exec. Training 


HOW YOU CAN 
SELECT 
EFFECTIVE 
SALESMEN 


A method for selecting sales- 
men who will act intelligently 
and effoctively in selling your 
product or service and for 
evaiuating present saiesmen 
to make them more effective 
has been developed, tested, 
and proved. Write 


THE EXECUTIVES INSTITUTE 
148 East 48th St., New York 17, N. Y. 


INCREASE HIS* SALES 
x | 


Complete programs for mid- 
die management + company 
salesmen « distributor sales- 
men * retail salespeople 
SALES MANAGEMENT SERV- 
ICES: salesman selection 
* compensation + forecast- 
ing * potentials + territory 
layout + distribution cost 
analysis 


SALES AND SALES TRAINING 
AIDS: meetings * manuals « 
bulletins « films « visual sales 
presentations * brochures 


PORTER HENRY & CO., INC. 


342 Madison Ave. * New York 17, N.Y. * MU 7-6450 
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Other Services 


EVER READY LABEL 
CORPORATION 


357 Cortlandt St. - Belleville 9, N. J. 


Ever Ready for EVERY type of 
Label — Red-E-Stik® pressure- 
sensitive, caution, shipping, 
spot carbon, pin-feed “Auto- 
matabels”, foil, Metal-Cal, 
and hundreds of other kinds! 


Leaders in the Label Business 
for almost 50 years. 


In New York Clty, Call Plaza 1-3040 
Out of New York, Call PLymouth 9-5500 


ABC-TV Network 
Agency: Doyle, Dane & Bernbach, Inc. 
Advertising Checking Bureau, Inc. 
Agency: Harris & Wilson, Inc. 
Akron con Journal 
Agency: Charles Jessop & Company 
American Telephone & Tsleavenh h Company 


Meriden Record, Journal 

Agency: Gordon Schonfarber & Associates 
Midwest Farm Paper Uni 

Agency: MacManus, John & Adams, Inc. 
Mill & Factory 

Agency: Schuyler Hopper Company 


ADVERTISERS’ INDEX 


BABRBW’VA’SVWVSRABVBWAWSVBVBWVWWAVSAVSEEASBESEEEE"™ 
This index is provided as an additional service. 
The publisher does not astwme any liability tor 
errors Of omissions. 


—National Yellow Pages Service .... 
Agency: Cunningham & ish, Inc, 
American Telephone & Telegraph Company 
—tLong Lines Dept. 
Agency: N. W. Ayer & Son, Inc. 
American Viscose Corp. 
Agency: Arndt, Preston, Chapin, Lamb & 
Keen, Inc. 
Arlington Aluminum Company 
Agency: Brewer Associates 
Associated Business Publications ........ 
Agency: Van Brunt & Company 


Business Week 
Agency: Donahue & Coe, Inc. 


CBS-Radio, C-O Stations 

agency: Sudler & Hennessey, Inc. 
COC industrial 

Agency: Direct Promotions, Inc. 
Celluplastics, Inc. 

Agency: Heffernan & McMahon, Inc. 
Chemical Engineering 

Agency: Royal & DeGuzman 
Chevrolet Motor Division, 

General Motors Corp. 

Agency: Campbell-Ewald Company 
Chilton Company 

Agency: Gray & Rogers Advertising 
Chicago Tribune 

Agency: Foote, Cone & Belding 
Cincinnati Enquirer 

Agency: Stockman West Burkhart, Inc. 
— fm ayy 


| ving p Pea Fe Associates 


Delta Airlines 
Agency: Burke, Dowling & Adams, Inc. 
Denver Chicago Trucking Company 
Agency: Galen E. Broyles Company 


E. 1, DuPont de Nemours, Inc. ......... 52-53 


Agency: Batten, Barton, Durstine & 
Osborn, Inc, 


Eastman Kodak Company (Premium Trade) 
3d. bey Thompson Company 


Agency: J. M. Goths, Inc. 


Ft. Worth Star-Telegram 
Agency: Rowland Broiles Company 
Fargo Forum 
Agency: Gardner & Stein, Inc. 
Faultiess Rubber Company 
Agency: Howard Swink Advertising 
Agency, Inc. 
Field Enterprises 
(Chicago Sun Times/Daily News) ... 
Agency: Earle Ludgin & Company 
First 3 Markets Group 


Agency: Carpenter, Matthews & Stewart, Inc. 


Franklin Motor Inn 
Agency: Dittman & Kane, Inc. 


Greensboro News-Record 

Agency: Henry J. Kaufman & Associates 
Grit Publishing Company 

Agency: Gray & Rogers Advertising 
Good Housekeeping 

Agency: Ellington & Company 


Cc. S. Hammond & Company 


Agency: Maxwell Sackheim-Franklin Bruck, Inc. 


Hanover Plastic Signs 

Agency: The Warner P, Simpson Company 
Hansen Storage Company 

Agency: Duffy & Associates, Inc. 
Hertz Corp. 

Agency: Needham, Louis & Brorby, Inc. 
Hospitals, Journal of 

American Hospital Associatica 

Agency: Bernard J. Hahn & Associates 
House & Garden 

Agency: The Wesley Associates, Inc. 


ADVERTISING SALES | 


EXECUTIVE VICE-PRESIDENT 
Randy Brown 


PROMOTION MANAGER 
Richard Ehrlich 


ADMINISTRATIVE ASSISTANT 
Edward S. Hoffman 


Asst. to Executive Vice-Pres. 
Cecelia Santoro 


ADV. SERVICE MANAGER 
Madeleine Singleton 


PRODUCTION MANAGER 
Virginia New 


DIVISION SALES 
MANAGERS 


New York—W. E. Dunsby, Wm. 
McClenaghan, Elliot Hague, 
Robert B. Hicks, Dan Callanan, 
Philip L. Patterson, Don O’Fee, 
630 Third Ave., New York 17, 
N. Y., YUkon 6-4800. 


Chicago—C. E. Lovejoy, Jr., As- 
sociate Publisher and Western 
General Manager; W. J. Car- 
michael, Western Advertising 
Director; Thomas S. Turner, 
Western Sales Manager; Robert 
T. Coughlin, 333 N. Michigan 
Ave., Chicago 1, Ill., STate 
2-1266; Office Mgr., Margaret 
Schulte. 


Pacific Coast—John W. Pearce, 
Pacific Coast Manager, 3055 
Wilshire Blvd., Suite 204, Los 
Angeles 5, Calif., DUnkirk 
5-0235; Warwick S. Carpenter, 
Director of Marketing, Western 
Area, 731 E. Figueroa St., Santa 
Barbara, Calif., WOodland 
2-3612. 


Washington, D. C.—Ormond O. 
Black, Southern Manager, Mez- 
zanine, The Willard Hotel, 14th 


St. & Pennsylvania Ave., N.W., 
Washington 4, D. C., District 


Agency: Young & Rubicam, Inc. 
Los Angeles Herald Express 

Agency: Summit Advertising 
Lufthansa German Airlines 

Agency: D'Arcy Advertising Agency 


Milwaukee Journal 

Agency: Klau-Van Pietersom-Dunlap, Inc. 
Moline Dispatch 

Agency: Clem T, Hanson Company 
Multi-Color Process Company 

Agency: Louis A. Resdelbecn Company 


National Blank Book 

Agency: Sutherland-Abbott Advertising 
New York Journal American 

Agency: Kastor Hilton Chesley Clifford & 

Atherton, Inc. 

New York News 

Agency: L. E. McGivena & Company, Inc. 
New York Times 

Agency: Altman Stoller Advertising 
New Yorker 

Agency: Chirurg & Cairns, Inc. 
Northeast Airlines, Inc. 

Agency: J. Walter Thompson Company 


Oklahoman & Times 
Agency: Lowe Runkle Company 


Packaging Corp. of America 

Agency: Carr Liggett Advertising, Inc. 
Packer Corp. 

Agency: The Gilliam Corp. 
Perrygraf Corp. 

Agency: Richard N. Meltzer Advertising 
Peterson, Howell & Heather 

Agency: Emery Advertising Corp. 
Philadelphia Bulletin 

Agency: N. W. Ayer & Son, Inc. 
Plasti-Line, Inc, 

Agency: Hogan-Rose & Company, Inc. 
Plymouth Division, Chrysler Corp. 

Agency: N. W. Ayer & Son, Inc. 
Pontiac Motor Division, 

General Motor Corp 

Agency: MacManus, John & Adams, Inc. 
Premium Service Company 

Agency: S. E. Subrow, Inc. 
Purchasing 

Agency: Gray & Rogers 


Reader's Digest Association 

Agency: J. Walter Thompson Company 
Rock Island Argus 

Agency: Clem T. Hanson Company 
Rockford Newspapers 

Agency: Cummings, Brand & McPherson 


Sanborn Map Company 

Agency: Kirschner & Company 
San Diego Union & Tribune 

Agency: Barnes Chase Company 
Saturday Evening Post 

Agency: Batten, Barton, Durstine & 

Osborn, Inc. 

South Bend Tribune 

Agency: Lamport Fox Prell & Dolk Inc. 
Successful Farmin 

Agency: L. E. McGivena & Company, Inc. 
Sweet's Catalog Service 

Agency: Muller, Jordan & Herrick 
Syracuse Newspapers 

Agency: Doug Johnson & Associates 


Tidewater TV Market Council 114-115 


Agency: Liller, Neal, Battle & Lindsey, Inc. 
Time, Inc. 


Agency: Young & Rubicam, Inc. 
Troy Record Newspapers 


United Van Lines, Inc. 
Agency: Kelly, Zahrndt & Kelly, Inc. 


Viewlex, Inc. 

oo: Marwel Advertising Inc. 
Voisin Restaurant 

Agency: Daniel & Charles, Inc. 


WBTV (Charlotte, N.C.) .. 
Agency: Kincaid Advertising 
WIR (Detroit) 


13 
48 


73 


36 
63 


Agency: Grey Advertising Agency Agency: Campbell-Ewald Company 
McClatchy Newspapers WHO-Radio (Des Moines) 49 

Agency: J. Walter Thompson Company Agency: Doe-Anderson Advertising Agency, 
McGraw-Hill Direct Mail Inc. 

Agency: Fuller, Smith & Ross Weekend 57 
McGraw-Hill Publishing Company Agency: Stevenson & Scott, Ltd. 

Agency: Fuller Smith & Ross, Inc. Western Union Telegraph Company 94 
Marsteller, Rickard, Gebhardt & Agency: Benton & Bowles, Inc. 

Reed, Inc. Willard Hotel 77 

Joshua Meier & Company Worcester Telegram & Gazette 98 

Agency: Preiss & Brown, Inc. Agency: C. Jerry Spaulding 


Industrial Equipment News 
Agency: T. N. Palmer & Company, Inc. 
International Flavors & Fragrances, Inc... 
Agency: Oliver-Beckman, Inc. 


Kennedy Car Liner & Bag Company 
Agency: R. J. Poorman & Associates, Inc. 
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THE SCRATCH PAD 
ead 


Che St. Patrick legend of driving 
the snakes out of Ireland recalls a pat 
definition of the hula dance: A shake 
in the orass 

° 

March 17 used to mark the exodus 
vf northern from Florida 
Good promotion has now 
stretched The Season deep into April, 
I hear 


tourists 


sales . 


» 
Marionette: An exercise for strings. 
° 
Bumblebee: A hum bug 
e 

Juvenile definition of a school for 

rookie firemen: Kindlegarten. 
* 

One can almost hear the Loyal 
Opposition harrumphing: “Kennedy 
ind his Phi Beta Kabinet!” 

» 

A local Rambler dealer said: “Ask 
the man who drives one.” Were you 
Packard? 


tuned in 


Keeping it in the Spanish idiom, 
maybe Conrad Hilton should rename 
his Carrera Hotel in Santiago: “Chile 
Con Connie.” 

. 

Lord Osis says there is no truth in 
the rumor that Darin and 
Sandra Dee have named their pad: 
‘The House That Mack Built.” 


Bobby 


From my ivory tower, Cuba, “The 
Pearl of the Antilles,” makes like the 
peril of the Antilles 
e 

Bar: Where gin-thetic friendships 
ue formed 

* 

You wonder where the veller went? 

Turn on your radio 


it 


Teen agers call 
“music.” I look for no improvement 
Nation 


guitars 


until some modern Carrie 
emerges and smashes a few 
vith her trusty hatchet 
° 
Guess the railroads would conside1 
it bad taste to hint that “flying is for 
t] bird 
a 
Cocktail-hour reminder by Les All- 
man: “If you indulge, you're sure to 
bulge.” 
© 
Campbell Soup has bought Pep- 


peridge Farm. It would be hard for 
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BY T. HARRY THOMPSON 


a copywriter to lie about anything 
either makes. Strictly first-cabin! 
, 

Being a ham at heart, I was pleased 
to see a 13-year-old Philco headline 
of mine pop up in a bit of newsscript 
in Time: “The plight before Christ- 
mas.” 

s 

Girv Cuthbert sends a_ headline: 
“Metrecal breaks the pound barrier.” 

® 

I thought I had a pat name for 
Borden’s ready diet: “Slim milk.” 
Then someone told me that Bowman 


Dairies, Chicago, has been romping 
with that obvious play on “skim milk.” 
You can’t win ’em all. 

* 

Khrushchev said at year’s end he 
was willing to bury the hatchet on 
the U-2 incident. In somebody’s head? 

’ 

It isn’t true, either, that Jimmy 
Durante has been plumping for a 
Tournament of Noses. 

. 

A kidder in our midst says Ford 

still can’t spell “galaxy.” 
a 

Some historian will doubtless say 
that conditions in the Far East were 
sort of Laos-ed up. 

o 

I'm skeptical of the people who 
insist they “like a change of seasons.” 
They're the first on a tennis court 
or a golf course when the last snow 
goes and a crocus is up. What they 
really mean is they like a change of 
winter to spring! 


Basic Training 


agency on the phone pronto. 


priority. 


This sometimes happens: An advertiser whose sales are more 
than satisfactory gets compliments on the advertising or pro- 
motion that helped to make them so. 


In my experience, he takes these in stride and often forgets to 
pass the posies along to his agency. But let one single, solitary 
complaint pop out of the morning’s mail and he'll have the 


It’s just human nature, we say. Nothing to get upset about. 
Which brings me to my theme: The finest Basic Training for 
advertising and selling I know of is a concentrated course in 
what makes people behave the way they do. 


Some of it can be found in books. More of it will come from 
mingling with the mob, not just in the club-car but in the 
subway and in the bleachers at the ball game. 


Law and finance and economics in general are almost exact 
sciences, but the study of human nature is a never-ending career 
of probing, of listening, of observing with the same devotion 
that pathologists apply to a smear or a biopsy. 


The more we know about the human animal, the more surely 
we can predict how the cat will jump in any given situation. 


This school of Basic Training issues no diplomas, for the simple 
reason that none of us is ever graduated. We will go right on 
studying till the day the firm gives us the dinner and the gold 
watch and the canned speeches telling us we've had it. 


I, for one, try to give this study of the human equation full 
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ALUMINIUM LIMITED 
SPECTACULAR 
IN THE POST 
PULLS REQUESTS 
FOR QUARTER- 
MILLION BOOKLETS! 


When Aluminium Limited ran a big, full-color 
spread in The Saturday Evening Post, they attached 
a special post-card insert offering a free, 36-page 
booklet. The booklet-—“‘Home Owner’s Guide to Bet- 


ter Living... with Aluminum’’—gives hundreds of 
tips for getting more fun out of life with aluminum 
products. 

This ad was part of Aluminium’s continuing cam- 
paign to promote the use of aluminum products for 
their customers—large and small manufacturers all 
over the country. The objective, of course, is to in- 
crease the consumption of aluminum—and to build 
Aluminium’s image as a leading member of the 
American business community. 

Aluminium also offered a booklet in a full-color 
spread in another weekly. (The ads ran four months 
apart.) And when the returns came rolling in, the 
Post advertisement pulled requests for a quarter of 


READERS TURN AND RETURN TO YOUR AD PAGE IN THE POST—THE HI-FREQUENCY WEEKLY! 


a million booklets—four times as many as the other 
big magazine. 

Aluminium’s Advertising Manager, Frank Dixon, 
is convinced the Post is a wonderful way to achieve 
these goals. He says: ‘“‘The overwhelming response 
to our Post ad proves what we already believed: 
that when you want to tell your story to the right 
people, the Post is the place to do it. The Post’s ‘Ad- 
ventures of the Mind’ series was one of the reasons 
I concluded that the magazine is read regularly by 
influential families. That’s why we used the Post to 
spearhead our entire campaign in the general 
weekly field.” 

Forward-looking Aluminium Limited is putting 
imagination to work on new spectacular advertis- 
ing ...in the magazine 
that produces spectacular 
results. 


A CURTIS MAGAZINE 
The Saturday Event 


POST 


THE INFLUENTIALS’ MAGAZINE 


NOW'S THE TIME TO 
POUR IT ONS 


Chicago’s biggest, busiest and best-attended Auto Show has just broken every 
record in the book. 


And last week in Evanston, a man sold a $42,000 home on the first day he 
advertised it with a 7-line ad in the Tribune. 

A record crowd of 789,000 turned out for the Auto Show. Only 40 called 
about the home. But both events sharply underscore the same moral: Offer a 


good yalue at a good price and customers will respond. 


These are by no means isolated instances. From our close association with 
thousands of Chicago firms, we at the Tribune are in a position to know hun- 
dreds of facts and figures about Chicago business that you won't find mentioned 


in the reports from Washington. Here are a few: 


Vignola Furniture’s hard-hitting advertising in the Tribune produced a 14% 
sales gain for the biggest January in the store’s history! {| Hanover Builders 
credits Tribune classified with selling over six million dollars worth of homes 
in the last 8 months! / For its Salute To California promotion, Carson Pirie 
Scott's 25% increase in Tribune advertising “*gave January sales a big lift 
and helped beat some terrific figures’! | Mayflower Food Stores’ opening 
was advertised big in the Tribune. Crowds lined up for hours in 2 degree 


temperatures. Two additional cash registers were installed the first week. 


Reports like these reaflirm our conviction that business in 1961 will be as good 
as we make it. 

So let’s throw away the crying towel and get off our upholstered seats. Now’s 
the time to pour it on! Here at the Tribune, we’ve expanded our advertising sales 


force and increased our advertising budget. 


We’re shooting for another record year and we'd be pleased to have you join us. 


Chicago Tribune 
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Something the United States can be proud of 


TASTES! 


THIS SIDE OF THE 


IRON CURTAIN § orthe 
other side! 


TWA Su uperJtet is the fastest Jetliner in the world. 


It takes off in Pp seconds...climbs to 30,000 feet in 1'7 minutes... 
cruises at 615 miles per hour. Of all the commercial airliners in the 
entire world, both scheduled and nonscheduled, flying on this side of 
the iron curtain or the other side, not one can match this all-new, 
most advanced Jet for speed, power-per-pound and comfort. This is 
something the United States can be proud of...and TWA is proud. 


Now serving LOS ANGELES-LAS VEGAS: PHOENIX CHICAGO NEW YORK DAYTON-SAN FRANCISCO:KANSAS CITY 


FASTEST COAST-TO-COAST 
Call your travel agent Call your travel agent 
or nearest TWA office or nearest TWA office 
THE SUPERJET AIRLINE’ 
‘he only airline flying across the United States in 4 hrs. and 30 mins. 


*TWA THE SUPERJET AIRLINE is a service mark owned exclusively by Trans World Airlines, Inc. 


DIS WER 
THE NCW 
WORLD OF 


ANORICANA 


NEW YORK 
OPENING MID-1962 AT 52ND TO 
53RD STREETS ON SEVENTH AVE. 


Imaginative in concept, daring in design, and extremely versatile in its facilities, the 50-story AMERICANA of 
New York will set a new standard in the hotel field. Its 2,000 rooms, seven restaurants, shopping promenade 
and built-in garage will be complemented by New York’s largest and finest convention facilities: A 60,000-sq. 
ft. exhibit hall, a Grand Ballroom and 7 Junior Ballrooms, and 33 private meeting-dining rooms. For information 
and firm bookings: Write or call The AMERICANA of New York, Sales Department, 1540 Broadway, New 
York 36, N. Y. (JUdson 6-4400) Direction: LOEW’S HOTELS, INC., Preston Robert Tisch, President 
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can ys hold 
your MOST 
successful 
CONVENTION 
in 
LAS VEGAS 


ask the people 


who have.... 


C, F. Watson, Merehs 


STUDEBAKER: PACKARD 
CORPORATION 


Frank J. McCaffrey, Sales 


ROVAL MC BEE CORPORATION 


J. A. Christie 


FIELD ENTERPRISES 
EDUCATION CORPORATION 


T. J. Ha fy ut las » Preside 


WESTERN “COTTON SHIPPERS 
_ ASSOCIATION 


8. T. ‘BABBITT, we” 


8 


NATIONAL “ASSOCIATION 
OF HOME BUILDERS 


our best sales people 
are those who have proven 
there is nothing like... 


the magnificent 


IVIERA 


hotel 


COMPLETE FACILITIES FOR 
SHOWS, SALES MEETINGS, CONVENTIONS 


MEETING ROOMS 
Max. Capacity 
OPERA HOUSE 500 
HOLIDAY HUT 250 
DUCHIN ROOM 100 


Numerous smaller rooms 20 to 50 


BANQUET ROOMS 
Mex. Capacity 
LODGE DINING ROOM 350 
CONTINENTAL 600 


RATES 
AMERICAN PLAN 
INN 


416 Per person, two in 


a room 
7m «9 Sloe 
(Evropean Plan rates on request) 
CAPACITY 


Sleeping accommodations 
for 500 persons 


Owned and operated by 
UNION PACIFIC RAILROAD 


erfect! 
Peed J 
for your 
convention 


Planning a spring or fall convention? 
One of the many reasons you will want to 
consider Sun Valley is that here you can't 
lose any delegates. No big-city problems such 
as having members housed at other faraway 
hotels... delays of waiting for taxicabs, or 
traffic jams. 

Along with excellent meeting facilities and 
room accommodations at Sun Valley Lodge 
and Challenger Inn there's a wide and won- 
derful variety of fun for all—including out- 
door ice skating, golf, riding, swimming, fish- 
ing and skeet-trap shooting. 


for reservations 


. or additional information on rates, 
seasons and activities, let us send you 
our color convention booklet. Address 
Mr. Winston McCrea, Mgr., Sun Valley, 
Idaho or Union Pacific Railroad, Dept. 
SV-4, Omaha 2, Nebraska. 
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Directory of 
CONV ENTIONS 


The nation’s \eading directory 


of coming events 


Lists 18,000 U. S. and Canadian Conventions 


. Size and type of group 

Name and address of executive in charge 
. Dates and location of current meeting 
. This year’s headquarters 


EVENTS LISTED GEOGRAPHICALLY 
BY DATE AND BY INDUSTRY 
For Quick Easy Reference 


GEOGRAPHICAL SECTION 


All events in this section are listed 
alphabetically by state (or province) and 
city. Listings are arranged chronologi- 
cally by date covering meetings as far 
in advance as information is released 
by association headquarters (ranging 
for 1 to 10 years). 


INDUSTRY BREAKDOWN 


The industry section is cross indexed by 
86 different industries, businesses, and 
professions. If you're interested in any 
group from Accounting to Warehouse- 
men, you'll find all the groups listed by 
their functions. 


1961 


No Dupli- 
cations! Clear, Visible, Simple to Read Listing Includes: 


Complete Guide to Conventions 


amd Conferences in the 
United States and Canada 


Essential! facts on al! meetings held in United States 
and Canada are listed in Directory ot Conventions. 
This authoritative guide to coming events in 
business, industry, professions and fraternal organ- 
izations is the most widely used reference book on 
conventions. It is accurate and complete. 


\ 
JA { 
. ae 


Directory of Conventions i: 


rt 


J Double Checked 


All facts in Directory of Conventions are 
checked directly with headquarters of each 
sponsoring association. Events are listed 


long in advance—one, five and sometimes 
10 years in advance. It allows you to plot 
movement patterns of convention groups. At 
a glance you can see peak convention 
periods in every-convention city in North 


America. 


SEND COUPON IN TODAY - MONEY- BACK GUARANTEE IF YOU ARE NOT SATISFIED 


Sales Meetings Magazine, Dept. RM 
1212 Chestnut St., Philadelphia 7, Penna. 


Enter my subscription for one year to Directory of Conven- 
tions —-$12 per year 


-] check enclosed bill me 


Name 
Hotel__.. 


Address 


Le ee 


to bring 
meeting's to your 
Instead of 


VOU 


4 


eet 


182 Holiday Inns, all with meeting room 
facilities, are at your service for region- 
al, local or simultaneous national meet- 
ings. Easily reached by car or plane, 
Holiday Inns have everything you want 
under one roof—complete dining rooms, 
bedrooms, suites, studio rooms. All rooms 
ire air conditioned. Holiday Inn meet- 
ing rooms were built just for that 
purpose—they’re clean, modern, well- 
lighted and beautifully appointed with 
comfortable chairs, desks, tables. No 
matter how small or large your meeting 
problem, let Holiday Inns help you solve 
it. For additional information and for a 
complete Holiday Inn directory showing 
all locations, write: Holiday Inns of 
America, Inc., Sales Dept., 3736 Lama 
Avenue, Memphis 18, Tennessee 


Your Business Host From Coast To Coast 


Piease send me without cost or obligation the latest 
Holiday inns Directory giving locations, addresses 
facilities, rates, phone and teletype number of all Holiday 
Inns now in operation. Write to: Holiday Inns of America 
3736 Lamar Ave., Memphis 18, Tenn 


Name 
street Address 


City 


Copyright 1961, Holiday Inns of America, Inc. 
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In a parade, the drummer's beat helps the marchers keep in perfect step. In exhibit programming, 
keeping in step is important, too. Only by careful pre-planning and constant control 
all along the line can an exhibit program make the best showing . . . reap the biggest results! That's why 
Gardner Displays stresses the importance of letting your exhibit planners start when you start, 
joining you in every phase of planning, budgeting, scheduling, as well as 
designing and construction of the exhibits. 

Gardner Displays’ PLANNED IMPACT programming helps set the pace that leads to resultful exhibiting. 
Let Gardner show you how a PLANNED IMPACT program can save you money... and worry. 


GARDNER DISPLAYS 


“FIRST NAME IN EXHIBIT SERVICES” 


PITTSBURGH 13, PA. CHICAGO 8, ILL. 
477 Melwood Ave. « MAyflower 1-9443 1937 W. Hastings St. « TAylor 9-6600 


DETROIT, MICH. NEW YORK 17, N.Y. 
Box 142, Birmingham, Mich. ¢ Lincoln 4-2030 41 East 42nd St. ¢ MUrrayhill 7-2621 


PHILADELPHIA 10, PA. 
830 Land Title Bidg « LOcust 8-5395 


MARCH 17, 1961 


: ~ CONVENTI ON 
IN CANADA? 


There's no better place to hold it. Where else could you find the exciting travel adventure of a foreign land—plus convention facilities 
and services unsurpassed anywhere ... and it's economical too. Only Canadian NATIONAL offers you the wide selection of ten easy- 
to-reach hotels—strategically located coast-to-coast in picturesque Canadian settings. For illustrated literature, floor plans, etc., write: 
Robert Sommerville, General Manager, Canadian National Hotels, Ottawa, Canada. 


MONTREAL THE QUEEN ELIZABETH* *« OTTAWA—CHATEAU LAURIER ¢ VANCOUVER—HOTEL VANCOUVER? « JASPER NATIONAL 
PARK JASPER PARK LODGE « EODMONTON—THE MACDONALD ¢ SASKATOON—THE BESSBOROUGH ¢ WINNIPEG—THE FORT GARRY 
HALIFAX THE NOVA SCOTIAN ¢ CHARLOTTETOWN—THE CHARLOTTETOWN « ST. JOHN'S—NEWFOUNDLAND HOTEL 


A CNR Hot erated by Hilton of Canada Ltd. {Under joint management of Canadian National Railways and Canadian Pacific Railway Company. 


CONVENTION! CANADIAN NATIONAL HOTELS 
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m7 i LETTERS TO THE EDITORS 
Teena ESAS EET 


anxiety worthwhile 


I was delighted to get a copy of 
your interesting review of the 
British Exhibition held in New 
York City last June. I shall treas- 
ure it as a memento of our pleas- 
ant but all too short meeting. 

Despite the maddening frustra- 
tions inescapably associated with 
projects of this complexity it was 
for me and for all of us a most 
stimulating experience. Tributes 
such as yours make all the anxiety 
and hard work worthwhile. Though 
the primary purpose of the exhibi- 
tion was of course to stimulate 
trade it did more than this. It 
helped to promote goodwill be- 
tween us. It also gave us an op- 
portunity to make friends and I for 
one shall never forget the kindness 
and generous hospitality I received 
during my short stay in your coun- 
try. I just can’t wait to get back 
on American soil. 

Cecil Cooke 
Director, Exhibitions Div. 
Central Office of Information 


& Cecil Cooke heads the British 
Government agency that designs 
government- sponsored exhibits at 
home and abroad. He came to 
America to supervise erection of 
government exhibits seen first as 
visitors entered the British Exhibi- 
tion in New York Coliseum. 
(Article appeared in the July 15 
1960 issue. 


waste-cutting popular 


Your editorial, “Why Waste 
Manpower at a Show?” ‘that ap- 
peared on page 10 of the Jan. 20 
issue is excellent. 

We'd appreciate it very much if 
we could have your permission to 
reprint it in our _ publication, 
TECH, which goes to our techni- 
cal-managerial employes — about 
1,500 circulation. 

Frances Frank 
Hardware Mutuals-Sentry Life In- 
surance 
Stevens Point, Wisc. 


Page 10 of the Jan. 20 issue con- 
tained an editorial we think ex- 
hibitors at American Society of 
Tool and Manufacturing Engi- 


MARCH 17, 1961 


neers 1961 Tool Exposition should 
read carefully. 

May we have permission to in- 
clude, “Why Waste Manpower at 
a Show?” in our handbook for ex- 
hibitors? 

Anthony E. Downey 
Asst. Exposition Manager 
ASTME Engineering Conference 
and Exhibits 
Detroit, Mich 


bouquet to accuracy 


All of us on the staff of the 
National Automobile Show appre- 
ciate the fine story about the big 
Cobo Hall event which appeared 
in the Jan. 20 issue. 

I remember the interview you 
reporter had with us in our offices, 
and the care he took to get all of 
the facts about the various aspects 
of the show, its planning and ex 
ecution. 

Such accurate reporting as yours 
will never go out of date! 

William F. Sherman 
Director of Exposition 
Automobile Manufacturers Assn. 
Inc. 
Detroit, Mich 


food for thought 


May I compliment you on you 
fine article, “The Great Training 
Robbery,” Jan. 20 issue. Your arti- 
cle was loaded with “real meat.” 

]. W. Frason 
Asst. to V-P, Sales 
Northwestern Steel and Wire Co 
Sterling, Tl. 


drama school for industry 


We are working with the Uni- 
versity of Miami on the establish- 
ment of a course in “Industrial 
Theater” as a joint project of the 
Drama and Business Administra- 
tion Schools. 

We would very much appreciate 
your suggestions as to sources of 
material for a curriculum on this 
subject and any other suggestions 
which you may offer. 

; George Gill 
Southern Branch Manager 
Century Lighting, Inc. 
North Miami, Florida 


REAR PROJECTION 
OF SLIDES FOR 
LARGE MEETINGS 


GENARCO 
3,000 WATT SLIDE PROJECTOR 


MORE LIGHT THAN A 
CARBON ARC SLIDE PROJECTOR 


FROM $795.00 
GENARCO” 
97-04 SUTPHIN BLVD. JAMAICA 35,N.Y 


GENARCO 


ELECTRIC SLIDE CHANGER 
Model 6800 
FOR 70 SLIDES 314, x 4 
CAN 8E MOUNTED ON ANY MAKE OF 
SLIDE PROJECTOR (ADAPTATION KIT EXTRA) 
$285.00 


“GENARCO” 
97-04 SUTPHIN BLVD. JAMAICA 35,N.Y 


“GENARCO 


3,000 WATT SLIDE PROJECTOR 
Model SP 


FOR CONTINUOUS AUTOMATIC PROJEC- 
TION OF VERY LARGE AND BRIGHT IMAGES 
FOR OUTDOOR ADVERTISING - LARGE DISPLAYS 


FROM $1200.00 


GENARCO” 
97-04 SUTPHINBLVD: JAMAICA 35.N Y 


—Si 


AS THE EDITORS SEE IT* - MARCH 17, 1961 


A man lived by the side of the road and sold hot dogs. 

He was hard of hearing so he had no radio. 

He had trouble with his eyes so he read no newspapers. 

But he sold good hot dogs. 

He put up a sign on the highway telling how good they were. 

He stood by the side of the road and cried: “Buy a hot dog, Mister.” 
And people bought. 

He increased his meat and roll orders. 

He bought a bigger stove to take care of his trade. 

He got his son home from college to help him. 

But then something happened... 

His son said, “Father, haven’t you been listening to the radio? 

If money stays “tight”, we are bound to have bad business. 

There may be a big depression coming on. 

You had better prepare for poor trade.” 

Whereupon the father thought, “Well, my son has gone to college. 
He reads the papers and he listens to the radio, and he ought to know.” 
So the father cut down on his meat and roll orders. 


Took down his advertising signs. 


And no longer bothered to stand on the highway to sell hot dogs. 


And his hot dog sales fell almost overnight. 
“You’re right son,” the father said to the boy. 
“We certainly are headed for a depression.” 


* This page is appearing in March issues of these Bill Brothers Publications: 
‘ast Food, Modern Floor Covering, Modern Tire Dealer, Plastics Technology, 
rld, Sales Management and Sales Meetings. The source of the story 

wn to us and we will be grateful to anyone who can identify it. 
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DESMOND KELLY, Mer. Convention Bureau 
Paradise Road, Las Vegas, Nevada 


DUdley 4-4100 


BAD 
MATCHLESS CONVENTION FACILITIES ! 


6,600 square ft. © 4 Separate Soundproof Meeting 
Rooms, plus luxurious Conference Room — or Meeting 
Room combinations to suit, including one big “Grand 
Ballroom” effect, if you prefer. Adjoining World's 
Finest Restaurant THE SULTAN’S TABLE. 


Ample phones, free parking @ Individual air con- 
ditiorting, audio system, projection equipment, micro- 
phone jacks ® Stage and rostrum ® Rheostat lighting ¢ 
Dressing Rooms 


Adjoins Dunes Hotel, yet insures complete privacy ® 
Separate Banquet kitchen ® Flexibility permits efficient 
handling of from 10 to 1,000 persons (theatre style) © 
Complete bar facilities © 11 ft., six inch ceiling ® Con- 
venient Exhibit delivery entrances © Comfortable seat- 
ing ® Perfect acoustics © 650 to 1,000 for banquets. 


ARABIAN ROOM-Showplace of the Stars 


Presenting These Great Arabian Room Stars—Frankie 
Laine * Jayne Mansfield * Frankie Vaughn ® Tony Ben- 


nett © Zsa Zsa Gabor ® Johnnie Ray ® Spectacular Stage 
Revues 


Sinbad ; ROBERTA SHERWOOD . BILLY ECKSTINE 
: DAKOTA STATON © THE NOVELITES © AL HIRT 
LOUNGE : SENSATIONAL INK SPOTS © VAUGHAN MONROE 


Featuring the... Most modern and efficient Exhibit and 


R ATES ? WUNES EXxHisiT & CONVENTION HALL 


Our Low, Low Rates are POSITIVELY IRRESISTIBLE 


Cceorkani ao & 


WIRE © WRITE @ PHONE (Collect!) GEN. STORAGE 
LENNY SHAFER im 
CONVENTION DIRECTOR DRSG R . 


DUNES HOTEL Stace) MEETG Rm D MEETGR«C MEETER «AB OM 
Las Vegas, Nevada Py 


DUdley 2-7700 — TWX LV 5637 8 BAR AREA 


Ca-5-5-5-E- 2-3-5 - 


Remote control TV & Radio in all rooms (no extra charge!) . running Ice Water . . . individual 
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Dtort —.. . Most Beautiful Resort in the Golden West 


UNES 
CONVENTION s EXHIBIT HALL 


<a 
Facilities: 

Matchless Convention and Group 

IV\a 


4 Spacious Meeting Rooms 
Plush Conference Room 
> Tire or 
W iter 10 Groups! Phone, Wire 
3! e Cé Sa 
Write, NOW — For You 
NVENTION SALES MEETING 
EXHIBITS ° BANQUETS 
PARTIES 


onvention Hall of its size in America! pices 


Most Luxurious Rooms 
in Las Vegas 
° DESK 
° 


ENTRY 36 


VZZ24000 Breathtakingly-Beautiful 


E ane SULTAN'S Suites 
BAR all PLANTING TABL E 
a 9| = AREA 


“RESTAURANT The Only 


a CT 


TO DUNES LOBBY & CASINO 
CENTRAL 


CONFERENCE] KITCHEN AREA ~ 


ROOM Resort Hotel in the entire West 
as’ x 33’ 


With 3 Large Swimming Pools! 


bermostatic Room Temperature Controls. . . acres of Free Parking . . . World’s Friendliest Resort Hotel 


MARCH 17, 1961 13 


LARGEST 
CONVENTION RESORT 
IN THE WORLD... 


INCOMPARABLE MEETING FACILITIES FOR UP TO 10,000 PEOPLE! 
Private conference rooms for 10 to 100 « Convention hall accommodating 6,000 
SUPERB BANQUET FACILITIES 
for groups up to 4,000 + Private dining rooms, formal dining rooms, casual coffee shop for fine food at popular prices 
UNSURPASSED FACILITIES FOR FUN AND RELAXATION 
14 acres of oceanfront luxury « 5 cocktail lounges « exclusive shops « La Ronde Supper Club « Yacht Basin 
Direct Dial Room Telephone System 


1,000 Rooms, 300 Cabanas «- GOLF at exclusive country club ¢« 1,000 feet oceanfront beach 
Spacious hospitality suites « Ample undercover parking 
180,000 sq. ft. exhibition and meeting areas ¢ 2 Swimming pools, putting green, tennis 


For information write or wire 


NEW YORK OFFICE: circle 5-7800 + Teletype: NY 1-528 © CHICAGO OFFICE: Andover 3-4181 - Teletype: CG-829 
WILLIAM BUCKLEY, Director of Sales 


HOTEL 
s 
eictianat O nt al n ce ea ul eau 
President Manager 


CABANA, YACHT AND COUNTRY CLUB 


| 


ese eee he” 


1,000 FEET OF OCEAN BEACH — MIAMI BEACH, FLORIDA 
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FACILITIES 


ROUNDUP 


WASHINGTON, D. C. 


Marriott Motor Hotel will soon 
expand its guest rooms by 125 to 
raise total to 500. In addition, J. 
Willard Marriott, Jr., vice-presi- 
dent, Hot Shoppes, Inc., parent 
firm, discloses plans for construc- 
tion of a convention hall and ban- 
quet facilities with a capacity for 
800 people. It will supplement 
present facilities for 500 persons. 


SARASOTA 


Convention facilities for 350 and 
meeting rooms to seat up to 300 is 
included in city’s new $2-million 
Lido Key hotel. The 12-story struc- 
ture has 73 guest rooms, dining 
room to seat 145, and is staffed 
with 65 employes. Harry L. 
Scheiner, manager, reports, “It’s 
the tallest gulf-front hotel on Flo- 
rida’s West Coast.” 


NEW YORK CITY 


Proposed $38-million new Madi- 
son Square Garden will put city in 
a stronger position to bid for con- 
ventions,” says Ned Irish, president 
of the Garden. Plans call for the 
sports center to include a theater, 
auditorium, sports arena, auxiliary 
sports arena, boxing and bowling 
areas, parking for 3,000, and a 
two-level restaurant in a two-block 
area. Two west-side locations are 
being considered for the center. 
Site will be determined within six 
months, according to the president. 
Target date for opening is Spring, 


1964. 


BEACON, N. Y. 


Along the Hudson River, half 
way between New York and AI- 
bany, the Mount Beacon Inn and 
Recreation Center is soon to be 
built. Plans include provisions for 
102 guest rooms, plus meeting and 
banquet rooms. Scheduled to pre- 
miere next summer, project will 
cost upwards of $2.5 million. 


CHATTANOOGA 


Hotel Patton has announced 
plans to build a ballroom large 
enough to seat 1,200 banquet 
guests or 1,800 for meetings. New 
room will include the present Ten- 
nessee Room and ballroom, plus 
about 10,000 sq. ft. of additional 
space. To be known as the Tri- 
State Room, additional space will 
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Convention Airline 
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Put your travel plans in 
Delta’s hands for complete 
“Personalized 


Convention Service” 


Delta’s extra special services will get your convention off to a 
flying start . . . help you get better attendance, too! Check the 
following Personalized Convention Service features: 


Convention Specialists Signs 

Personal Calls Films, Publicity 
Telephone Contacts Material 

Post Convention Trips Tags, Mailing Pieces 
Group Reservations Transportation Booth 


Fly the world’s finest airliners on Delta’s deluxe Royal Jet Service, 
thrifty Royal Scot Jetcoach, or other fast Delta services. 


For complete details, 

call your local 

Delta Convention Specialist, 
or write to 

Convention Bureau, 

Delta Air Lines, 

Ailanta Airport, 

Atlanta, Ga. 
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the air line with the BIG JETS - 
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THK MEETING CONES 


Whether you call for quiet—or the finest array of meeting and conven- 
tion facilities, Western Hotels have both. Rooms for any size, any type 
gathering, with just about any extra equipment, are all yours for the 
ordering. This careful attention to men who get together is another of 
the 23 Very SSpecial Person Services. With it all: Rooms to sprawl in, 
rooms to sit tall in, the finest foods and beverages, the swiftest Hotele- 


type reservation service and the best hotels in the West. Send for our 


Western Hotel facilities and location folder. Write us at the Olympic 
western Hotel, Seattle. 


Very Special Person Service—only at Western Hotels 


INCORPORATED 
Executive Offices: Olympic Hotel, Seattle, Washington * S. W. Thurston, Chairman of the Board 


PACIFIC DIVISION 


VANCOUVER, CANADA: Georgia 
The Bayshore Inn 


INLAND DIVISION 


DENVER: Cosmopolitan 

SPOKANE: Davenport 

BILLINGS: Northern 

BUTTE: Finien Hotel and Motor Inn 
GREAT FALLS: Rainbow 

BOISE: Boise, Owyhee Motor Hotel 
POCATELLO: Bannock 

SALT LAKE CITY: Newhouse (affiliated 
WALLA WALLA: Marcus Whitman 
WENATCHEE: Cascadian 
BELLINGHAM: Leopold Hotel and Motor Inn 


INTERNATIONAL DIVISION 


MEXICO: Mexico City: Hotel Alameda (open 1961 


SEATTLE: Olympic, Benjamin Franklin GUATEMALA: Guatemala City: Guatemala-Biltmore 
Roosevelt 

TACOMA: Winthrop 

PORTLAND: Multnomah, Benson 


SAN FRANCISCO: St. Francis, 
Sir Francis Drake, Maurice 


PALM SPRINGS: Oasis 
ALASKA: Anchorage-Westward 


JAPAN: Tokyo: Kokusai Kanko Hotel, 
Chinzan-so Garden Restaurant 


Hakone: Hote! Kowakien 


Kyoto: Kyoto International Hotel 
(Open 1961) 


Osaka: Taiko-en Garden Restaurant 


TO ORDER 


SALES OFFICES 


he 
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CHICAGO 
37 So. Wabash Ave 
STate 2-8641 


LOS ANGELES 
9363 Wilshire Blvd 
Beverly Hills 
BRadshaw 2-9064 


JAPAN 

Western Internationa! 
Hotels 

802 Fokoku Building 
Uchisaiwai Cho, 
Chiyoda-Ku 

Tokyo, Japan 


SALES MEETINGS/Part I SALES MANAGEMENT 


FACILITIES ROUNDUP 


continued 


be created by building over a 
court. 


NOVA SCOTIA 


Nova Scotian Hotel has been 
renovated from a “stately old lady” 
into a “bright-eyed youngster.” Re- 
modeling boosted total meeting 
and banquet capacities to 1,835 
and 1,595 people respectively. 
Electrically operated trolley crane 
enables automobiles to be hoisted 
into main ballroom for show pur- 
poses. Banquet hall, named the 
“Commonwealth,” has an _ unob- 
structed floor area of more than 
6,200 sq. ft., with a ceiling height 
of 15 ft. 


LAS VEGAS 


Dunes Hotel has announced 
completion of its $2.5 million 
Olympia Wing to provide 250 ad- 
ditional rooms. Dunes completed 
earlier a 6,600 sq. ft. convention 
and exhibit hall, also a separate 
conference room. Future pians in- 
clude a 21,000 sq. ft. grand ball- 
room and 16 suites. “Total project 
will represent an investment of $20 
million when expansion program is 
completed,” says President M. A. 


Riddle. 


ANAHEIM, CALIF. 


A $6-million expansion has been 
announced for Disneyland Hotel. 
Plans call for a 10-story addition 
to include 144 rooms (to bring total 
to 450) and an exhibition and ban- 
quet hall to increase convention 
capacity from 1,300 to 2,500 peo- 
ple. Also proposed is an extension 
of the Disney-Alweg Monorail Sys- 
tem which will link hotel with 
amusement center, two and a half 
miles away. 


PHILADELPHIA 


Twin, 10-story buildings are to 
be constructed to give city a new 
1,000-room hotel, according to 
John A. Robbins Co., developers 
and builders. Buildings will be 
built on 120,000 sq. ft. of land to 
be purchased from Pennsylvania 
Railroad. Plans call for public fa- 
cilities to include banquet rooms to 
accommodate 1,500 people. “Two 
levels of underground parking will 
make hotel convenient for motor- 
ists,” says Robbins. No name has 
been given to the hotel at this time. 
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major exhibitors 


who are watching budgets 
choose Chicago’s Amphitheatre 


There is a reason-why sales-results 
per dollar spent are greater for those 
exhibitors who use the facilities of the 


International 
Amphitheatre 


Here, in America’s heart-land, exhibitors and 
conventioneers want the economies and conveniences 
of a convention hall that has the know-how to insure 
productive and profitable results. It will pay you to 
investigate the particular savings that can be yours by 
planning your next show or meeting in the 
International Amphitheatre. 


e 585,000 sa. ft. of 
exhibit space 


Parking for 7,500 cars 


Truck and rail loading 
e Air conditioned arena in building 


seats 13,500 Individual halls 4,000 to 


e Complete public address 180,000 sq. ft 


system 12 minutes from The Loop 


Direct Inquiries to M. E. THAYER, General Manager 


RIGHT NEXT DOOR 


Nationally Famous 
Restaurants and club-like 
facilities for public dining 

or private luncheon or 
dinner meetings 


11 Private Dining Rooms for 
luncheon and dinner 
sales and planning meetings 


HOME OF THE 


Sirloin Room 


Write for Color Brochure “‘where the steak is born” 


STOCK YARD INN 


42nd and Halsted 
Chicago 9, III. 


r U ud 


THIS IS THE PLACE FOR GROUP MEETINGS! 
THE COMPLETE HOTEL AND COUNTRY CLUB! 


Perfect for CONVENTIONS—the wonderful world of the DIPLOMAT! 

You'll accomplish more, enjoy more in this complete-in-itself convention 

world! More flexible space — 31,000 square feet in our new Convention Hall 

alone, seating over 2,000...plus a variety of other meeting rooms that can easily 

seat from 150 to 1,414! All have the latest sound and lighting innovations; ali are 
climate-controlled; all are supremely comfortable — and there’s a special exhibition hall, 

with convenient ramps, totaling 13,000 square feet! Luxury accommodations — 700 deluxe 
guest rooms in three delightful places: Diplomat East; Diplomat West; the new Diplomat 
Inn, adjoining our two private golf courses. Complete fun and sports facilities —a Country 
Club all your own, with Free Golf on an 18-hole PGA course or a new 9-hole course...Free 
Tennis on 6 clay courts...deep-sea fishing from our own dockage...swimming in 5S pools 
or from our 1200-foot ocean beach. Worild-famed food and service —dining in 6 celebrated 
restaurants on award-winning cuisine; service as it should be; expert assistance and planning 
from the top Diplomat convention staff! Ideal location — in the heart of the exciting 
Florida Gold Coast...minutes from Miami Beach, Hollywood, horse and dog racing, jai alai. 


No other place can offer you so much for business and pleasure! 


DIPLOMATL-* 


HOLLYWOOD BY-THE-SEA, FLORIDA 
IRVING TILLIS JOHN MONAHAN 


Director of Sales Sales Manager 
FRIEDLAND JEAN S. SUITS ~+ IRVING COWAN 
) Managing Director Vice President 


. 
t 


Mil il Rim!) 
ele nett cS 
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Teletype: HOLLYWOOD 351 Phone: WAbash 3-8111 
New York « FL 7-5466 « Teletype NY 1-425 / Chicago +» 467-6082 «+ Teletype CG 1264 / Detroit » WO 1-7765 + Teletype DE 1480 
Philadelphia - LO 3-8820 / Atlanta - JA 4-3486 + Teletype AT 752 / Washington, D.C. « FE 8-8782 + Teletype WA 279 
Boston « AS 7-8948 / Toronto + RU 2-2752 / Montreal « HU 6-7777 / Los Angeles - DU 8-1151 / San Francisco » EX 7-2717 
Represented nationally by LEONARD HICKS, JR. & ASSOCIATES 


<— 
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FORT WORTH 


An acoustical consultant has 
been retained to engineer Hotel 
Texas’ new 20,000 sq. ft. ballroom 
for sound. When completed, hotel 
ballroom will be half city block 
(100 x 200 ft.) of unobstructed 
area. It will seat 3,000 auditorium 
style and 2,000 for banquets. Man- 
ager Liston W. Slack says, “Grand 
ballroom will be the largest hotel 
meeting room south of Chicago.” 
It is scheduled for completion in 
May. 


ROCHESTER, MINN. 


The Kahler Corp. announces a 
300-room motel is to be built near 
the Minneapolis downtown area 
and a 40-unit motel in Owatonnia, 
some 40 miles from Rochester, 
Minneapolis project will cost an 
estimated $5 million, while the one 
in Owatonna is to go over a half 
million. Guests will sleep on the 
second floor of motels. Lower and 
underground levels will include 
lobby area and banquet-meeting 
rooms. 


NEWARK, N. J. 


Construction is scheduled to 
begin on a 15-story addition to 
The Robert Treat Hotel in April. 
Building will include a ballroom 
designed to accommodate 1,250 
people for banquets, 1,500 for 
meetings. Plans call for ballroom, 
on the ground floor, to be tied to 
public rooms in the present struc- 
ture. Some 175 guest rooms in 
addition will bring total number 
to 475. The $6-million project is 
scheduled to be completed by July, 
1962. 


PHOENIX 


Planning stage for a convention 
hall and motel is underway at Kent 
Organizations, Inc., Los Angeles, 
as part of a $20-million Phoenix 
building project to be located 
north of citv. Convention hall will 
seat 8,000 to 10,000 people and 


I 
the motel will have 300 units. 


MIAMI 


Congress Airport Inn will build 
a 5,000 sq. ft. convention hall on 
land immediately adjacent to its 
158-room inn, at International Air- 
port. Plans call for kitchen facili- 
ties to service meeting and ban- 
quet rooms. 
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Honored by great organizations of America... 


For Service 
Beyond the Call 


of Duty 


@ Personalized attention: Your first contact at Henry Hudson 
becomes your group’s very own aide de camp, to guide you through 
your stay at the Henry Hudson, to take care of everything. 

e Choice location—steps from the Coliseum, a short walk 

to Times Square, Radio City. 

e Complete Facilities for groups of 10 —1,000, With largest 
banquet-meeting space of any hotel in the Coliseum zone. 


@ 1200 choice guest rooms: your group can stay together when 
you hold your function at the Henry Hudson. 


HENRY HUDSON 


COLUMBUS 5-6100 


353 West 57th Street, 
New York City 


nt na 


Available to our guests: The 
newest, most modern Vic Tanny's 
Private Gym and Health Club. 
Swimming pool, men's and 


women's gymnasiums, steam 
rooms, massage facilities all lo- 
cated on premises. For details 
and special group rates, direct in- 
quiries to: Mr. Frank W. Berkman. 


ALL ROOMS AND SUITES 
AIR-CONDITIONED TOO! 


The Sherman has added 10,000 square feet to its 
EXHIBITS es hee already large convention exhibit space. The total is 
now 50,000 square feet . . . all on one floor and all 
air-conditioned. No time lost racing around town... 
no stair climbing . . . no crowding into elevators. But 
single-floor convenience isn’t all. The Sherman also 
FL oO offers 27 air-conditioned meeting rooms accommodat- 
ing 10 to 2,000, plus exceptional banquet facilities 
for functions of any size. 


4 


@ 1,501 redecorated rooms, all air-conditioned. 


@ Radio in every room—TV in many. 
PUT ALL YOUR @ World-famous restaurants: The Porterhouse, offering 
wonderful steaks— Well of the Sea, seafood flown fresh 
PEOPLE UNDER daily from the principal rivers, lakes, and oceans of the 
world. And for exceptional food at considerate prices, 
the smart Celtic Grill and Cocktail Corner are long- 
time favorites of Chicagoans and visitors. The Coffee 
Shop and the Snack Bar provide excellent meals quickly. 
e@ The Sherman is in the heart of Chicago's shopping, 
rd £ theater, and financial district. 

re ] e@ Drive-right-in convenience—the only hotel in Chi- 
cago with on-premise garage facilities. No waiting for 
busy doormen when you arrive... no waiting for de- 

livery when you leave. 


Danny Amico, Vice President and Director of Sales, backed 
by highly qualified staff, is on hand day and night to attend 
to all your convention requirements. For help in planning 
your next convention, phone, wire or write Danny. 


Chicago’s Most Convenient Hotel 
COMPLETELY AIR-CONDITIONED 
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MAKE SALES GO PLACES... 


UNITED AIR LINES JET TRAVEL INCENTIVES! 


You can stir the interest and excitement of your sales- 
men with air travel prizes on United Air Lines, because 
United flies to major resort and vacation areas. United 
jets serve New York and Chicago . . . sunny Las Vegas, 
Los Angeles and San Francisco... majestic Rocky 
Mountains and Pacific Northwest . . . romantic Hawaii. 


What salesman wouldn’t work harder to win a trip 
to one of these holiday areas? And you can be sure of 
an effective incentive program because United’s ex- 
perts will work closely with you to promote the glamour 
of jet vacations. 


7 


’ 


Jet travel for sales incentive is only one of the 
important ways United can help strengthen your sales- 
marketing program. United is also the nation’s most 
experienced airline in group travel for sales meetings 
and conventions. And United Jet Freight can often 
lower distribution costs to major U.S. markets. What- 
ever the job, use United jets... they mean business! 


For more information, call your nearest United Air 
Lines office. Or write to Mr. W. H. O'Donnell, United 
Air Lines, 36 S. Wabash Ave., Chicago 3, 
RAndolph 6-5500. 


Illinois. 


BEST in THE WA EST 


for your convention! 


LAS VEGAS 


Victresclwece- THE LARGEST AND FINEST, NEW, PRIVATE 
CONVENTION HALL AND AUDITORIUM IN THE WEST! 


MOST MODERN AND COMPLETELY EQUIPPED IN AMERICA... 
A DOLLAR MIRACLE! 


juare feet 'Projectioneered” to SEAT 3300 PEOPLE theater-style, 
j "2200 PEOPLE banquet-style, with stage and speakers unobstructed in 
sigt tand i from any part of the auditorium 


F aller 


r groups, the auditorium can be partitioned into 3 or 4 more areas, 
EACH WITH ITS OWN STAGE, by means of soundproof movable walls 
se st age {1 speakers’ platforms are the most modern and superbly 
the We 
nagnificent meeting roon eating from 200 to 3300 people, Plus 20 
nittee and hospitality rooms for 30 or more people 
FOR EXHIBITION PURPOSES, THE AUDITORIUM WILL ACCOMMODATE 
200 BOOTHS, INCLUDING AMPLE AISLE SPACE. 
pecially-designed over-head sliding doors have been engineered WIDE 
ENOUGH TO ACCOMMODATE ANY SIZE TRUCK OR TRAILER DIRECTLY 
On CONVENTION Aart FOR LOADING AND UNLOADING PURPOSES. 


e perfect setting ir convention, LARGE OR SMALL! 


AIR CONDITIONED! SOUND CONDITIONED! LIGHT CONDITIONED! 


FJeabesbons Plaminge 


CONVENTION SHOWPLACE OF THE NATION 


FOR COMPLETE INFORMATION, 
Write, Wire or Phone: 

DON WILKINS 

Director of Sales 

The FABULOUS FLAMINGO 
LAS VEGAS, NEVADA 


Phone: DUdley 2-4000 
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New Ideas for S.P.E.A. 


Philadelphia—Sales Promotion Execu- 
tives Assn. convention here, April 
25-27, will be unusual in at least two 
respects. First, program planning 
committee was made up of over 200 
SPEA members. Second, some ses- 
sions will be based on most advanced 
group dynamics techniques known 
today. These sessions will involve 
every attendee at the convention who 
will work at planning a promotion 
campaign, compare his results with 
others’, and defend his decisions on 
what’s best to “management.” All 
subjects at SPEA fourth annual con- 
ference were based on survey of “pro- 
gram committee” members who listed 
subjects that interest them most right 
now. Convention theme is: “Ideas that 
create profits.” 


Civic Hall Hits Snag 


Indianapolis — Plans for a 15,000-seat 
civic auditorium hit a snag. Propo- 
nents of the auditorium thought a bill 
adopted by the state legislature in 
1959 allowed Indiana-Marion County 
Building Authority to construct the 
$16-million project. What went amiss? 
State attorney general Edwin K. Steers 
believes authority needs another 
amendment before it can go ahead. 
Meanwhile, two state senators have 
erected an impass with their opposi- 
tion to any such amendment. Business 
leaders are now urged to pool their 
resources and build auditorium with- 
out tax money. 


Leave U.S. First Time 


Montreal — Master Brewers Assn. of 
America will trek here for its annual 
convention, to open September 23. It 
will be the first time the association 
ever held a convention outside the 
United States in its 74-year history. 


Boston Hall Stalled 


Boston — Prudential Insurance Co.’s 
convention hall for city hangs in the 
balance as hassel over type of road 
to come through center continues to 
hold up work. The $12-million con- 
vention hall and auditorium is part 
of Prudential’s $150-million “Radio 
City” type development in Back Bay 
area. Legal technicalities are over 
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whether road, from the Massachusetts 
Turnpike through center to downtown 
Boston, should be a turnpike or free- 
way. Problem is that the two type 
roads call for different specifications 
and routes. Company has been build- 
ing under the tentative go-ahead that 
road is to be part of turnpike. If hassel 
tips in favor of a freeway, Prudential 
claims it is in trouble. Company has 
threatened to give up the center proj- 
ect, regardless of present investment, 
if issue is not decided promptly. 


N.Y. Fair Has Problems 


New York City — For Robert Moses, 
president of the 1964-65 New York 
World’s Fair, trouble with a capital 
“T” continues to roll his way. Almost 
since the fair’s “cradle days,” open 
criticism has been fired from various 
quarters. The latest controversy? A 
telegram to President John F. Ken- 
nedy and New York Governor Nelson 
Rockefeller labeled the fair’s Uni- 
sphere theme symbol “trite, unin- 
spired.” Message went on to say that 
the svmbol design “will reflect seri- 
ously against United States prestige.” 
Authors of telegram are a group of 
designers and architects, some of 
whom worked on other international 
exhibitions. 

What does the Unisphere look like? 
It is a stainless steel mesh sphere on 
which the continents and major islands 
will be superimposed. Around the 
135-ft. globe will be three elliptical 
“orbits.” A light will travel around 
each, at different speeds, to symbolize 
satellites. Concern over the contro- 
versial design is just another match 
for an already kindling tinder. 

Earlier, members of fairs design 
committee made a wholesale exodus 
to sever anv further working associa- 
tion with fair management. All but 
one member resigned in protest of 
entanglements with fair management 
over who had the “poetic license” in 
the fair’s design. 

Prior to walkout, Moses’s organiza- 
tion incurred the wrath of the Bureau 
of International Exhibitions, which 
refused to sanction the two-year ven- 
ture as a world’s fair. One of B.LE.’s 
criticisms was that the fair is “too 
long.” Recognized international fairs 
are no more than one year in dura- 
tion. As a result of this boycott, Brit- 
ain, France and Italy refused to par- 
ticipate. However, Moses _ reports 
these countries will be amply repre- 


Nearest 


Hotel 

To 

Atlantic City’s 
Convention Hall! 
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{arlton 


On The Beardwalk at lowa Avenue 
ATLANTIC CITY, N. J. 


The superior facilities of The Ritz 
Cariton gives it a preferred position 
when the question of where-to-meet 
is being considered. 


Only the Ritz offers so wide a range 
of facilities and accommodations 
for every size group from ten to 
1500 persons! Here you will find 
more than 22,000 feet of meeting 
and exhibit space, almost custom 
made for your needs .. . plus 


Boardwalk entrance to hotel’s very 
own convention hall. 


Decorator Furnished Accommoda- 
tions: Every Room with Ocean 
View! Superior Cuisine and Ban- 
quet Facilities. Modern Lighting 
and Sound Equipment. PLUS... 
Famed Carousel Room with the 
“Merry-Go-Round” Bar . . . SWIM 
in the Heated, Glass-Enclosed 
Pool. 


Write: Mr. John P. Schlicher, General Man- 
ager, or phone ATlantic City 4-3051. 
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AMERICA’S LARGEST 
HOTEL EXHIBITION 
FACILITIES at the famous 


where you get more 
done while you have more fun! 


More meeting rooms than any other hotel: Air 
Conditioned meeting and exhibit rooms, 10 to 3,000 
capacity. Private dining rooms where conventioneers 
discuss and fraternize. Plus 41,550 sq. ft. of unobstructed 
air conditioned floor space; 79,500 sq. ft. of single-level 
“drive-in” exhibit space, unlimited floor load; 60' x 60' 
elevated stage for heavy equipment displays. All meeting 
and exhibit facilities are yours at no extra charge when 
you meet at the ¢ ‘oncord Hotel! 


Every resort facility including: Two golf courses. 
Year-round, all-weather swimming, ice-skating, sun- ; ae , C 
bathing. Health clubs for men and women. All-star 

stage shows, three orchestras for dancing. All sports 
and activities. Modern shops. Over 1000 twin bedrooms. 
75 executive suites. Dining room accommodates 2800. 
Nearby airport. Open all year, 90 minutes from New 
York City. We know how to keep your men (and their 


OO capacity. 


wives) busy, happy . . . and available for meetings! 


The biggest and best come back year after year, 

including: Air National Guard. Gulf Oil. Allstate 

Insurance. Motorola TV. American Road Builders 

Assn. Dejur-Amsco. Philco TV. Metropolitan Life 

Insurance Co. National Lead Co. Ford. Mutual of 

Omaha. Westinghouse Electric Corp. National Theatre , eS 
Owners Assn. N.Y.S. Kiwanis. N.Y.S. Wholesale Executive Bedroom with TV and two bathrooms. 


Liquor Assn. Chrysler Motors. THE 
For more information and new, illustrated Convention x HOTEL 
Booklet, call, wire or write Dept. SM. 


Kiamesha Lake, N.Y. 
Ray Parker, General Manager * Jay Cohan, Convention Sales Manager 


CONVENTION OFFICE, 41 EAST 42ND ST., N.Y.17, N.Y., YUKON 6-5910—OR CALL MONTICELLO (N. Y.) 1840 
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sented by private interests. 

In spite of inferno, 21 countries so 
far have signed contracts to exhibit at 
the international fair. Thirty-nine were 
represented in the 1939 World’s Fair. 
Also reported is that 28 U.S. corpo- 
rations and industrial associations have 
received tentative space allocation 
which total more than one million 
sq. ft. 


New Show In Dec. 

Chicago — Agricultural Engineering 
Exposition is name given to new trade 
show to be held here, Dec. 12-15. 
Shea Expositions Corp., Pittsburgh, is 
sponsor and producer. According to 
L. West Shea, president, Shea Expo- 
sitions, new trade show will have a 
strong agricultural emphasis and en- 
dorsement of American Society of 
Agricultural Engineers. Show will 
run concurrently with ASAE annual 
convention for its 6,000 members also 
here. Intention is to bring the cre- 
ations of the laboratory, design table 
and field tests to as many agricultural 
engineers as possible, according to 
Shea. 


Bill To Boost Travel 


Washington, D.C. — Senator Warren 
G. Magunson (Wash.-D) dropped his 
travel bill into the Senate hopper re- 
cently for consideration again this 
session. Bill is aimed at reducing the 
$1.2 billion “travel dollar gap.” “Travel 
dollar gap” is the difference between 
the amount U.S. citizens spend abroad 
and the amount foreigners spend here 
in travel. Proposal calls for $5 million 
to be spent annually in travel adver- 
tising and promotion to turn tourist 
tide more in favor of the U. S. Mag- 
nuson says, “Once in full swing, bill 
would trim the ‘dollar gap’ at least 
$500 million each year.” 


Add To Century ‘21 


Seattle — New African state of Upper 
Volta will join neighboring states in 
sponsoring exhibits as Century 21 Ex- 
hibition to portray its industry and 
commerce, Prime Minister Maurice 
Yameogo announces. Nation borders 
Ghana, Dahomey, the Niger Repub- 
lic, Ivory Coast and Sudanese Repub- 
lic. 

Britain is first foreign, big western 
power to officially sign up for the in- 
ternational exhibition in Seattle. 
MARCH 
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Spokesman at the British Embassy, 
Washington, D. C., indicates his gov- 
ernment plans to present an impres- 
sive display of England’s industrial, 
cultural and social progress to Cen- 
tury 21’s estimated 10-million visitors. 
Special effort is believed in lieu of 
Britain’s not participating in New 
York World’s Fair. 


Biggest Design Show 


Detroit—More talks, more exhibits will 
mark the 1961 Design Engineering 
Show, May 22-25. According to show 
managers, Clapp & Poliak, Inc., this 
will be the largest ever held. More 
than 400 companies will exhibit. As 
show is to be held in Detroit for the 
first time, opening conference session 
will be devoted to automotive design 
engineering. Officials of American 
Motors, Chrysler, Ford and General 
Motors will participate in initial ses- 
sion on “Designing for Today’s Com- 
petitive Market.” 


AT&T Moves Meeting 


Chicago—Corporations think more of 
the stockholder all the time. American 
Telephone & Telegraph Co. an- 
nounced it will hold its annual stock- 
holder meeting in McCormick Place 
exposition center, April 19. Before 
this year, meetings have always been 
held in New York City. Frederick R. 
Kappel, president, says, “New site 
will give many A.T.&T. share owners, 
who have not previously been able to 
attend meetings, an opportunity to do 
so.” Some 160,000 stockholders live 
in the Chicago area. 


Floating Fair Clicks 
Tokyo—Floating Fair officials were so 
taken in by its recent success that 
they plan to build a permanent float- 
ing exhibition ship at a cost of $4.5 
million. For the third Japan Industry 
Floating Fair, a 10,000-ton cargo 
liner was converted into an exhibition 
to tour Australia, New Zealand and 
Southeast Asia. Purpose was to in- 
crease the exports of Japanese manu- 
facturers. Tour began last fall at 
Brisbane, Australia, where capacity 
crowds aboard ship were reported. 
Displays featured heavy equipment, 
machinery and consumer goods by 
138 manufacturers. Other ports in- 
cluded Singapore, Bangkok, Saigon, 
Manila, Hong Kong and Keelung. 


SITE FOR 
SUCCESSFUL 
MEETINGS... 


CHICAGO’S 


PRUDENTIAL 
AUDITORIUM 


. . . Accommodations for up 
to 1100 people . . . catering 
service for 425 seated guests 
... raised stage 40-feet wide, 
20-feet deep... modern 
lighting and public address 
system ... projection booth. 


For reservations, call: 
WHITEHALL 3-2800, EXTENSION 262 


PRUDENTIAL 
BUILDING 


Randolph Drive, just 
east of Michigan Avenue 
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“THE RESORT- 
OF 


All our claims are so much extra 
icing on the cake. For the 

proof of the pudding, 

we proudly point to the many 
groups who keep coming 

back happily time after 
time — for fun and 
accomplishment. 


For full particulars about 
our matchless meeting and 
exhibit facilities, write: 


_ 


Convention Manager 


“Taste 


CENTER OF THE BOARDWALK 
ATLANTIC CITY, N. J. 


A TISCH HOTEL * CHARLES CRADDOCK, Gen. Mgr. » OCEANFRONT, 96th TO 98th STREETS* BAL HARBOUR, MIAMI BEACH, FLORIDA 
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New York, N. Y. 
Phone: PLaza 9-3000 


“Now, that’s what I call service!” 


So do we! At HCA we believe the real difference 
in hotels is the way people are treated. After all, 
what is service but an awareness of people’s needs? 

HCA calls it personalized service. That means 
prompt, courteous attention to you and to every 
individual in your group. 

You get the kind of service that arranges perfect 
seating, a P. A. system that functions properly, and 


THE PLAZA HOTEL ROOSEVELT 
New York, N. 


ve 
Phone: MUrray Hill 6-9200 


PALM BEACH BILTMORE 
Palm Beach, Fila. 
Phone: TEmple 2-1781 


CHARTERHOUSE MOTOR HOTEL 
Cleveland (Euclid), Ohio 
Phone: ANdrews 1-0300 


THE MAYFLOWER 
Washington, D. C. 
Phone: District 7-300 


THE ROYAL ORLEANS 
New Orleans, La. 
Phone: EXpress 5333 


projection equipment, visual aids, lights and props 
set up when and where you need them. 

Let HCA be your host for the next convention. 
Tell us your requirements and we’ll put our ‘“‘know- 
how”’ to work to help make your convention more 
successful. For information or reservations at any of 
the HCA hotels, contact your nearest HCA hotel 
listed below: 


EDGEWATER BEACH HOTEL 
Chicago, III. 
Phone: LOngbeach 1-6000 


HOTEL QUITO 
Quito, Ecuador 
Phone: 30-300 


CHARTERHOUSE MOTOR HOTEL 
Washington, D. C. — South 
Phone: Fleetwood 4-4400 


Convention facilities will also be available at other Charterhouse Motor Hotels now under construction. 


Hotret CorPORATION OF AMERICA 


A. M. SONNABEND, President 
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Bienvenidos Amigos / 


Ready for you - December 1961 
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HOTEL MARIA ISABEL 


Mexico City 
NEWEST OF THE BALSA HOTELS e MOST LUXURIOUS IN THE AMERICAS 


Superb Meeting and Dining Facilities for 2,500 People 
Ideal Flexibility for All Requirements 
“650 Rooms and Suites of the Future” 
Bilingual Staff Truly Personalized Attention 


Mexico City Offers the Perfect Year-Round Climate 
Other members of the Balsa Hotel Family to serve you: 


in Mexico City ElPresidente ~- Luxury without par 

Del Prado - World famed 
Prado-Alffer - Elegance of Mexico 

; Hotel Premier - Sparkling new 

in Acapulco El Presidente ~- Finest and most luxurious 
Eleano - Spectacular and delightful 
Prado-Americas - Home of “Cantamar” 
Noa Noa - Favored for its facilities 

Motel Tampa - Superb for informal relaxation 
and in New York City - the famed St. Regis 


Cesar Balsa, President Roberto Zapata, Jr. Managing Director 
For bookings, information and details: 
“BALSA HOTELS” 
Hamburgo 135 Mexico, D.F. 
U. S. and Canadian Representatives: 
UTELL INTERNATIONAL 


New York @ Dallas @ Boston @ Montreal e Chicago @ Toronto @ Miami 


JOHN A TETLEY CO., INC. 


Los Angeles e San Francisco 
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What's 
Happening 
With 
Incentive 


Travel 
Today? 


Roundup of what companies 
are doing shows these trends 


in incentive travel programs: 


1. increase in business 
sessions during trips 


greater use of multiple 
incentive trip sites 


search for novelty to 
make trip different 


PHILCO EXECS pose 
with Jayne Mans- 
field. Dealers had 
same opportunity. 
Photos were novelty 
Philco used to 
add glamour to trip. 


SEARCH as you may, you'll find no 
two incentive travel programs alike 
today. There was a time that when 
a company turned to travel as an in- 
centive award, its plans and opera- 
tions followed a set pattern. 


TRIP TICKET |” 


Fs 


Today, after a decade of rapid 
growth in use of incentive travel by 
American industry, there are as many 
variations in programs as there are 
companies. Each company has its own 
philosophy on the subject of incentive 
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LIVE DRAMA introduces Philco’s new appliance and home laundry line. Show 
travelled to Miami Beach and Las Vegas so both groups would see it. 


awards and its own ideas on how to 
use this sales stimulato 
Some base quotas on -past perform- 
I 


ance: some do not. Some consider 


the trip to be a convention, complete 
with business sessions, and others bill 
it as a holiday onl\ 


Some companies 
select one place to take winners; a 
growing number of companies have 
multiple destinations 


Multiple Sites 


Use of many sites is a growing 
trend today Tire & Rub- 


ber Co. offered dealers air trips to 


Cor rly eal 


four different sites and a Caribbean 
cruise, too. Dealers with the highest 
percentage of sales over quota (based 
on previous year’s sales) won trips to 
either the Far East, Europe, Hawaii, 
Mexico or the Caribbean. 

Goodyear, an incentive travel spon- 
sor ol long 1948) 
staged its recent campaign to increase 


sales of tires 


standing (since 


batteries and 
everything else its distributors carry 

Last fall, 71 Goodyear dealers flew 
to Mexico via American Airlines; 58 
went to 
World 
Scandinavian Airlines; six regional 
winners flew to the Far East; and 58 
cruised the Caribbean on Grace Lines 


tubes, 


Hawaii via Pan America 


Airwavs: 58 saw Europe via 


In all, 252 dealers and their wives 
earned trips. 
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Another approach to multiple sites 
for incentive travel programs is used 
by Scott Paper Co., Chester, Pa. In 
Scott’s incentive contest, winners earn 
gift certificates for travel in amounts 
of $100 to $3,000. An estimated $80,- 
000 in travel prizes is involved in this 
program 

Most incentive contests use travel 
as top prize. However, General Foods 
Corp., staged a contest for consumers 
in two areas, and 10-day trips for two 
to Hawaii was third prize. In this 
contest that covered nine food prod- 
ucts and was promoted in two mar- 
kets (Toledo, Ohio, and Atlanta, Ga.) 
there were 300 winners. First prize 
was cash—$7,500. An electric kitchen 
or $4,000 was second prize. Trip 
winners flew to Hawaii on a DC-8C 
jet of Northwest Orient Airlines. 


No Vacation 


For many companies, incentive 
travel is no vacation but a convention 
at a glamorous spot. Bankers Life & 
Casualty Co., Chicago, doesn’t even 
consider its trip an incentive contest 
although agents have to meet a quota 
to attend its convention - workshop. 
Over 500 agents and their wives con- 
verged on Carillon Hotel, Miami 
Beach, for the meeting. 

To keep its agents excited about 
the convention, small prizes (shirts) 
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were awarded for outstanding sales 
during four- and six-week periods. 

During the convention, Bankers 
Life agents attend meetings every day 
except Sunday. Wives attend two 
business sessions to learn about their 
husbands’ work and to recognize how 
important they are to their husbands’ 
success. All social events are slated 
for evenings. 


Introduce New Line 


Philco Corp., Philadelphia, is an- 
other company that doesn’t look upon 
incentive travel as just vacation. It 
uses its trips as new-line introduction 
events. 

Philco’s recent trips were to Miami 
Beach and Las Vegas. Called “Trava- 
ganza,” Philco’s trips took 1,500 deal- 
ers to Las Vegas and 1,500 to Miami 
Beach. They arrived on a Tuesday; 
saw the line introduction show 
Wednesday morning; visited an ex- 
hibit of new appliances Wednesday 
afternoon; and had fun Thursday and 
Friday. They returned home Satur- 
day. Dealers earned their mid-winner 
trips by purchases of television and 
appliances during 1960. 

Philco was able to present to its 
dealers and distributors exciting ex- 
hibitions of athletic prowess. Through 
Sports Illustrated magazine’s special 
events department, Philco had on 
hand an array of champions seldom 
seen together. 


Presentation of “Olympian Festival 
of Champions” in Miami Beach in- 
cluded such sporting figures as: Bobby 
Morrow, Doris Hart, Fred Perry, 
Paul Hahn, Tom Courtney, Norm Van 
Brocklin, Kyle Rote, Rocky Marciano, 
Marlene Bauer Hagge, Bob Mathias, 
Johnny Mize, Ed Furgol, Pat Sum- 
merall, Ann Marston, Gus Triandos, 
and Bob Nieman. 


In Las Vegas, dealers met and saw 
these athletes perform: Duke Snider, 
Doug Ford, Jerry Barber, Pat Mc- 
Cormick, Sammy Lee, Ralph and 
Nancy Kliner, Doak Walker, Margie 
Law, Jerry and Rusty Koehler, Art 
Wall, Jr., Elroy Hirsch, Johnny Weis- 
muller, Rafer Johnson, and Parry 
O’Brien. 

Philco set something of a record 
when 167 of its dealers arrived in Las 
Vegas from Chicago aboard one air- 
liner, a Trans World Airlines 707 jet. 
In Las Vegas two product shows were 
staged for the dealers at the Dunes 
Hotel. (Group had to be divided into 
two so all 1,500 could be accommo- 
dated.) Dealers stayed at the Fla- 
mingo, Tropicana and Sands hotels. 

In Miami Beach, Eden Roc and 
Fontainebleau hotels housed Philco 
dealers. Special baggage tags (in 
shape of a traveling bag) had name 


SALES MANAGEMENT 


How to Budget Incentive Trip 


There’s a simple formula to help you price an incentive trip 


“package.” 


With it, you can discover how much you should 


invest in an incentive program. Here are the five easy steps: 


1. Realistically, considering market conditions and the aid 
you plan to make available, how much increase in sales should 


result with a good incentive? 


2. 


How much profit will the company earn on this increase? 


3. How much of this profit are you willing to share with 
your sales force, dealers, distributors, in form of incentive trip? 


4. How 
to qualify? 


many salesmen, dealers, distributors do you expect 


5. Divide answer on line #3 by line #4. This is the rough 


estimate of individual trip “package.” 


Cost items that should 


go into this “package” are: promotion costs, transportation and 


transfers, hotel, 


sightseeing, novelties or giveaways, gratuities, 


entertainment and fund for contingencies. 


of hotel (to which each dealer was 
assigned) imprinted on them. When 
dealers arrived at their hotels, they 
picked up their keys and went di- 
rectly to their rooms. 

If multiple sites for incentive trips 


WINNERS and their 
wives arrive at Gote- 
borg, Sweden, airport, 
one leg in Facit’s 
“sweepstake” incentive 
junket to Sweden, Den- 
mark, France and Ger- 
many. Over 60 Facit 
dealers qualified to go. 
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are the biggest trend today, second 
biggest trend is inclusion of work 
sessions during trips. Business meet- 
ings at incentive sites are growing 
for two reasons. First, in order for a 
trip winner to qualify his trip as a 


non-taxed item, the trip must be de- 
signed as an educational experience 
related to his business. If it’s all 
holiday, it is taxed as added income. 
If a reasonable portion of time on the 
trip is devoted to business sessions, 
there is a basis for not paying tax. 
Internal Revenue Service indicates 
that if the trip is primarily vacation, 
it’s income. Burden of proof is on the 
trip winner (the tax pay er). 


Explains Business Activity 


That’s why competent speakers and 
recognized experts are now on many 
trip programs at the incentive site; 
and why intensive business sessions 
are often included; and why work- 
books are used; why printed programs 
indicate business activity; and why 
diplomas or certificates often are 
awarded on completion of the series 
of sessions. 

With some trip planners, the trip 
is all vacation and the recipient knows 
it. The tax liability is his. Some in- 
centive trip planners are much con- 
cerned with the tax problem, while 
many long-time trip users regard i 
as unimportant to an incentive pro- 
gram’s success. 

General Electric Major Appliance 
Division uses travel as an incentive 
for dealers, but does not use a tri 
“to entice a dealer into over-buying,” 
as a G-E spokesman puts it. G.E. has 
some strong opinions on the subject. 

(continued on page 156) 


~ ODHNER ADDING MACHINES 
~ FACIT CALCULATORS AND TYPEWRITERS 


_EACIT_ING -t1© A 


U. V. “Bing” MUSCIO 


FOR SOME COMPANIES incentive 
trips are staged for a special objective. 
It may be to increase dealer outlets, 
build bigger volume into each order, 
simply increase over-all volume, or for 
( renerally : 
this means incentive travel programs 
ire not annual, but planned as needed. 

For at least one manufacturer, 
there’s nothing sporadic about its in- 
centive trips. Over the past 10 years, 


Fedders Corp., Maspeth, N. Y., has 


me of 20 other reasons 


been a consistant user of travel as 
part of its promotion to air-conditioner 
] ! 

dealers 


“With us, trips are a fixed part of 
the way we do business,” says U. V. 
Muscio, executive vice president, Fed- 
ders ( orp “We have 


developed 
a tradition with our trips 


In effect, 
we plan our dealers’ vacations.” 

Since the company staged its first 
trip in 1951 to Bermuda, Fedders 
considers itself a pioneer in incentive 
travel. In the pioneer spirit, Fedders 
tries to be first in areas not used pre- 
viously for incentive trips by any of its 
( ym petitors 

‘We have gone through a meta- 
morphosis,” admits Muscio as he ex- 
plains his company’s incentive trips 
and how they are handled. At first, 
trips were the incentive to get dealers 
to buy merchandise. Fedders pushed 
for big numbers. It wanted as many 
trips earned as possible. The com- 
pany didn’t care who went on the trip 
as long as the trip was the biggest in 
the industry. Many dealers earned 
multiple trips. Often trips were sold 
by dealers. 

But things are 
“We've 


different 
established a 


now. 
hard-and-fast 
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AT FEDDERS CORP. 


rule—to limit trips to dealers and 
wives—no outsiders,” says Muscio. 
“At first we tried for big numbers; now 
we go for quality.” By quality, he 
means value of the individual traveler 
to Fedders’ marketing program. 

“We attempt to do two things,” ex- 
plains Muscio. “First, we try to mo- 
tivate our dealers. Second, and more 
important, we attempt to engender a 
familial feeling between dealers and 
the company.” 

This dealer loyalty is no small item 
to Fedders since many dealers carry 
more than one line of air conditioner. 
“We're a giant in a field predominated 
by giants,” Muscio says, to explain 
how Fedders can be first in room air- 
conditioner sales against such cor- 
porate giants as General Electric, 
General Motors’ Frigidaire, Westing- 
house, RCA Whirlpool and Philco. 
“Actually, trips represent a small part 
of our merchandising program,” says 
Muscio. “The biggest and most im- 
portant part of our success is product 
development—a product to meet the 
needs of bigger markets.” 


Fedders Likes to Be First 


Fedders likes to be out in front in 
sales and takes some pride in taking 
dealers to new places. “We attempt 
to be first,” says Muscio. “We pi- 
oneered Montego Bay (Jamaica). We 
were first in Israel.” In the fall, Fed- 
ders expects to chalk up another 
“first” with trips to Rio de Janeiro, 
Brazil, and St. Croix, Virgin Islands. 

Aim of Fedders is to seek out in- 
centive trip sites that a dealer nor- 
mally would not think of visiting him- 
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‘Trips are 

a fixed part 
of the way we 
do business’ 


self. “It’s not that he couldn't afford 
to go—since many dealers are quite 
large—but psychologically the places 
seem to be above his status,” Muscio 


explains. “When we pick out a new 
spot, we bring the area down to the 
dealer’s level—psychologically. Of 


course, after he’s been there, it no 
longer is the ‘unreachable’ place it 
once was in his mind.” 

With its aim to open new vacation 
areas to its dealers, coupled with its 
desire to limit trips to dealer families 
only, Fedders has gone into multiple 
sites. Distant trips are planned for 
big volume dealers and shorter trips 
for small dealers. Aim is to get a deal- 
er to qualify for his and his wife’s trip. 
Fedders dealers in each territory have 
different quotas which are set by dis- 
tributors rather than Fedders. 

Last year, Fedders had a trip to 
Grand Bahama Club, another to Paris 
and another to Israel. Almost 3,000 
went to Grand Bahama Club; 700 to 
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Israel and just under 1,000 to Paris. 
Grand Bahama, incidentally, renamed 
the island for Fedders. In an official 
proclamation, Grand Bahama Island 
bore a Fedders’ label. 

Signed by Edward C. Leamond, 
Esq., Residential President, the official 
document said in part, “We hereby 
proclaim that as a token of our appre- 
ciation, Grand Bahama Island, lying 
west of 78° 45’ longitude, shall be 
officially known as Fedders Land for 
the period between Sept. 12 and Nov. 
25 when the representatives and 
friends of the Fedde srs Corporation 
shall vacation with us. 

While Fedders Land may have 
been the island’s name, Fedders gave 
it still another, Fedders Isand. The 
latter suited its copy approach better 

promotional mailings to dealers. 


2,000 Going to Rio 


This fall, Fedders expects to take 
2,000 dealers and wives on an eight- 
day trip to Rio and a nearby moun- 
tain resort, Quitadinha. Dealers will 
motor by bus from Copa Cabana 
beach in Rio to the mountain resort. 
They will fly to Rio via Pan American 
chartered planes. Other dealers will 
fly to St. Croix. This latter trip in- 
cludes a flight to St. Thomas one day. 

Because of the large movements, 
dealers will shuttle back and forth in 
groups made up of marketing regions. 


Fedders has used this system which 
dealers like. Thus, friendships made 
by dealers on one trip may be ex- 
pected to be renewed on the next 
since dealers from the same regions al- 
ways travel together. 


Rio Cost Double 


Cost to Fedders for the trip to Rio 
is about twice the cost of the trip to 
St. Croix. Hence, distributors develop 
their merchandising plans and set 
quotas that come close to the double 
value of one trip over the other. “Dis- 
tributors use a variety of merchandis- 
ing arrangements,” Muscio points out. 

Muscio works about two years 
ahead to plan incentive trips. His 
method is simple. He talks to govern- 
ment representatives of areas he is 
considering. He gets facts on what 
these areas have to offer. From these 
facts he makes a selection. 

He always goes to the area person- 
ally to check out the site. “It never 
takes more than a day and a half to 
look over an area,” he reveals. In 
that time he can check hotel rooms for 
cleanliness, modern appointments and 
general conditions. He also samples 
food and checks on provisions for en- 
tertainment. In addition he investi- 
gates the local tours to see if they 
match the glowing accounts in the 
original proposals. 


Wig ir. 


ZN  FFEDDERS 
\OYACE swoupay To 


17, POT 


ial 
S DEALERS 
ISRAEL” —~ 


— snr omens flights to Paris and Tel Aviv, Israel, last year. 


To make sure that what he sees 
and tries on his investigating trip i 
what dealers get, Muscio brings along 
his own contract. He calls it a 
“boiler plate” contract because it 
covers just about everything. To it 
he fastens printed menus. Contract 
even includes the right for Fedders to 
inspect kitchens at any time to insure 
food quality. 


Handle All Details 


Fedders always plans its trips itself. 
It does its own promotion. It handles 
every detail. It credits much of the 
trips’ success to the personal handling 
of all details by company personnel. 
Company executives make it a point 
to meet all dealers during trips. Presi- 
dent Salvatore Giordano has often 
flown back and forth from incentive 
sites each week to be on hand to meet 
new groups of dealers. 

Over the years, Fedders has been 
able to cut down the time it requires 
to plan and organize trips. “What we 
know from experience is our big ad- 
vantage,” says Muscio. Now in its 
10th year of incentive trips, Fedders 
claims to be the most experienced in 
its industry. It’s dealers probably are 
the most traveled of any group. And 
still Fedders sees no end. For Fed- 
ders, dealer trips are as normal a busi- 
ness operation as consumer advertis- 
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You better plan to see Paris. Good- 
time town. Very high-tone, too. 
Even children here cultured speak-um 
French all the time . . .” Ending on 
a note to sell honey and see Paris, 
bulletin sported a garter which sup- 


” 
I n C 2 ntive posedy flew off a chorus girl doing the 
can can. To make sure brokers 


worked especially hard, a fictitious 
Parisian lover mailed a bottle of per- 
e fume with enticing note to brokers’ 
or iouX wives. Note described her life in 
Paris if husband sold the grand 
amount. : 
Among articles attached to other 
bulletins were such items as a minia- 
ture roulette wheel from Monte Carlo, 
piece of rope from Calcutta, beads 
from Belgian Congo, shells from 
Waikiki, sunglasses and cigar holders. 
Special mailings during the two- 
month promotion were the only con- 
tact with contestants. Broker with 
largest percentage increase over his 
assigned quota was named winner. 
Since the campaign was handled by 
many smaller ones to interest food brokers. Indian cartoon  ™2!l, a world-travel “ticket” was de- 
veloped to kick off the contest. Make- 

character used in direct-mail campaign to push trip contest. believe ticket explained the contest 
and listed cities included on the trip. 
It was perforated so a stub could be 
detached for each city like a real con- 
tinuous travel ticket. 


Round-the-world trip offered to food broker who has best sales 


record for honey. Sponsor prefers one big prize rather than 


AS BEES take to flowers, so will men 


to selling—provided the “nector” is INCENTIVE ‘Remarkable Effort’ 


sweet enough That is the principle : 
Sioux Honey Assn.. Sioux City, Iowa. TRAVEL Miami firm, Bonacker and Leigh, 
used to rally its food brokers into full won first prize—a_ trip around the 
production oC eee world for two plus $1,000 spending 
General Manager Foy Smock be- money. Smock says a “remarkable 
“award should be substantial. effort’ by all brokers made contest 
winners” in his honey pro- most successful. 
He sees around-the-world ; Aftermath of contest produced one 
for food broker with the best sales a unexpected problem. According to 
| creates more enthusiasm than contest rules, winner had to take the 
many prizes of less value. However, ; . trip. No money would be given in 
the association did offer seeend. end Ny, ty lieu of travel. Winner and wife could 
third-place prizes of $500 and $300 Wns ‘ not take time off to travel around the 
Conk odie “bles nT world. Instead, they elected to go 
ire competing for the brok- just to Paris. 
ittention; therefore, con- 
o be unusual and worth 
der to attract them.” 


Bulletins with Souvenirs How to Test a Theme 


7 ae a Theme for your incentive program is important. On it will hang 
oO excite some roKkers, moc ° : 
eheiaita aaa alee .R peat all your promotional efforts. Ideas for a theme can come from 
mec O % agency enc .eVnoldas ri 

Inc., Omaha, to produce a direct mail anywhere. But, before you commit yourself to a theme, see how 
campaign. As « result, “Big Chief many of the requirements of a perfect theme it meets. 
Round-Um World” cartoon character 
was created to kindle interest. Comic 
Indian chief visited: London, Paris 
Rome, Madrid, Algiers, Leopoldville 2. Excites imagination Is light and lively 
Cario Berlin Moscow Calcutta : 

sage 3. Indicates a challenge ggests luxury 
Tokyo and Honolulu—all places th nes ee nee 


Theme is clever Can be dramatized 


winner would travel Chief Round 7. Ties in with sales objective 
Um World issued a bulletin on each 


city with souvenir attached 
About Paris, the chief wrote, “ 
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Incentive Cruises Growing 


Many more ships now available to incentive planners. Some new 


wrinkles planned—fiotilla of ships with helicopter to fly execs 


from one ship to another. Cruises now leave from many cities 


on East Coast. Some of the biggest liners are now involved. 


CRUISES as incentive awards are 
coming back in popularity. There are 
many more cruises available. More 
ports of departure have been devel- 
oped. Wide variety of “packages” and 
range of prices have been created. 
And, there’s something about ships 
and shipboard life tha ut appeals to 
incentive groups. 

It used to be that just about every 
Caribbean cruise left from New York 
City. Now you can have your incen- 
tive group depart from almost any 
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port on the East Coast — from Boston 
down to Port Everglades, near Miami 
Advantage of southern ports, inci- 
dentally, is that the cruise ship can 
reach more Caribbean ports-of-call 
because days spent sailing from north- 
ern ports southward are eliminated. 
Price flexibility is greater than ever 
before. For instance, you can have a 
“package” that includes a three-day 
cruise for as little at $85 per person. 
A four-day cruise might start at about 
$120 while $150 is a bottom price on 
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Facts for Contestants 


Whenever you announce an incentive travel contest, there are 


six basic points that must be covered. If you miss any one of 


them, you will lose initial momentum in your contest and will 


complicate your follow-up promotion. Here are the points you 


must cover right away: 


1. Opening and closing dates of contest. 


5 


2. Who is eligible or how to become eligible. 


3. Basis of award — what you have to do to get what. 


Reporting requirement — how progress is validated. 


How and when travel will be taken. 


What is included in travel “package.” 


a five-day cruise. (Rule of thumb is 
$30 pel day 

Many of the old delights of luxury 
cruises are still enjoyed; such things 
as six meals a day, including a seven- 
course dinner, and entertainment and 
dancing at night. New wrinkles have 
been added however 

John E. Smith, Jr., president, Ca- 
ribbean Cruise Lines, Inc., reports the 
latest plan It is a flotilla of three 
ships that sail in formation through 
the Caribbean. Periodically they 
change position so that a different 
ship is in the middle and can catch 
ight of deckboard activities aboard 
the other ships. A helicopter will fly 
between these ships so that the com 


s 


pany sponsor of the incentive cruise 
can have its top executives spend time 
with contest winners on all three 


ships It allows one set of lecturers 


roy { 


or speakers to address all groups in a 
short span of time. 


One of the biggest advantages of 
the flotilla, it allows a large group of 
incentive winners to travel at one 
time. It shortens the time devoted to 
incentive programs. Right now, it 
takes some companies (with groups 
of 2,000-4,000) three months to shut- 
tle trip winners back and forth on 
the journeys. With three or more big 
ships in a flotilla, the whole contingent 
can put to sea at once and the whole 
cruise be completed within a week to 
two weeks (depending on the num- 
ber of ports-of-call that are planned). 

What many company executives 
like about shipboard incentive trips 
are the many facilities on new luxury 
liners. There are many meeting 
rooms; areas for exhibits; complete 


Sateen 


p-a. system throughout the ship; 
plenty of social activities both day- 
time and at night. 

Caribbean cruises are popular be- 
cause within a week (depending from 
where you sail) you can hit one, two 
or three foreign ports. Trip “pack- 
ages” have been developed so that 
incentive contest winners can be flown 
via chartered plane to a southern port 
and depart for a cruise to three dif- 
ferent islands in one week. For a 
national sales force, the added plane 
travel to reach Miami, for instance, 
is comparatively small on a per-man 
basis. (Charter plane costs from Mid- 
west to Miami, for instance, are not 
much greater per person than Mid- 
west to New York City.) 

In the past, incentive users could 
not plan cruises long in advance be- 
cause steamship schedules were issued 
on an annual basis. Today, says Smith, 
you can plan an incentive trip aboard 
a ship a year or 18 months in advance 
instead of the normal six to nine 
months. Extra time allows better 
planning and more time for promo- 
tion. 

When these modern ships are called 
luxury liners, they mean luxury. For 
instance, S. S. Hansiatic, scheduled for 
cruises this fall, features four orches- 
tras, varied entertainment, indoor and 
outdoor swimming pools. A ship this 
size normally carries 1,276 passengers 
on trans-Atlantic runs, but on an in- 
centive cruise takes on only 750 peo- 
ple. This means more personal serv- 
ice. 

To take over a complete ship, you 
need a group of from 350 to 750. 
However, groups as small as 50 can 
be included on a cruise ship and have 
a private meeting room set aside for 
exclusive use of the group. 


SHIPS AS LARGE as the Hanseatic, which can hold over a thousand passengers, book only 750 for incentive trips. 
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At ports of call, incentive winners 
usually go ashore all day. They can 
return to the ship for lunch or the 
ship will provide box lunches. In a 
trip “package” tours ashore can be 
arranged, as can special activities 
aboard ship. Extra cocktail parties 
with open or limited bar are com- 
paratively inexpensive aboard ship. 
Some groups limit liquor consump- 
tion by issuing coupons for drinks. 
Of course, some coupon trading goes 
on, but generally it allows adequate 
control where this is desired. 

Cruises are particularly attractive to 
incentive groups where wives are in- 
cluded. Experience of cruise directors 
indicates an incentive trip is always 
more successful with wives along. 

Incentive cruises are available for 
incentive groups in fall, winter and 
spring. During summer months, ships 
scheduled for regular trans-ocean use. 

Most notable trend in incentive 
cruises today is the availability of 
some of the world’s largest and plush- 
iest vessels. Increased use of incen- 
tive travel has prompted more ship 
owners to charter their vessels with 
full crew and staff. @ 


HORSE RACES and other games are organized aboard ship by social director 
for group. Social schedule keeps guests busy while ship steams to port-of-call. 


Choice Cabin Is Incentive, Too 


Tupperware takes distributors on cruise for regular convention. 


Incentive in this case: 


distributors with best sales records 


for the year get best accommodations. Advance promotion to 


distributors played up “top deck” theme to spur more production. 


SWITCH on the normal incentive 
cruise was made by Tupperware Home 
Parties, Inc., Orlando, Fla. Its annual 
conference in January required no 
quota for its 400 distributors to at- 
tend the floating convention. How- 
ever, there was an incentive involved: 
accommodations aboard the 20,000 
Italian liner Bianca C. were assigned 
on the basis of annual sales by dis- 
tributors. 

Tupperware’s island-hopping con- 
ference had the run of the Bianca C. 
Tupperware staff was able to set up 
the ship’s huge main lounge in school- 
room style for work sessions which 
began the first full day at sea. Entire 
conference carried out the nautical 
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theme. Seats were marked by dis- 
tributor name placards made of mini- 
ature life preservers. Even award 
plaques followed the sea-going theme, 
using replicas of the ship, and ship’s 
wheels. 

Typical of the Tupperware opera- 
tion is the way in which this Carib- 
bean cruise-conference was promoted. 
When the cruise was announced in 
August, 1960, it was specified the 
finest cabin accommodations would 
go to distributors who did the best 
sales job through the end of the year. 
As does every major ocean-going 
vessel, the Bianca C: has several 
decks, each featuring varying de- 
grees of cabin accommodations. Thus, 
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GALA celebration by Tupperware distributors is going-away party which begins as ship leaves port. 


distributors were urged to goal-ex- moted “top deck” to their independ- As the organization operates in an 


ceeding sales performance with the ent dealers and managers (ranging atmosphere of close cooperation and 
incentive of “top deck” accommoda- trom 40 to 600, depending on loca- “family spirit,” dealers and managers 
tions. Distributors then in turn pro tion and “age” of a franchised area). went all out to insure their distribu- 


true or false? 


Jamaica is the place to hold your next sales meeting 


t f t f 
[] [J Jamaica offers superb facilities for meetings large [J [J Jamaica has 1001 things to do and see when business 


or small —the business part of meetings run like is finished. Jamaica defies anyone to be bored. 
clockwork. 


nin Jamaica is an exciting, “foreign” place to be — the 


“pleasure” part of meetings is unforgettable. 


ain Jamaica offers free port shopping with outstanding 

bargains in fine merchandise from all over the world 
— watches, cameras, perfume, liquor, etc. Meetings 

a ; ; ‘ in Jamaica hav incentive plz ilt right in! 

aie Jamaica is not expensive — people are ill advised in Jamaica have an incentive plan built right in 
to hold their meeting just anywhere when they can C1 Jamaica is the place pirates used to hold their own 
hold it somewhere — and for no more! sales meetings in days of yore. Pirates could go any- 

i 0 ' ; ; where. They came here. 
aig Jamaica is old-fashioned in the sense that it really y 


wants to please people, and doesn’t just pretend to. ain Jamaica has tourist offices in major cities. They'll 
Che difference is apparent instantly. bend over backwards to make any sales meeting a 


' rouser. So will any travel agent. 
(ILI Jamaica enjoys dependable weather. If the weather- ‘ s y travel agen 


man himself had to schedule a sales meeting, he [] Jamaica is mere hours away 
would probably schedule it here. by air — even closer by jet! 


| [] You should come to Jamaica because it’s no place like home. 


If you have marked all the above statements ‘true’ , which they all are, 
then you need no further convincing. If not, better see for yourself. 


JAMAICA IN THE WEST INDIES « Jamaica Tourist Board, Kingston, Jamaica, W.!. * New York « Chicago « Miami « Toronto 
SEE ANY TRAVEL AGENT = Jet service from citie nt at 


al airlines serve Jamaica. Also, regular sailings from New York, Miami and New Orleans. §f 
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an American Express vacation trip f 


All over the nation, successful executives are award- 


ing travel prizes in their sales contests. And what a 
powerful stimulant travel is! It’s everyone’s dream 
to see Europe, Hawaii, South America, the Carib- 
bean . . . everyone’s longing to pack a bag and head 
for a faraway shore. Reward hard work with the 


pleasure and relaxation of an expenses-paid tour! 


If your company has not used travel as incentive 
prizes, now is the time todosomething about it. What- 
ever your time limit, itinerary or budget, we’ll be 


sure to create a trip to suit your needs as well as your 


pocketbook. For the address of your nearest American 
Express office, call Western Union by number, and 
ask for Operator 25, or fill out the coupon below. 


American Express, 65 Broadway 
New York, N. Y., Att: Group Travel Unit 


Dear Sir: Please send me literature on Sales Incentive Travel. 


Name 


Address 


American Express Travel Service 


Group Travel Unit, 65 Broadway, New York, 
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Year Around Resort 


HOTEL 


CHAMBERLIN 


ON THE CHESAPEAKE BAY 
OLD POINT COMFORT © FORT MONROE, VA 


300 ROOMS 


This gracious resort hotel offers a unique experience 
for your convention delegates. The pleasant seaside 
atmosphere, spacious meeting and exhibit areas 
delightful Southern style cooking and excellent 
room accommodations will long be remembered by 

ie your entire convention Exceptional recreation 
. ~ facilities offer both an outdoor and indoor heated 
In Richmond eee . | pool, fishing, boating, golf, game room, tennis 
dancing or if you prefer there are many tours of 
- — \ i convenient historic shrines, including the Jefferson 
bp Ay U/, Wi 7 P s Davis Casemate, Yorktown, Jamestown and 
hl Ke (Hd COIS : = Williamsburg. During the Civil War Centennial 
you'll find many of your conventionaires will want 
IN. THE HEART OF DOWNTOWN RICHMOND to take advantage of a few extra days to visit all 

of these historic sites. 

$00 ROOMS 


sctetstiiaiidastiauee Tre Hotle that Hospaalty Baal 


Historic sites of interest are within walking 

tion membership will find their leisure hours 

and informative tours of Richmond and other 
nterest. Spacious banquet and meeting areas For Additional information and 
Brochures—Please Write or Co 


sted rooms and exceptional food prepared by master Chories M. Adams—Director of 


} Sales—Dept A 
© @ successful convention at The John Marshall. TV and 


if) y i i 
hiuchmond Miles Frcorporaled 
Executive Offices, Eighth & Brood Streets, Richmond, Va., Phone Mi 8-448! 
For information and reservations please contact Director of Sales, Dept. SM, Richmond Hotels, Inc., Richmond, Va. 


uw? ' , YDITORIUM 


MUNICIPAL VILLITA A 


ne _ Cal 
5 6,065 — Exhibits Seats 1,850 Exhi Arena-Concourse Ex 


Other Covered Are 


Added Attractions That Will Build Added Attendance S A t ~ 
San Antonio has everything needed to blended a modern dynamic city of over an n ono 


make your convention, sales meeting or half a million. Everywhere are interest- 
trad ' v y , 2e _— 
trade show a huge success ; ing things to see and do - WHERE LIFE 1S DIFFERENT 
Last year 200 meetings were held = added attractions that will 
here with an attendance exceeding any build added attendance for 
104,250. Many of these groups have T any meeting. The famed 
selected San Antonio consistently : Alamo; Mission San_ Jose, a 
vear-after-veat — — National historic site . and 
, three other ancient missions the charm 
HOTELS are unexcelled and can pro- <A ° ‘ 
a of restored La Villita and the Spanish 
vide 2,560 air conditioned rooms. Also > 7 ; - 
es sds Miata anna tes di tania Governors’ Palace—air might displayed at 
some oO e es otels 1 e atu ss 
ciated ation ti ei amen Randolph, Kelly, Brooks and Lackland 
o eri ry a 0) 4 ° oo Ss - . 
costes et ; Air Force Bases — beautiful parks and 
ENTERTAINMENT that is distinc- _ pJazas — interesting old homes and un- 
tively different can be staged indoors or usual museums. 
at one of San Antonio's Side trips can be planned to nearby 
x outdoor theatres. dude ranches, or to old Mexico. 
Out of San An- Trained personnel will work with you to 
tonio’s rich historical make your meeting an outstanding success 
heritage is pleasantly regardless of its size. Get the facts today. 


MUNICIPAL INFORMATION BUREAU, CONVENTIONS DEPARTMENT 


153G Navarro St. = San Antonio, Texas 


‘B. , 11,540 
ft _— Seats 
bits 24,000 54 COLISEUM hibits 42:49) 54 ft 


Seat as 338,000 sa. ft 
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torship teams luxurious accommoda- 
tions. 

Company’s executive staff members 
are old hands at playing host to such 
unusual gatherings. Last year, they 
held two conferences, one in Hawaii 
and three days later another in Ber- 
muda. 

Trips to the two conference sites 
were offered as incentives for dis- 
tributorships to exceed their 1959 
sales goals. “Best-selling” distributors 
received free round-trips to the vaca- 
tion islands. In addition, eight dis- 
tributors earned week-long vacations 
at the Hawaiian Village Hotel and 
Bermuda’s Castle Harbour for leading 
the nation in sales. 

Another thing the close fellowship 
aboard the Bianca C. provided was 
the accessibility of staff members to 
distributors. If there were any ques- 
tions to be aired or praises to be 
given, it could be done in person. 
This is not always true of a landlubber 
convention, for delegates often scatter 
to the four corners of the city come 
dark. : 

Tupperware believes in the phi- 
losophy of close, personal contact and 
encourages “out loud thinking.” And 
after eight days, even a 20,000-ton 
liner becomes mighty “close”! 

First port of call was Nassau, where 
distributors were brought ashore by 
tender (Bianca C. was too large to 
dock there) for a day of shopping in 
the native straw market. Following 
day, conference sessions got underway 
with an announcement of advertising 
plans for the coming year. Schedules, 
pre-prints of up-coming ads and other 
promotional material were found in a 
handy file folder for distributors to 
take back home. Other sessions held 
while at sea and between ports were 
used to preview what Tupperware 
calls “Electrifying ’61.” 

Ports-of-call also included San Juan, 
Puerto Rico; St. Thomas in the Virgin 
Islands; and Port-au-Prince, Haiti. 
Tours were provided and pre-arranged 
by Tupperware at each stop. Taxis, 
plainly marked “Tupperware Cruise,” 
were ready and waiting when dis- 
tributors stepped ashore. Tours were 
made of mountain areas, forests, shops 
and various points of interest at each 
port. @ 


678 MILLION DOLLARS 
IN INCREASED SALES 
IN 28 YEARS. 


See adv. "Sales Off-Profits Down?" 
page 57. 
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BUSINESS GROUP or SOCIAL CLUB’ 


It’s a pleasure to get together 


~~” GRACE LINE CRUISE 


Organizations, conventions, sales seminars, incentive 
groups—a 13-day Grace Line Caribbean cruise is ideal 
for group meetings of any kind. The 300-passenger 
Santa Rosa and Santa Paula are seagoing luxury resorts. 
\ll staterooms are outside, each with private bath and 
individually-controlled air conditioning. Public rooms 
are airy and spacious, specially designed for tropical 
cruising. Topside, the sweeping La Playa deck is a play- 
ground in the sun centered around the largest outdoor pool 
afloat. Shaded verandas provide an informal setting for 
poolside luncheon buffets. Sailings from New York every 
Friday visiting Curagao and Aruba, N.W.I.; La Guaira 
(Caracas), Venezuela; Kingston, Jamaica; Port-au-Prince, 
Haiti; and Fort Lauderdale, Florida. 


For full information on special rates and features available to groups 
—write, call or visit David D. Townsend, Passenger Sales Manager 


GRACE LINE 


3 Hanover Square, New York 4,N. Y. * Telephone: Digby 4-6000 
Offices in: Chicago, Washington,D.C., Philadelphia, Pittsburgh, Milwaukee, 
Cleveland, San Francisco, Los Angeles, Portland, Seattle, Toronto, Montreal 


THE MOST FAMOUS NAME IN CARIBBEAN CRUISES 


HOW DO YOI put a sick territory 
back on its feet fast? Admiral Sales 
id it with incentive travel 
in a market that is “the most 
trip-happy territory I've ever been 
in 
Che quote is from William D. Gold 
berg general manager 
Philadelphia Division 


Admiral’s 
In just a vear, 
he has revitalized a sagging market 
for Admiral He credits 
travel as the prime tool 


incentive 
Less than two years ago, Admiral 
hanged its distributors in the Phila- 
delphia area (which includes North- 
ern Delaware, Southern New Jersey 
id most of Pennsvlvania During 
was difficult to 

vide dealers with necessary serv- 
Something had 
Admiral’s 


in interim period 


stimulation 
» I ione to recapture 
former share of market 
A factory branch office, a hard 
driving sales offensive and incentive 
travel turned the tide Goldberg's 
travel pro 
; to get Admiral products back 
iler showroom floors Here's 


\ irked 


dealer bought just four porta 


men used incentive 


bl 


e TV receivers he Was Given a day 
Garden State Race 
Track Haddonfield, N J This big 
day included reserved seats, lunch- 
eon, cocktails and $10 cash for spend- 
Ing money 

“We took 92 dealers to the track,” 


SaVs Goldberg 


it the races 


“These were 92 men 


I had never met before.” The €xpo- 


42 


Admiral “Doctors’ 


Sick Territory 
With Trips 


Rebuilds sagging market three times faster than it would have 
been possible without incentive. Travel program aimed at small 


and medium-size dealers. Trips used as wedge instead of crutch. 


sure was important. “Exposure means 
sales. It is easier to sell a dealer vou 
know. It’s easier to get a close over 
a cocktail,” Goldberg points out. He 
rates incentive travel high because it 
gives him and his sales force an op- 
portunity to talk to dealers in a re- 
laxed atmosphere. 


Offbeat “Packages” 


Some of the incentive “packages,” 
such as the day at the races, have 
been a little offbeat. This creates 
talk, and Goldberg likes it. “We like 
competition to start talking about us,” 
he savs. He put on his first race- 
track incentive just two weeks after 
he arrived in Philadelphia. He needed 
a fast route to distribution and he 
made it easy for dealers to respond. 

His second race-track trip recently 
attracted 132 dealers, and this time 
there was less cash given—$4 instead 
of $10. Last October he took 48 
dealers on a cruise to Bermuda aboard 
the Gripsholm. This incentive pro- 
gram helped to launch color TV sales. 

Goldberg has already had two 
“Florida Holidavs” for his dealers 
who bought refrigerators and TV mer- 
chandise. He already has a trip lined 
up for Grossinger’s, N.Y. This will 
be four days and three nights in 
April. To qualify, a dealer must: buy 
six console TV sets for one trip, or 
four consoles and two stereo “thea- 
tres” to qualify for two trips. Holiday 
at Grossinger’s does not include trans- 
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portation as the hotel is within driv- 
ing distance of his dealers. 

In an area that he admits is “trip 
happy” and bombarded by offers from 
dozens of manufacturers, how does he 
buck the big competition? Goldberg 
says he has several things working for 
him. “Most competitive trips are 
aimed at the big dealers,” he says. 
“Dealers have to buv an awful lot of 
merchandise to qualify. Small dealers 
don’t even try to qualify. Many trips 
are out of reach for some medium- 
sized dealers.” Goldberg’s “packages” 
are geared for the small and medium 
dealer. 

His sales manager, Martin L 
Manin, had to train salesmen to use 
trip packages as a wedge rather than 
a crutch. Trips induced dealers to put 
Admiral merchandise on the display 
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Good for one trip to 
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Balboa Park: one of world’s most beautiful conference sites 


America’s only international playground! 


AN DIEGO is located on the blue Pacific, where California 
S and Mexico meet. It offers convention and meeting groups 
America’s ov/y truly international playground, featuring the 
best of both worlds. The weather is superb all year ‘round. 
It’s never too hot and never too cold, with very little rain, and 
the sun shines 353 days a year! 

Since 1955, San Diego has added 4,000 additional first- 
class hotel and motel rooms. It has more accommodations than 
any other city in Southern California except Los Angeles 
Transportation facilities are excellent—most hotels and motels 
are within a ten-minute ride of the airport or train 

Skilled help is available thout charge to help you with all 
the details of your meeting. This includes promotional mail- 
ings of a very attractive brochure with space for your message, 
assistance with j ogram, and complete registration serv- 


ice, including type rs, typists, badges, and registration cards. 


MEXICO ...at the city limits 


FISHING... best for yellowtail 


Ve? cant 4 


You can get more done—and then have more fun in 
San Diego-Land ! There are seventy miles of beaches, perfect 
for surfing and sunning. Fishing is the best in the country. 
There are 20 beautiful, challenging golf courses. Tijuana, 
Mexico, begins at the San Diego city limits. It offers night 
clubs, shopping, delicious native foods, horse racing, dog 
racing, ja? alai and bull fights. 

Write today for more information to San Diego Convention 
and Tourist Bureau, Dept. SM-361, 924 Second Avenue, 


San Diego 1, California. 


! Mexico A t by the Blue Pacific 


CITY ...18th largest in U.S. 


- 
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The Hotel Industry's newest, most unique 


High-Impact Sales Incentive Prizes 


a/ 
Treadway Inns and Resorts throughout 


the East now offer special, low cost “hk 


salesmen’s incentives... complete package 
plan Run-Away Week-Ends ¥ 
for the Salesman and his Wife. K 

. 


Here’s a new sales incentive that's easy to fit into any contest 
plan, one that will add plus values like these: 
@ Lowers Contest Costs 
@ Rewards More Salesmen 
@ Gets Full Support of Salesmen's Wives 
@ Requires Little Time ‘‘Off-the-Road’’ ™ 
(It's a Week End) 


@ Flexible—from Runaway Week End to 
a Complete Rest and Ramble Vacation 


For complete details, write, wire or phone 
David F. Treadway 
Windsor, Conn. Phone MURDOCK 8-2333 


F Treadway Inns 
\ 


and Resorts 


MASSACHUSETTS CONNECTICUT PENNSYLVANIA 
Amherst Norwalk Lebanon 
Andover Meadville 
Cambridge NEW YORK St. Davids (Philadelphia) 
Edgartowr 

, Batavia 

Sturbridge 00 MARYLAND 
Williamstown yoo aaa Annapolis 


NEW HAMPSHIRE oe an tae DELAWARE 


Dover 


“ a FLORIDA 
Rutland assau, Bahamas 
St. Croix, Virgin Islands Vero Beach 


x 
a ea. ————— KY) 


‘ 


Franconia 


VERMONT IN THE CARIBBEAN 


floor. Salesmen had to train dealers 
to move them. 

Goldberg specifies what merchan- 
dise a dealer must buy to qualify for 
a trip. For instance, when his sales- 
men met resistance to a high-priced 
portable with wireless remote control 
(Son-R), he built an incentive trip 
around it. Once dealers had it stocked, 
and discovered its saleable features, it 
became difficult for Admiral to keep 
the dealers in stock. 

Trips have opened many dealer- 
ships that never carried Admiral 
before. Goldberg confides that a high 
percentage of current sales are from 
dealers who have carried the line as 
little as one year. 

Quick to capitalize on others’ mis- 
takes, Goldberg stresses “all gratuities 
included” with his trips. (A competi- 
tive distributor offered a big “pack- 
age” to dealers, but dealers were 
annoyed when they were told at the 
incentive site to pay $2 a day for 
gratuities. It wasn't the cash but the 
pettiness that irked them.) 

Admiral salesmen out of the Phila- 
delphia Division must work like 
beavers to go on a trip. “I don’t be- 
lieve in taking salesmen out of a 
territory,” says Goldberg. “I make it 
tough for a salesman to go on a trip.” 
Current offer to salesmen: If entire 
sales force hits 100% of quota, three 
salesmen who go highest over their 
quotas take their wives on the trip. 
If sales force only hits 90% of quota, 
only two top salesmen and wives go. 

Wives, incidentally, are working 
members of the Admiral team. “We 
use our wives as active hostesses,” 
Goldberg reveals. “Our wives keep 
dealers’ wives busy so that we can 
talk to their husbands. We also have 
our wives entertain groups of dealers 
so that our executives have more 
freedom to move among groups of 
dealers—all of whom want attention.” 

All Admiral’s trips from the Phila- 
delphia branch are developed by 
Adams Travel Bureau of that city. 
“Adams has a representative there (at 
the incentive site) at all times, and 
this is important,” says Goldberg. 
Adams arranges all facets of the trips 
and handles all processing work with 
trip winners. 

What would his job be like with- 
out incentive travel? “It would be 
three times as tough to establish this 
area without trips,” says Goldberg. 

He’s strong on personalized selling 
in an effort to beat the statistic: 80% 
of business comes from 20% of ac- 
counts. Among other factors that are 
selling for Admiral: longer profit mar- 
gin than competitors, and new but 
well-organized sales force. For the 
future, he says, “Trips will continue 
to be a very strong factor.” # 
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Conventions 
fare royally 
at the 
Royal York 


largest and 
most luxurious hotel 


in Toronto 
Four hundred of the Royal York's 


rooms are new, and all 1600 are com- 
fortable and attractive, with both 
radio and TV. There's a seven-story 
garage connected to the hotel by pas- 
sageways, and when a guest arrives 
he can park his car and register at the 
same time. 

Meals—in the hotel's dining rooms, 
restaurants, and coffee shop—are 
famous. And thoughtful, truly old- 
world service makes a traveler feel 
royal himself. 

For business or pleasure hours, 


there are cocktail lounges in the hotel, 


dancing and entertainment nightly 


except Sundays. Toronto sight-seeing 
trips can be easily arranged. 

The Royal York provides luxury 
living in the heart of Toronto... for 
large groups or lone individuals, for 
business conventions or pleasurable 
stopovers. Contact the Manager, 
Royal York Hotel, Toronto, Canada, 


for information and reservations. 


Canadian Cacific 
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DISTRIBUTORS observe color guard at memorial tribute for founder James Crow on company’s 125th anniversary. 


Incentive: Birthday Meeting 


Distributor salesmen compete to attend 125th anniversary cele- 


bration for Old Crow whiskey. After session, salesmen are given 


set of slides to use at meetings they stage for fellow salesmen. 


PLANNING, plus the natural affinity 


of tradition and whiskey plus good 


combined to make memorable 

sales meeting It was 

nt of the 125th anniversary of 
row whiskey 
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By ETNA M. KELLEY 


bottling. According to the company, 
eight months after the innovation, Old 
Crow was the largest-selling straight 
whiskey. By 1957, it was (and still 
is) second largest seller of all whis- 
kies in the industry. Use of the his- 
toric theme for the anniversary pro- 
motion was a logical development, 
and the company has been using it 
for a number of years. 

Realizing that information on Old 
Crow’s history existed, with docu- 
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mentation, but not in the company’s 
files, the advertising department hit 
upon a way of drawing such docu- 
mentation into its ken. As long ago 
as 1953 it began to place advertise- 
ments in such publications as The 
Saturday Review, Harper's Magazine, 
and The Atlantic Monthly, to offer 
$250 for historical facts “not previ- 
ously contributed, relating famous 
19th century Americans to Old Crow 
whiskey.” 

This campaign served two pur- 
poses: it was newsworthy in its own 
right; and it brought in a wealth of 
material to indicate that the founder 
of the original Old Crow distillery had 
been highly regarded as a business 
man and a technician, and that the 
whiskey he had made was prized and 
used by such notables as Samuel 
Clemens, Henry Clay and General 
John Hunt Morgan. 
~ Main purpose ofa promotional cam- 
paign tied to an anniversary is to in- 
crease sales. National Distillers sug- 
gested to its distributors an incentive 
plan to accomplish this objective. Ac- 
cordingly, each of the Old Crow dis- 
tributor organizations conducted a 


SALES MANAGEMENT 


Need help in planning your company meeting? 


Quick as you can say American, you'll find 
help in many different ways—whether you’re plan- 
ning a large group meeting or a small one, in a 
major city or resort area. 

We'll help you select the site. We’ll plan pas- 
senger itineraries, make reservations and arrange 
and handle ticketing. We’ll give special attention 
to group travel. And if you have other problems, 
please ask. 


American serves all these major cities with 707 Jet 
Flagships or Turbine-Powered Electras— Boston, 
Chicago, Dallas, Detroit, Los Angeles, New York, 
Philadelphia, Washington, St. Louis, San Francisco. 
We serve many popular resort areas, too. 

For further details, just write to: Mr. Frank 
Svoboda, Manager of Corvention Sales, American 
Airlines, Inc., 100 Park Ave., New York 17, N. Y. 
Or contact your local American Airlines office. 


AMERICAN AIRLINES > 


COMING IN 1961—THE ASTROJETS— JET AGE: STAGE IL 


*Service mark of American Airlines, Inc, 
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sales coutest. Prizes were attendance 
at the two-day meeting, to be held in 
Lexington and Frankfort, Ky., Na- 
tional Distillers was to assume ex- 
penses of the 
meals 


meeting, including 
Distributors were to pay ex- 
penses of the men, including travel 
and hotel 


Plan Revealed to Div. Mgrs. 


The plan was outlined by Old Crow 
sales executives to division managers 
last January, and they, in turn, visited 
distributorships and held sales meet- 


ings to acquaint salesmen with the 
program. (Approximately 3,500 sales- 
men, working with 200 distributor or- 
ganizations, sell Old Crow; most of 
these also sell other National Distillers 
products, but the contest and conven- 
tion were to be concerned only with 
Old Crow. ) ; 

In May, at the annual convention of 
Wine & Spirits Wholesalers of America 
at Miami Beach, the company enter- 
tained about 225 distributors at a din- 
ner. Principal speaker was B. C. 
Ohlandt, executive vice-president of 
the company, who gave a bird’s eye 


5 
¢ 


There's no virtue in crowds alone. |t's 
interested prospects that count! 
Your exhibit should screen your audience 


aim to potential customers only. 


When only the best is good enough! 


DESIGN-BUILT 


DESIGNERS AND BUILDERS 
TRADE SHOW EXHIBITS 


DON’T GUARANTEE SUCCESS 


can detract from sales 


21-21 41st Ave. 
Long Island City 1, 
(New York) N. Y. 
STillwell 4-3400 
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view of the entire 125th anniversary 
marketing program. He revealed the 
advertising campaign, promotional 
materials (including point-of-sale) 
and previewed the dedication pro- 
ceedings which were to be held at the 
Old Crow convention in Frankfort. 

The meeting in June went off 
smoothly. There was provision for 
indoor facilities for main events of the 
convention, in case of bad weather. 
This provision took into consideration 
every detail of the program. For ex- 
ample, if it had started to rain during 
the ceremony of dedicating a memo- 
rial to Founder James Crow, on the 
distillery grounds, within 30 seconds 
ushers would have handed out rain 
hats and rain coats from the end of 
each aisle of seats. The barbecue and 
boat trips, important events of the 
conference, were, of course, outdoor 
affairs, but alternative arrangements 
had been made in case of rain. 
(Weather turned out to be fine. ) 

Planning paid off also in handling 
the arrival of delegates at Lexington, 
which is served by Eastern Airlines. 
Eastern was beset by a strike at the 
time of the convention. Undaunted, 
National Distillers sent two of its top 
traffic men to Lexington, where they 
set up shop at the airport and sent 
out the company’s own three planes 
(two Grumman Jet Props and one Su- 
per Ventura) to pick up those who 
had become stranded en route to their 
destination. In addition, a chartered 
plane was used to bring salesmen in 
from big markets. Because of these 
precautions, all arrived on time, on 
Tuesday, June 15, day before the con- 
vention began (all, that is, except a 
group of newspaper men who were 
stranded in New York City on account 
of rain and who were flown in a few 
hours late, to Louisville by American 
Airlines, and then picked up by a com- 
pany plane and brought to Lexing- 
ton). 


Timetable of Events 


Here, chronologically, is an outline 
of the events of the convention, be- 
ginning with the arrival of the dele- 
gates: 

Wednesday, June 15. Arrival of 
delegates at Lexington airport, where 
they were met by air-conditioned 
busses for transport to Hotel Phoenix, 
convention headquarters. Baggage 
was taken care of from moment of ar- 
rival until delivery to rooms. At the 
hotel each man was given a brief case 
containing his room key, instructions, 
a commemorative medallion showing 
founder James Crow on one side and 
the words, “125th Anniversary of Old 
Crow,” on the other. Each also re- 
ceived a fountain pen, notebooks, and 
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Qualatex’ Imprinted 
Advertising Balloons 


ty PIONEER 


Fill out and send me this 
coupon and get your file 
containing imprinted bal- 
loon samples to show our 
quality plus all there is to 
know about advertising 
balloons to prove our abil- 
ity to serve you. 


ag mp 


? Tested Quality 
Proven Service 


The Pioneer Rubber Company 

416 Tiffin Road, Willard, Ohio 

Dear Mrs. Wolfe: 

Please send me free ‘Advertising Balloon Fact File 
containing full color illustrations and prices, ideas 
ordering instructions and order blank and imprint 
work sheet. 

Firm 

Address 


City — _ Zone State 


Requested by 


THESE 
GROUPS 


ENJOYED THE 
PERSONAL 


The outstanding groups listed to the right have discovered what makes a conven- 


tion so memorable at the Shoreham Hotel and Motor Inn in Washington. It’s our 
personal touch —the expert, individual service that we give every group, large 
or small 
You'll find no stiff rule-book attitude at the Shoreham. Whether you want to “move 
a wall” or change a salad, our convention staff are always ready to give you their 
immediate pe rsonal attention 
And we've the finest facilities for groups of every size: 700 beautiful air-conditioned 
guest rooms for conventions in the hotel and motor inn, accommodating 1400 persons 
25 meeting and banquet rooms accommodating any number from 35 to 1000... 
outdoor swimming pool and 44,000 square feet of drive-in exhibit space. For 
John E. MecMurt igh Director of Sales. 


Shoreham Hotel and Motor Inn 


Connecticut Avenue at Calvert 


complete Convention Portfolio, write 


Washington, D.C. ¢ ADams 4-0700 


New York Office: 60 I YUkon 6-3048 


entative Leonard Hicks, Jr. and Associates, Inc. « Chicago, MO 4-5100 


Detroit, WO 2-2700 « Atlanta, JA 4-3486 « Miami, PL 4-1667 
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A FEW OF THE ORGANIZATIONS 
WHO HELD THEIR CONVENTIONS AT 
THE SHOREHAM DURING 1959-60 


ASSOCIATIONS 
Air Transport Assn. of America 
American Alumni Council 
American Bar Association 
American Industrial Bankers Assn. 
American Medical Association 
American Pharmaceutical Assn. 
American Public Power Assn. 
American Society of 

Testing Materials 
American Trucking Assn., Inc. 
Assn. of Industrial Advertisers 
Milk Industry Foundation 
National Assn. of Broadcasters 
National Association of 

Mutual Savings Banks 
National Association of 

Photographic Manufacturers 
National Automobile Dealers Assn. 
National Candy Wholesalers Assn. 
National Electrical 

Manufacturers Association 
National Food Brokers Assn. 
National Lumber 

Manufacturers Association 
National Travelers Aid Assn. 


INDUSTRY 


The Coca-Cola Company 
Esso Standard Oii Company 
Ford Motor Company 
International Business 
Machines Corporation 
Johnson and Johnson 
Lever Brothers 
Norge Sales Corporation 
Parke, Davis and Company 
The Pepsi-Cola Bottlers’ Assn. 
Piggly Wiggly Corporation 
Ralston Purina Company 
Sperry Gyroscope Company 
Sylvania Electric Products, Inc. 
U. S. Gypsum Company 


INSURANCE 


General Insurance Co. of America 
Great Central Life Insurance Co. 
International Union of 

Marine Insurance 
Liberty National Life Insurance Co. 
Metropolitan Life Insurance Co. 
Mutual Insurance Agency Assn. 
Peoples Life Insurance Company 
Prudential Insurance Company 
Shenandoah Life Insurance Company 


CLUB AND FRATERNAL 
Alpha Sigma Tau Sorority 
Beta Chi Sorority 
Daughters of America 
General Federation 

of Women’s Clubs 
P. E. 0. Sisterhood 
Phi Gamma Delta Fraternity 
Rotary International Club 


OTHER GROUPS 


American Forest Products Institute 
American Rocket Society 
Chamber of Commerce of the U. S, 
Fifth International Congress 
on Nutrition 
Fourth Marine Division Assn. 
National Council, Boy Scouts 
of America 
National Institute of 
Governmental Purchasing, Inc. 
National Recreation Congress 
9th Infantry Division 
95th Infantry Division 
Tax Executives Institute, Inc. 
Tax Foundation, Inc. 
U. S. Savings and Loan League 
United Steel Workers of America 
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a wallet with a slit in it for the meet- 
ing program. 

A hospitality suite was opened at 
the Phoenix at 10 in the morming. As 
the men gathered, they were served 
refreshments, and they became ac- 
quainted with one another. 

By 5 P.M. all had gathered. They 
were then transported to the famous 
Keeneland Racetrack for a de luxe 
barbecue dinner. Kentucky special- 
ties were served, including a “Bur- 
goo,” “Hush Puppies” and “Lacy 
Cakes.” After that, there was pro- 
fessional entertainment imported for 
the occasion. 

June 16. After breakfast at 8:30, 
the men were divided into two groups. 
One half visited the horse farms of 
the area, including Spendthrift and 
Main Chance. Some took advantage 
of the opportunity to pat Nashua and 
saw the statue of Man of War. Promi- 
nent citizens of Lexington acted as 
guides. Remaining half enjoyed a 
conducted tour of the distillery. 

At eleven o'clock everyone con- 
vened at the distillery, for a press 
conference. This was followed by 
the dedication ceremonies, during 
which a limestone monument to James 
Crow was unveiled near the site of 
the original springhouse from which 
he had obtained water to make his 
whiskey 125 years earlier. (Local 
water, high in lime content, is credited 
with making the whiskey from that 
region of Kentucky outstanding. ) 


Ceremony Kept Short 


Despite the prominence of guests 
and speakers, the dedication cere- 
chony was held down to 22 minutes. 
Speakers were B. C. Ohlandt, execu- 
tive vice-president, and John E. Bier- 
wirth, chairman of the board, National 
distillers; Governor Bert Combs of 
Kentucky, and Mayor Paul Judd of 
Frankfort. At the conclusion of the 
talks, the color guard band played 
“The Star Spangled Banner,” and 
later “My Old Kentucky Home.” 
Many Kentucky notables were 
present. 

Noon. At the close of the cere- 
mony, a string was pulled and a cur- 
tain was drawn back to reveal 30 
waiters wearing red jackets and black 
trousers, each bearing a mint julep 
in a special glass with the anniversary 
emblem. Juleps were served to the 
guests, who retained the glasses as 
souvenirs. Luncheon was then served 
at tables on the lawn. Though out- 
doors, the fittings—linen, chinaware, 
silver—were of best quality. Once 
more, foods served were specialties 
of the state of Kentucky. (Tents had 
been set up for indoor serving, in 
case of rain.) 
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Afternoon. The morning’s proce- 
dures were reversed — that is, those 
who had visited the distillery now 
went on a tour of the regional horse 
farms, and vice-versa. 

5:30 P.M. All 250 men gathered for 
a “River Boat Frolic,” a ride on the 
Kentucky River in a _ chartered 
steamer. A gala buffet supper was 
served on deck. Entertainment in- 
cluded a jug band. 

June 17, 8:30. Breakfast. Busses to 
the airport, where the incoming pro- 
cedures were reversed, with company 
planes taking delegates on the first leg 


of the journey homeward, when neces- 
sary. 

Three newsreel cameramen were on 
hand at the convention; and two still 
cameramen were present, to take 
about 3,000 pictures in color and 
black and white. Because of this 
coverage, headquarters in New York 
City was able to cull about 100 color 
slides to tell the story of the con- 
vention. 

This photographic coverage has 
been the basis of two subsequent 
series of meetings. First centered 
around a film. It consisted of clips 


SALES OFF? PROFITS DOWN? 


AN IGER ENGINEERED* 
Incentive Program Can Guarantee Results! 


*Companies using this proven marketing approach have never had an unsuccessful program 


Why use a “canned” incentive program when you can 
have one engineered to solve YOUR marketing 
problem. Your investment is no greater in a tailor- 
made incentive program than in a rehash of what 
somebody else did. 


America's most knowledgeable sales incentive users 
call on Martin B. Iger & Co., as they have for more 
than 28 years, for precise analysis of marketing objec- 
tives and design of an incentive program that tops 
those sales goals. 


What’s Different About Iger 
A trained staff goes to work for you to: 

1. Isolate your market problem 

2. Research your distribution personnel 

3. Develop a custom-made incentive program 

4. Build a promotion campaign to excite interest 
5. Arrange kickoff meetings for impact 

6. Line up best available facilities for winners 


Free facts, no obligation 


Whether you've staged dozens of 
incentive contests or have never 
tried one, you owe it to your com- 
pany (and yourself) to learn what 
incentive engineering by lger can 
mean to your sales curve. Simply 
write or call and learn why 
America’s ‘‘blue chips’ call Iger 
for incentives 


7. Plan all transportation and handle details 
8. Build entertainment program just for your group 
9. Deliver a “package” that spells re$ult$. 

and most important 

10. IGER WILL NOT ACCEPT A TRAVEL ORDER UN- 


LESS CONVINCED THAT THE BASIC MERCHAN- 
DISING IS SOUND. 


® PLEASURE-PLANNED MERCHANDISING 
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* COMPLETE CONVENTION SERVICE 
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TIMES BUILDING, 1475 BROADWAY, NEW YORK 36, Wisconsin 7-0740 


A WELL PLANNED INCENTIVE PROGRAM CAN 
dispose of obsolete products; (4) strengthen distribution channels 


1) give you @ lerger shere of an existing merbet 


ncrease seles volum 


5) combet price cutting: (6) increase seles outlets 


ICA CUTS FARES... 


Now TCA reduces fares to the lowest level ever offered by TCA and makes the most 
sweeping reduction ever offered by any airline serving Canada and the U.S.A. 


NEW ECONOMY SERVICE ON ALL ROUTES TO CANADA 


e Economy Fares are as much as ¥ below First Class 
Fares. The new fares are available on all TCA routes 
to and throughout Canada. 


NEW EXCURSION FARES 


e Excursion Fares throughout Canada are up to 25% 
lower than Economy Fares—and up to 45% lower 
than First Class. 


e Perfect for early Spring and late Fall sales meetings 
and vacations because they are available until May 
31 and again after October 1. 


FREE BAGGAGE ALLOWANCE—MORE GENEROUS! 


e The allowance has been raised from 40'to 44 pounds 
for Economy Class...from 40 to 66 pounds for First 
Class on all routes within Canada. The same allow- 
ance is proposed for trans-border flights. 


TCA DOES NOT CHARGE FOR STOPOVERS AND 
THERE IS NO JET SURCHARGE WITHIN CANADA 


Next time you travel to or throughout Canada, fly via 
Trans-Canada Air Lines—the airline that gives you 
the service you want at a price you can afford. 


TRANS-CANADA AIR LINES (&) AIR CANADA 
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from newsreel films of the June meet- 
ing, with quotations from prominent 
speakers at the dedication cere- 
monies, a narration by R. Herman, 
Jr., assistant sales manager, to tell of 
the entire year’s promotional cam- 
paign. It included advertising sched- 
uled for the rest of 1960, contests to 
be held, progress of Old Crow since 
the inauguration of 86-proof—in short, 
a kind of progress report. Held in 
October, these meetings kicked off the 
final sales drive of the year, prior to 
the holiday season. 


Salesmen Stage Meetings 


Third series of meetings, also based 
on the June conference, was staged 
by those who attended, and who 
shared the event with fellow-salesmen 
of their local organizations. For this 
purpose, they used the set of 100 
color slides, and a prepared outline to 
recall the highlights of the two-day 
meeting. The men _ supplemented 
these meeting tools with their own 
talks and anecdotes, passing on to 
their colleagues some of the excite- 
ment aroused by the June conven- 
tion. (A National Distillers executive, 
who attended three such local meet- 
ings, expressed admiration at the way 
the men, not trained as speakers or 
leaders, conducted these affairs. ) 

It is still early to evaluate in detail 
the results of the 125th Old Crow an- 
niversary campaign. Sales had been 
rising steadily for several years be- 
fore the program was launched, and 
Americans had been showing increas- 
ing liking for bourbon whiskey. In- 
troduction of Old Crow’s 86-proof 
bSttling had been highly successful. 


Contributed to Sales 


National Distillers’ management be- 
lieves that the anniversary program 
has contributed to better-than-normal 
rise in Old Crow sales. Advertising 
and publicity played a major role, re- 
sulting in millions of consumer im- 
pressions. (Now being distributed to 
the sales force is-a broadside opening 
out to 28 x 44 inches, entitled “The 
POWER OF THE PRESS,” with the 
title superimposed on a U. S. map in 
the for n of a montage of press clip- 
pings; and a center spread of mon- 
taged clippings, from over 400 news- 
papers and syndicated columns. ) 

Management also believes that the 
250 salesmen who attended the June 
meeting went back to their jobs with 
renewed enthusiasm, and that in the 
meetings they have been staging—to 
show color slides of the Kentucky af- 
fair—they have passed on some of 
their verve to their co-workers. @ 
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These White Industrial Travel experts 
want to work for you on your 


: 


" ; 
Eldredge W. White 
Mr. White’s background includes 
ten years in the field of industrial 
travel, encompassing sales incen 
tive programming, travel planning 
for employee group associations, 
and post and pre-convention tours 
for professional, vocational, fra- 
ternal, and other groups. You are 
invited to consult “Ogg” White 
for help in planning group travel 
at his head office in Kansas City, 

Missouri, phone VIctor 2-9484. 


neat travel sales incentive project 


Hugh G. Fanning 


Mr. Fanning’s experience in the 
travel and tour field extends back 
over a period of twenty-five years. 
He has been active in travel plan- 
ning for diverse groups and is 
recognized nationally as an expert 
in travel sales incentive programs. 
You are invited to contact Hugh 
Fanning in St. Louis, phone 
CEntral 1-9240, for advice in 
planning a group travel program 
for your firm. 


a : 
Uniqueness is a byword 
with White Industrial Travel 

Unique in conception, unique in operation, the White Industrial 
Travel organization is exclusively devoted to group travel; it is 
not just another travel agency selling group travel as a service. 
1 In addition to the actual mechanics of moving groups from 
one area to another, and arranging for their accommodations 
while they are there, White Industrial Travel serves as a consult- 
ant in (1) setting up the complete sales incentive plans, (2) 
formulating the contest rules governing the programs, (3) plan- 
ning the promotional campaign that assures continuing contest 
interest, and (4) producing effective promotional publicity. 
1 Through meticulous attention to detail, an intimate knowledge 
of group travel operations, and first hand contacts with transpor- 
tation companies, hotels and resorts, White Industrial Travel 
can guarantee you a well planned, perfectly balanced travel pro- 
gram. © Being a separate division of the world-wide Maupin- 
tour travel association, White Industrial Travel has the ad- 
vantage of having the Maupintour staff of travel experts on 
call for advice and planning, and yet, operates independently to 
assure close personal supervision of your own group travel pro- 
gram. © For more information on how incentive travel can 
benefit your own firm, contact Mr. White or Mr. Fanning soon. 
Head Office in Kansas City. and Service Offices in New York, 
Washington, San Francisco, and Brussels. 


Clip and mail this coupon for travel suggestions 
Mr. E. W. WHITE, WHITE INDUSTRIAL TRAVEL 
101 West 11th Street, Kansas City 5, Missouri ; 
Please send me your suggestions for a travel sales incentive 
program. I am particularly interested in [] Hawaii, 1 Mexico, 
(] San Juan, (1) Nassau, [1 Bermuda, [ Las Vegas, [1 New York, 
1) Miami, (1 Europe, (1 Other 
month of ; for 
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persons (including wives). 
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C ‘ompany 
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What's New 
= Around 
The World 


Dozens of points on the globe offer brand new 


hotels for incentive travel planners. Here is a 


roundup of some of them now open, about to be 


opened, or just coming off the drawing boards. 


QUINTO, Ecuador—Hotel Quinto takes groups up to 400. 


NO MATTER where in the world you 
plan an incentive trip, chances are 
good that there will be brand new 
facilities awaiting vou. From Rome 
to Paramaribo and from Melbourne to 
Dublin, there are sparkling new hotels 
now open or about to be opened soon 

Of special interest to incentive trip 
planners, just about every new hotel 
abroad is mindful of group business 
and includes facilities for groups in 
its plans 


If you plan an incentive trip to the 


Caribbean, here are some additional 
sites to consider: 


Puerto Rico: In San Juan an 11- 
story hotel was just opened in Janu- 
ary. It is El Miramar Charterhouse 
with 216 rooms. Construction is about 
to start on a new $2-million wing on 
Condado Beach Hotel. This eight- 
story structure will offer 161 air- 
conditioned rooms, facing the ocean, 
and a glass-enclosed restaurant. In 
Mavaguez, on the western side of the 


ROME, Italy—Cavalieri Hilton, $8 million, 414-room hotel atop Monte Mario, 
is to be completed in 1962. Guest rooms will have panorama view of city. 


54 


SALES MEETINGS/Part II 


island, Hilton Hotels International is 
about to build a new hotel. 


Bermuda: To open in July, Carlton 
Beach is a 200-room hotel that offers 
four meeting rooms in addition to a 
banquet room to accommodate 250. 


Aruba: On this island in the Neth- 
erlands Antilles is a new hotel, Aruba 
Caribbean Hotel-Casino. This air- 
conditioned hostelry can handle groyps 
of 200 with complete meeting-room 
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facilities available. 


Trinidad: Trinidad Hilton will open 
later this year. This 261-room hotel 
is built over the edge of Belmont Hill, 
on the eastern rim of Queen’s Park 
Savannah, Port-of-Spain’s largest park. 
You will enter this building from the 
top and rear and descend from there 
to guest rooms below the crest of the 
hill. Ballroom will handle 450 for 
meal functions. Two smaller dining 
rooms are available and one can be 
divided into two smaller rooms. 


European Sites 


In Europe, American hotels are 


growing in number and _ elegance. 


+ 
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These new hotels are some of them: 


West Germany: Scheduled for com- 
pletion by summer of 1963, a 500- 
room, $10-million hotel will be erected 
in Frankfurt. This 11-story, air-condi- 
tioned hotel will be operated by In- 
tercontinental Hotels Corp. It will 
face the Main River in the center of 
the city. Banquet and convention fa- 
cilities will be centered around the 
main ballroom with a capacity for 
700. 


Austria: Ground has been broken 
for a 500-room hotel in Vienna. Oper- 
ated by Intercontinental Hotels, this 
new site will be ready next year. A 
complex of main ballroom and smaller 


SEAS cae OE te 


A LONDON, England—Carlton Tower's largest meeting room holds 500 people. 


ARUBA—Aruba Caribbean Hotel-Casino on island can handle groups up to 200. 


dining rooms can be opened into a 
single area for meetings and exhibits. 


Ireland: To be completed in 1963, 
three Intercontinental Hotels are 
planned — in Dublin, Limerick and 
Cork. Dublin hotel will be a 320- 
room structure and will cost in excess 
of $4 million. Limerick and Cork will 
have 96-room Motor Inns, to cost $1.5 
million each. Dublin Intercontinental 
Hotel will be built diagonally across 
the street from the new United States 
Embassy, a seven-minute drive from 
the heart of the city’s business center. 


Italy: Albergo dei Cavalieri Hilton 
will be completed in 1962. This 414- 
room hotel is estimated to cost $8 


eo 


DJKARTA, Indonesia—Hotel Indonesia is scheduled to open early in 1962. 


. 


TRINIDAD—Trinidad Hilton will include ballroom with 450 person capacity. 


million. At yp Monte Mario, the hotel 
has a view of the entire city of Rome 
Ballroom is designed to divide into 
four meeting rooms with movable, 
‘ yundp1 of walls. As one room it will 


seat 2,000 for a meeting. Room will 


Netherlands: Scheduled to open in 
April next year, Amsterdam Hilton 
will be followed by Rotterdam Hilton 
in spring, 1963. Construction is under 
wav for both hotels 


England: In London, Carlton Tower, 
is a plush 350-room hotel. Opened 


just two months ago, the hotel is the 


newest and tallest in London. It of- 
fers a meeting room for 500 and 
smaller conference rooms 
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Distant Areas 


Down under and far away, new 
American hotels are planned in many 
cities. 


Australia: Chevron Hilton Sidney 
opened its first section in the fall and 
now offers 200 rooms. Mail structure, 
35 stories, will be completed in 1963 
and hotel will have a total of 980 
rooms. Hotel’s convention hall on sec- 
ond floor will seat 800, seated cinema- 
stvle. It can be divided into six sec- 
tions with sliding walls. Three addi- 
tional meeting rooms are on the floor 
above. Elevator to handle trucks up 
to 24 ft. long can bring in exhibit 
material to second and third floor 
levels. In Melbourne, a new hotel, 


When you think 
of conventions, 


think first of 


HILTON HOTELS 


NEW YORK 
The Waldorf-Astoria The Statler Hilton 
The Savoy Hilton 
CHICAGO 
The Gonrad Hilton 
The Palmer House 
ALBUQUERQUE 
Hilton Hotel 
ATLANTA 
Hilton Inn (airport) 
BOSTON 
The Statler Hilton 
BUFFALO 
The Statler Hilton 
CINCINNATI 
The Netherland Hilton 
The Terrace Hilton 
CLEVELAND 
The Statler Hilton 
COLUMBUS 
The Deshler Hilton 
DALLAS 
The Statler Hilton 
DAYTON 
The Dayton Biltmore 
DENVER 
The Denver Hilton 
DETROIT 
The Statler Hilton 
EL PASO 
Hilton Hotel 
Hilton Inn (airport) 
FORT WORTH 
Hilton Hotel 
HARTFORD 
The Statler Hilton 
HOUSTON 
The Shamrock Hilton 
LOS ANGELES 
The Statler Hilton 
BEVERLY HILLS 
The Beverly Hilton 
NEW ORLEANS 
Hilton Inn (airport) 
PITTSBURGH 
The Pittsburgh Hilton 
SAN FRANCISCO 
Hilton Inn (airport) 
ST. LOUIS 
The Statler Hilton 
WASHINGTON, D. C, 
The Statler Hilton 
CHIHUAHUA, MEXICO 
The Palacio Hilton 
BERLIN, GERMANY 
The Berlin Hilton 
CAIRO, EGYPT, UAR 
The Nile Hilton 
ISTANBUL, TURKEY 
The Istanbul Hilton 
MADRID, SPAIN 
The Castellana Hilton 
MEXICO CITY, MEXICO 
The Continental Hilton 
ACAPULCO, MEXICO 
Las Brisas Hilton 
MONTREAL, CANADA 
The Queen Elizabeth 
(A CNR Hotel) 
PANAMA, R. P. 

El Panama Hilton 
SAN JUAN, P. R. 
The Caribe Hilton 
$T. THOMAS, U.S. VIRGIN ISLANDS 
The Virgin Isle Hilton 
SANTIAGO, CHILE 
The Carrera Hilton 
SYDNEY, AUSTRALIA 
The Chevron Hilton 
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HILTON HOTELS 
AHEAD AGAIN 


Now for your convention convenience... 


THE LARGEST BALLROOM 
IN CHICAGO 


Hilton Hotels are always at your service, their convention facilities expanding as fast as your 
needs. Faster even .. . for instance the Palmer House. This hotel now features the largest 
ballroom in Chicago—1800 people dining, and not a single pillar to obstruct the view! You’d 
look far to find better convention facilities than this . . . anywhere. And the Palmer House is 
only one of many Hilton Hotels. Others are ahead, too—from one end of the world to the 


other. Think of them when you think of conventions. 


CONRAD N. HILTON, PRESIDENT 


RZ, 8961 


oe sessions 
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group conferences 
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When you want to get things done 


the Thayer's the place! 


Many of the nation’s leading organizations find The Thayer’s 
the place for meetings with a purpose. The scenic West Point 
setting on the Hudson and freedom from big-city distractions 
(though only 45 miles from NYC) provide a background for 
accomplishment in a relaxed atmosphere. 240 rooms, meeting 
and banquet rooms for 10 to 300 with excellent facilities for 
divided-group training sessions. Audio-visual aids. Wonderful 
food, cocktail lounge. Free Parking. Sports nearby. Join the 
Thayer “regulars” — satisfied groups who return time after 
time — and see why The Thayer's the place for meetings with 
a purpose. Phone Manager Jack Schafer, HI-6-4731 (area 
code 914). 


Thayer “regulars Include Esso Standard, General Foods, 
General Electric, U. S. Rubber, Allstate Insurance, New 
York Telephone, New York State Bankers Assn., A. T. & T., 
Gulf Ojl, Lederle Laboratories, |.8.M., and Nationwide 
Insurance among many other prominent organizations. 


HOTEL 
THAYER 


WEST POINT 2, NEW YORK 


puiHERTZ 


in your convention plans 


Hertz rents new Chevrolets and other 
fine cars, trucks and special equipment—; 
anywhere in the world. 


For further information write: 
Mr. W. J. Jann, The Hertz Corporation, 
660 Madison Avenue, N. Y. 21, N. Y. RENT A CAR 


The Southern Cross, is coming off 
drawing boards. This $11-million 
hotel and civic center includes 445 
guest rooms, completely equipped 
convention facilities to handle groups 
of 2,000 to 3,000. It will have seven 
different dining areas in the 18-story 
structure. It will be managed by In- 
tercontinental Hotels Corp. 


Lebanon: Phoenicia-Intercontinen- 
tal, largest hotel in Middle East, will 
open in Beirut this fall. New $6- 
million hotel will have 300 rooms and 
will rise 11 stories to overlook the 
Eastern Mediterranean Sea. Ballroom 
and convention hall of this air-condi- 
tioned hotel will accommodate 500 
for meal functions and up to 1,000 
for meetings. 


Indonesia: Hotel Indonesia in Dja- 
karta is scheduled for occupancy early 
next year. It will have 443 rooms and 
its banquet hall will handle 800 for 
meetings and 300 for banquets. 


Pakistan: Ready in 1963, a 300- 
room hotel in Karachi will be oper- 
ated by Intercontinental Hotels. This 
$7-million air-conditioned hotel will 
overlook the Arabian Sea. 


Japan: Kyoto International Hotel, 
Kvoto, is slated to open in August. 
With 350 rooms, this 10-story build- 
ing is the city’s first completely air- 
conditioned hotel. It will have seven 
dining areas and a theater. It is to 
be managed by Western International 


Hotels. 


South Africa: In Johannesburg, an 
eight-story 300-room hotel is planned. 
In Cape Town, 121l-room Arthur's 
Seat Hotel is scheduled to open in 
November. 


South of Border 


South of the border, new hotels are 
on the way for incentive travel plan- 
ners, too. 


Surinam: On the northeastern coast 
of South America, in the city of Para- 
maribo, a new hotel is under con- 
struction. Surinam Torarica is slated 
to open in December. This air-condi- 
tioned hotel will offer 100 rooms, 
supper club, dining room, coffee shop 
and casino. It will be most modern 
hotel in what was formerly called 
Dutch Guiana. 


Ecuador: Hotel Quito, in Quito, 
was completed this summer. It has 
250 rooms and a banquet room that 
will handle a group of 400 for meet- 
ings. In addition it has four meeting 
rooms that will accommodate 100 
each. @ 
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THE CONVENTION YOU'LL ALWAYS 
REMEMBER-YOUR NEXT ONE, 
IN NEW ORLEANS 


Nowhere in these United States will you 


find a more charming, exciting convention 
site than New Orleans. Everything about 
the Crescent City is memorable — its 
history, its night life, its food, 

and even its coffee. For a meeting 

you ll never forget, schedule 

your next one in New Orleans’ 

Jung Hotel, the South’s largest 


convention host. 


THE MAN BEHIND THE FRIENDLY SERVICE 
FOR YOUR MINNEAPOLIS CONVENTION 


TOM FITZGERALD Unexcelled service plus the finest convention 
Hotel Radisson Sales Manager facilities in the Upper Midwest await you at 
Telephone FEderal 3-2181 the Greater Radisson... 


Telet M ; 
ee i ae @ 700 luxurious guest rooms and unusual suites 


For information in other cities: @ Entire hotel 100% air conditioned 
NEW YORK, N.Y. @ Free color TV in every suite 
MUrray Hill 8-0123 @ Free radio and TV in every room 
@750 car connecting garage 
WARENSTON, B.C. eB t ice for 1,780 ts in the Ballroo 
EXecutive 3-6481 anquet service for 1, guests in the Ba m 
@ Convention hall conference facilities for 3,255 


DETROIT, MICH. @ 10 other conference rooms for 1,085 


Woodward 33708 @ 24,138 square feet exhibition space on mezzanine 


CHICAGO, ILL. @ Escalator service to mezzanine 
MOhowk 4-5100 @ Modern public address system and closed circuit TV 

} ¥ ATLANTA, GA. @ ALL convention facilities on one floor 

“e\ JAckson 4-3486 @ FREE visual aids supplied 

B\ & S34 @ 110 and 220 volt circuits 

Fe a we @ Direct Dial telephones 

\ Most outstanding hotel and 

convention facilities in Upper Midwest 


iS 
i — MINNEAPOLIS 


ane On 7th Street . . . in the Heart of Downtown Minneapolis 


eae 


TRIP TICKET 


Good for onr trip to 


Michigan G-E Dealers 
Compete for Curacao Trip 


Dealers divided into four groups according to sales potential. 


Set number of trips offered as prizes for each group. To qual- 


ify, dealer must reach 80% of quota. Dealers with most purchases 


of appliances win trip for themselves and wives to Dutch Island. 


MICHIGAN DISTRICT of General 
Electric's Appliance Division used an 


denominator to determine 


uUnCcOMMO 

to send its incentive travel 
Many there have 
Dutch ancestry in their 
What could be more 
atural than to send these men and 
ives to a Dutch island? Desti- 
nation for 25 
Curacao—a Caribbean island off the 
coast of Venezuela, South America 


dealers 
traces ot 


family trees 


their w 


couples this month was 


Winners were guests at Curacoa In- 
ternational Hotel which is completely 
Three 


of the walls hold back ocean water. 


urrounded by fortress walls 


Curacao is a relative new-comer to 
the list 
vhich companies send their sales win- 
ners. However, it is famous stop-off 
for cruise ships which venture deep 


of Caribbean island resorts to 


(Another rea 
son company picked Curacao.) Deal- 
ers who participate in repeated incen- 


into Caribbean waters 


tive programs become more sophisti- 
cated in travel with each contest 


“You have to really excite them, these 


days, to show results,” reports a com- 


P uy spokesman 
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If you were to ask most anyone 
in your organization, “Where is Cura- 
cao?” (pronounced Cure’-a-so) chances 
are he would answer, “You tell me.” 
That is the reaction on which G.E. 
counted. Curacao was new, fresh and 
exciting to Michigan dealers. Three 
words sum up the island: quaint, prim 
and Dutch. 

Promotion to dealers called the 
island “an international trading post— 
the ‘Fifth Avenue’ of the Caribbean.” 
Dealers and wives spent seven days, 
six nights with considerable time to 
eat, dance, swim, sun, night-club, 
shop and gamble. Enough ingredients 
to suit almost anyone’s taste. 


Began a Year Ago 


Contest to Curacao began more 
than a year before the junket this 
month. Dealers were assigned a quota 
for 1960 merchandise: a full line of 
TV and stereophonic sets. In Michi- 
gan, dealers are divided into three 
sales districts. For purposes of the 
contest, there was a further sub- 
division in each sales district. Dealers 
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were broken down into four cate- 
gories, based on each’s potential sales. 
Purpose of the four sub-divisions was 
so dealers of equal size would com- 
pete against each other. 

To qualify for trip to Curacao, a 
dealer had to sell 80% of the quota 
assigned to him by the company. 
From each group of dealers of equal 
sales potential, a predetermined num- 
ber could make the trip. Dealers with 
the highest percentage over the quali- 
fying 80% won the all-expense paid 
trips. For example, group with the 
third highest potential sales volume 
had four trips allowed to them. That 
meant the four dealers with the high- 
est percentage of sales over the basic 
80% won. 

Initial offer was outlined in a book- 
let mailed to dealers. Twelve-page 
brochure listed contestants, rules of 
contest, short description of Curacao 
trip and merchandise included in the 
contest. To follow-up this mail offer, 
a meeting was staged in each of the 
three Michigan sales districts. 

Dealers, upon entering the meeting 
room, were dwarfed by a 40-ft.-long 
skyline of Curacao. An original sky- 
line illustration was blow-up by means 
of photostats and then colored. In ad- 
dition to its attention-drawing power, 
mural set the mood for the program 
to follow. 


Color Film for Kickoff 


Color travel film was shown to 
dealers. Lent to G.E. by the Nether- 
land Visitor's Bureau, New York City, 
movie portrayed life in Curacao from 
a visitor's point of view. Film lent 
color to the meeting at no expense to 
the company. Dealer learned he 
would board a Pan American charter 
flight to Curacao on March 5, if he 
was successful. Program whet dealer 
appetites to get out and sell. 

At various points through the year- 
long contest, letters were mailed to 
contestants. Each took on “The Road 
to Curacao” theme patterned some- 
what after the-“Road to.....” 
movies Bing Crosby and Bop Hope 
made famous some years earlier. Each 
took a slightly different twist, but the 
over-all message reminded dealers of 
the need to sell. 

Dealers in Curacao attended two 
sales meetings in the southern clime. 
Purpose of meetings was to introduce 
dealers to the new line for 1961. Sec- 
ondary function was to review selling 
techniques which spell outstanding 
achievement. Opportunity was given 
dealers to trade ideas with manage- 
ment on solutions to problems of mar- 
keting in 61. As a result, dealers and 
management came home with a better 
understanding of each other. 
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A FUNDAMENTAL AT EVERY 


Southern Cross 


INTERCONTINENTAL HOTEL a eee 


Getting out a big crowd, and sparking 
them with a big smile — that takes 


people! And we've got ‘em! A whole 


rkers wno can wrap 


be leaned on 

Big meetings, s 

continental Hotels know the secrets of 
success. With business efficiency for 
business hours. And a raft of fun for 
after hours. Plus all the local color a 
client could ask for — at any Inter- 
continental Hotel. The world's largest 
group of international hotels, already 
expanding to Europe, Asia and the 
Pacific. 

Let Intercontinental Hotels serve you 


with these exclusives: 

One phone call covers all arrangements 
at any Intercontinental Hotel. 

Space is confirmed in 4 seconds flat! 


* Opening soon 


1 New York 7 f rar 1 2 Qari) 
MN INCW TC » 4 vergreen 3-00UU 


In Miami, call FRanklin 1-6661 
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You and your group are assured of the most ef- 
ficient attention, gracious service, and the ultimate 
in function facilities when you hold your conven- 
tion or sales meeting at The Queen Elizabeth, 
Canada’s newest and finest hotel. Here are 15,000 square 
feet of exhibit space, 23 meeting rooms for up to 3,000 for 
meetings or 2,000 for banquets . . . and 1,216 spacious guest 
rooms, each with individually controlled electronic heating 
and air conditioning. Yours at The Queen Elizabeth are the 
same impeccable service and superb convention facilities 
as thousands have enjoyed at The Waldorf-Astoria, Palmer 
House and other Hilton Hotels in the United States. 
Added welcome conveniences are the direct indoor connec- 
tions to the garage (free to room guests), the Canadian 
National Railways Station and Montreal Air Terminal. Dele- 
gates attending conventions here will thoroughly enjoy their 
visits to Montreal, where British institutions and French 
traditions are delightfully blended. Plan now for your next 
meeting at Montreal’s most modern convention hotel. 


rf 
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¥iT, 


EP RAL EE EL pl J EE 


THE QUEEN ELIZABETH 


MONTREAL, CANADA (aC.N.R. Hotel) 
Donald M. Mumford, General Manager 


For information contact The Queen Elizabeth, Mon- 
treal, Canada—Telephone UNiversity 1-3511, or Sales 
Division, Hilton Hotels International, The Waldorf- 
Astoria, New York 22, N.Y.--Tel. MUrray Hill 8-2240. 


Nally located ... 


Tothing comes | i aes \ien - Cary 
you and the Atlantic is —_ = ‘ = 


FORT LAUDERDALE’S 


LARGEST OCEAN FRONT 
CONVENTION HOTEL 


Complete convention facilities . . . audio-visual aids . . . Meet- 
ing rooms for any size group from committee to full convention 


pain ; : : ; 
- 200 rooms... For brochure and complete details, write 


Convention Dept., Galt Ocean Mile Hotel, 3200 Galt Ocean Drive, 
Fort Lauderdale, Fla. 


Fred A. Muller, General Manager 
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Experience has taught G.E.’s Michi- 
gan District not to purchase a com- 
plete “package” for incentive trips. It 
discounts any plan where all forms of 
recreation are contracted for in ad- 
vance. Instead, G.E. follows a pay-as- 
you-go policy. Original contract calls 
for rooms, food and transportation. 
Everything else is bought at the site. 


G. E. Careful Buyer 


R. L. DeBruin, manager, advertis- 
ing & sales promotion, explains, “We 
find dealers have different ideas of 
vacations.” Some like to check into 
the hotel and just lounge. Others like 
to buzz off and see and do everything. 
While G.E. pays the tab, it calculates 


What Travel Can Do 


Most incentive travel pro- 
grams for salesmen today are 
to stimulate increased dollar 
volume. Most programs aimed 
at dealers are to prompt more 
dealer purchases. 


However, 
there are many jobs an in- 


centive program can do. Here 
are some objectives you can 
reach with a well-planned in- 
centive travel program: 

e Increase dollar volume 
e Stimulate more orders 
Increase sales calls 
Build higher unit sales 

Add customers 

Secure prospects 

Build off-season business 
Push slow items 
Stimulate balanced sell- 
ing 

Introduce new product 
Get leads from non-sell- 
ing employes 

Increase use of displays 
Stimulate dealer tie-ins 
Revive “dead” accounts 
Switch users to your 
brand 


Improve salesmanship 
Intensify training 


Reduce costs 


on the spot how many couples are 
interested in fishing, boating, sight- 
seeing and golf. Arrangements are 
then made to accommodate this num- 
ber. G.E. pays only for what its win- 
ners use. DeBruin warns, “Complete 
package deals invariably result in the 
company’s paying for a certain amount 
of unused activity.” 

Even though G.E. in Michigan has 
offered incentive trips for the last 
decade, Curacao marks the end of 
extended, trans-continental sojourns 
for dealers. (At least, temporarily. ) 
Travel award for 1961 selling season 


will take on a new characteristic. In- 
stead of a dealer’s winning a trip for 
two weeks to some warm-climate re- 
sort, G.E. will entice them with three 
or four short trips throughout the 
year. Each trip will be an extended 
week-end. 


Reason for Short Trips 


Reason offered by management for 
the switch is primarily a matter of 
practical thinking. Dealers who win 
incentive trips are the outstanding 
salesmen. Taking the “cream of the 
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NOW ON 


PAN AM. 


‘the only Jets to 
Barbados 
and Curacao 


Each less than 
6 hours from New York 


The airline that pioneered Jet serv- 
ice to the Caribbean is first again! 
Pan Am Jet Clippers* to Curacao 
take only 54 hours from New York. 
The 17-day tourist excursion fare 
is just $240. Barbados is 534 hours 
away, and round-trip tourist-class 
Rainbow service is only $300. If 
you wish, pay 10% down, take up 


FIRST IN LATIN AMERICA 
FIRST ON THE ATLANTIC 
FIRST ON THE PACIFIC 
FIRST ‘ROUND THE WORLD 


to 24 months for the balance on the 
Pan Am Pay-Later Plan. 

And Pan Am adds the 
Priceless Extra of Experience! 
Pan Am adds a wonderful feeling 
of confidence to your overseas flight. 
For Pan Am is the World’s Most 
Experienced Airline—and thisextra 
experience shows itself in every de- 
tail of Pan Am service . . . on the 

ground and in the air. 


*Trade-Mark, Reg. U.S. Pat. Off. 


WORLD'S 
MOST EXPERIENCED 
AIRLINE 


CONVENTION- 
PERFECT! 


Baeee- 


aren et 


ese eee neue 


bt eo LBV 
= 


4 BEAUTIFUL BALLROOMS 
Tlew Windsor Ballroom with ad- 


joining Reception Foyer, seating 
800 + Grand Ballhioom—Tlew 
York ’sla 1gest—seating 1500 ( plus 
400 in one tier of boxes). + 2 other 
ballrooms accommodating 600 


each. Can he used with adjoining 
Grand Ballroom. 


MANY PRIVATE SUITES 


for small meetings, luncheons, din- 


ners to accommodate 20 to 500. 


2000 GUEST ROOMS & SUITES 


Air-Conditioning . Television 


DELIGHTFUL RESTAURANTS 


Cz: ie " 
Fine cuisine at reasonable prices. 


CONVENIENT MIDTOWN LOCATION 
Right at Grand Central; near 
Rail and Aix Germinals, UTI 
and Theatres, and 5th «Ave. Shops 


” THE “ew cod 


42ND ST. AT LEXINGTON AVENUE, NEW YORK 17, N.Y. 
CHARLES £. QUAIN, SALES DIRECTOR + MU 6-6000 
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crop” out of circulation for more than 
a week cuts his production time down 
considerably. On the other hand, some 
dealers begin to get on edge about 
the business they may be missing back 
home. Short trips will increase the 
number of areas to which G.E. can 
send its dealers. 

In past years, incentive trips have 
been in late or early spring months. 
This means that trip must be taken in 
the South. After a decade, G.E.’s 
finding exciting, new locations and 
places to take successful dealers be- 
comes harder all the time. Now the 
company intends to take advantage of 
resort areas to the North (in Canada) 


and west of Michigan, desirable late 
spring through early fall. 


> In addition, shorter trips will mean 
more dealers can participate in con- 
tests, according to the company. Each 
trip will cost less so dealers will not 
have to sell as much to earn it. In 
effect, G.E. is pushing the travel in- 
centive down within the grasp of 
smaller dealers. 

Just how more, smaller trips will 
entice dealers to put out the extra 
effort has still to be demonstrated. But 
one thing is sure, G.E. in Michigan 
is an experienced incentive traveler. 
It feels it’s time to try a change. ® 


Free Service ... for Subscribers Only 


A full service department is at the disposal of our readers who 
have problems in finding sites for their meetings or special events. 
If you are not quite sure where to meet, or if you cannot get exactly 
what you want, write or call: Meeting-Site Service, Sales Meetings, 
1212 Chestnut St., Philadelphia 7, Pa., WAlnut 3-1788. 


Here’s how Meeting-Site Service helps subscribers: 


Sears, Roebuck and Co. was making arrangements for a nation-wide 
fashion show and needed some facts on where shows might be staged. 
Its retail sales manager contacted Meeting-Site Service, and here’s what 
he says: “Your service provided me with complete contact in all cities, 
and with very prompt information. It was definitely of help in making 
my plans, and I recommend the service to others who have similar 
programs. 


Says the sales promotion manager of Toro Manufacturing Corp.: “Many 
thanks for your numerous letters and communiques on attempting to 
locate convention sites for Toro Manufacturing Corp. You not only 
have been considerable help to us, but have stimulated new ideas for 
locations for future meeting sites. Your help certainly speeded up our 
search for adequate meeting sites.” 


“Thank you for your recent assistance in selection of our meeting site 
for our 1961 Sales Convention,” writes J. W. Hasler, Asst. to Dir. of 
Feed Sales, McMillen Feed Mills, Fort Wayne, Ind. 


When you write or call for aid from Meeting-Site 
Service, please include as many facts about your 
needs as possible in your initial inquiry. These facts 
include: how large a group is involved, probable 
dates, areas or cities you would consider, special 
facilities you need or prefer. 


(Meeting-Site Service is a free service limited to subscribers only.) 
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Another Service First for the Doric Guest in the West! 
FREE 
COURTESY CAR 
TRANSPORTATION 


to all 
Here’s All You Do: Doric Hotels & 


When you make your immediate confirmed reservations at Doric 


hotels and motor hotels in Los Angeles, Santa Monica and Motor Hotels 


Seattle, arrange to have the Doric Courtesy Car pick you up at 7 

an appointed time, and take you directly to your Doric hotel. in Los Angeles 
For confirmed reservations and pre-arranged Courtesy Car ’ 

transportation, write to Doric New Washington, Reservation S t M 1 

Department, 2nd and Stewart, Seattle, Washington, or see your an a onica 

travel agent. 


In The West Depend On Doric and Seattle 


In Los Angeles—Doric Wilshire Motor Hotel from: Airport, Rail, 
In Santa Monica—Doric Surf Rider Inn 


fo) ‘y Bus and Steamshi 
In Seattle—Doric New Washington Hotel + Doric Mayflower Hotel + Doric oP 2 P 
Waldorf Hotel + Doric 6th Avenue Motor Motel + Doric Towne Motor Hotel S-! Terminals 


Miami Beach's most celebrated 
Convention World... 


hotel, cabana & yacht club 


ALL THIS IS YOURS...FOR A PERFECT CONVENTION! 
e 14 meeting rooms or combinations . . . to seat any size meeting from 24 to 1600! 
e Monitored air-conditioning ¢ Modern lighting and sound equipment 
e Outstanding cuisine . . . served from an ultra-modern kitchen, 

strategically placed to serve every banquet with maximum expediency 
e Underground parking garage e Yacht anchorage on protected Indian Creek 
@ 30,000 square feet of drive-in exhibit space at reasonable rates 


ALL THIS—PLUS: 
Olympic pool and private ocean beach 
Over a hundred luxury cabanas with individual bathrooms 
Magnificent covered outdoor pavilion 
for dining and dancing, outdoor meetings 
Three delightfully different 
dining rooms to suit your every mood 
Informal gaiety and dancing in 
Harry’s American Bar—Garden Cafe 
e Fabulous entertainment nightly 
in the unparalleled Cafe Pompeii 
JOHN LEISHMAN, Director of Sales 
GEORGE E. FOX, Managing Director 


‘ 


ANN 


SEND FOR COMPLETE CONVENTION BROCHURE 
. .. blueprinting complete plans and details OCEANFRONT 


New York: PLaza 1-3460 Chicago: MOhawk 4-5100 4 45th to 47th STREETS 
Atlanta: Jackson 4-3486 Los Angeles: DUnkirk 8-115! <> MIAMI BEACH, FLORIDA 
St. Louis: Garfield 1-408! Washington: Federal 8-648! ‘ 
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Norge Stretches 
Incentive Dollar 


Charter airlift moves 2,610 dealers and wives to Nassau 
in back-to-back flights of 250 a day. Merchandise in- 


centive unveiled at meeting site to boost new line sales. 


WHEN an attractive 90-pound bun- 
dle of feminity played an 80-pound 
tuna up to gaff in Nassau this Janu- 
ary, her male companions aboard the 
Norge deep-sea fishing squadron raised 
an enthusiastic toast “to the impos- 
sible that takes a little longer.” 
Meanwhile, back in the headquar- 
ters hospitality suite at British Colo- 
nial Hotel, Norge Sales Corp. dis- 
tributors were toasting a company 


GARB rates award for most aboriginal costume 
at “go native” party during Norge Nassau visit. 


management that found a way to 
stretch a travel incentive dollar five 
ways: 


e Devising an award formula that 
permitted three times the usual 
number of dealers to share in a 
“fun-in-the-sun” trip 


e Using a full-line incentive plan 
—with a twist—to solidify Norge’s 


position in the refrigerator field 


e Find a technique to convert a 
travel-incentive trip into a mutually 
profitable factory-distributor-dealer 
business conference 


e Using dealer incentive travel 
award as a spark plug for a nine- 
month integrated sales motivation 
program 


@ Using the travel award confer- 
ence as a full-fledged dealer open 
house 


The five-way technique was born 
in June, 1960, when Walter Fisher, 
vice-president in charge of sales, and 
Jack Petterson, Norge’s director of 
marketing, challenged the incentive 
specialists of The E. F. MacDonald 
Co. to help them develop a year-long 
merchandising program based on a 
one-shot dealer incentive award plan. 

Petterson, an insatiable midnight- 


HAND SHAKE between Bahamas 
Development Board’s C. P. Bethel 
(right) and Judd Sayre and wife 
signals welcome to Norge group. 


Md 


In Washington, D. C., only the Sheraton-Park 
accommodates groups of all sizes 


From 40 to 3000, whatever the size of your group, the Sheraton- 


Park has the banquet room, ballroom or meeting room tailored 
for you. And, your members will find it’s sheer pleasure doing NOW OPEN 
business in the hotel’s relaxing resort atmosphere. The Sheraton- 
Park facilities include an outdoor swimming pool, ice skating Cotillion Room 
rink, four tennis courts, 1200 outside rooms, all with air-condi- North and South 
tioning, radio and TV, three fine restaurants for excellent dining 
at reasonable prices, new Olympia Cocktail Lounge overlooking FOR GROUPS OF 
the pool, ice skating rink and tennis courts plus another delight- 450 TO 1200 
ful cocktail lounge for meeting and entertaining associates. For 
complete information, contact Lewis M. Sherer, Jr., Sales Mgr. 


SHERATON-PARK HOTEL 


2650 Connecticut Avenue, N.W. + George D. Johnson, V. P. & Gen. Mgr. + Phone Columbia 5-2000 + Teletype No. WA-75 
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NORGE GOES TO NASSAU 


VANUARY, 1961 
WILL YOUR . 
ORGANIZATION ll 13 |14 21'22/23 
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FIRST DAY ~ ARRIVAL, COCKTAIL PARTY 
NATIVE ENTERTAINMENT. DINNER 


SECOND DAY = MEETING AT SRITISH 

COLONIAL WITH BUFFET LUNCHEON 
COCKTAIL PARTY, DINNER, GO NATIVE 
PARTY, LADIES - DAY OF LEISURE 


THIRD DAY - AT LEISURE, CHOICE OF BRITISH 


SIGHTSEEING, GOLFING, FISHING COLON! 
COCKTAIL PARTY, DINNER DANCE VAL 


FOURTH DAY - DEPARTURE Day WASSAU BEACH 
LODGE 


Whett : The EMERALD 
ether you - BEACH 


group is large 


offers 
small or 
sia tael bn ll 10 GROUPS OF APPROXIMATELY 260 PERSONS FOR A TOTAL OF APPROXIMATELY 2600 PERSONS 
staff of * entertainment CHART shows movement of 2,600 people in 10 groups over 10 days. Plan 


full-time * facilities = involves three hotels, and covers four-day activities for each dealer group. 
* service ® foo 


* location 
° staff 


7 our ° . 
ast dete ws os other oil man, decided that there ought to tor salesmen who managed to corral 
beck-and-call angibles : 


oad Wena be a better way to “wine, dine and sales of 20 automatic washers during 
that go inte show the line.” As he put it, “We've the month of July. No one suspected 
making your got to get more out of our sales-meet- the gimmick — until distributor sales 
enjoy meeting a ing dollar . . . we've got to find an managers began to call wives of their 
*Tue Best SUCCESS. exciting twist . . . we've got to find a men to obtain their coat sizes. 
Tuere Is way to make the travel program pro- No one really knew what was going 
Any member duce extra profits—for Norge, for our to happen, however, until some 600 
trad emit distributors and our dealers.” Norge distributor principals, distribu- 
THE BEST be glad to give , ss tor sales managers and distributor 
THERE IS you all the details, Impossible” Meeting salesmen gathered in a regional meet- 
Write or phone ing in August, 1960. At that moment, 
(Miami Beach) He produced an imposing list of virtually every man in the room was 
oo UN 5-7561 specifications for an “impossible” sales called to the stage in a scene reminis- 
. or (New York) meeting. But the 2,610 dealers and cent of a college commencement — 
PL 2-4141. their wives who went to Nassau with minus strains of “Pomp And Circum- 
Norge voted unanimously that the stance.” 
impossible had been accomplished. 
And today two months late or — “Red Coats” Coming 
“piggy-back” features of the Nassau 
meeting are still helping to move the As each participant approached the 
products of Norge production lines moderator, he was presented with a 
into the homes of consumers. brilliant red blazer with a red, white 
The “cafe society” of the appliance and gold Norge emblem and, when 
industry — executives and salesmen the meeting ended and the hall dis- 
who feel like they’ve chased Pancho gorged its 600 “Sales Blazers,” a local 
es celine, oy: Villa and there is nothing left that’s wag commented — “look out, the red 
miAM! BEACH new and exciting—suppressed a polite coats are coming.” The slogan stuck 
Senheneited by vawn when Jack Petterson pushed —and the scene was set for push-but- 
HOWARD F. DUGAN, INC the first button in his five-stage pro- ton number two. 
New. York, Chicago and motion back in June of ’60. Even before distributor salesmen 
Washington D.C @ 7 z : : 
That first button was an offer of had returned to their territories, trade 
“a red badge of courage”—to distribu- publication ads were breaking that 
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the only 
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Did you hear the one about 
the Traveling Salesman? Here’s a story that’s being told in more 


and more sales circles across the nation. It’s all about Eastern’s Incentive Vacation Plan...the 
plan that gives salesmen free vacations in famous resort areas for exceeding sales goals. 
Eastern’s IVP is a jet-powered method of sparking sales at every level. And best of all, 
Eastern’s IVP pays for itself. It either produces results or costs you nothing! 
Eastern, with proven experience in IVP’s, is best qualified to custom-tailor this jet-powered 
sales stimulator to fit your needs. Eastern serves the greatest resort centers in the United States, 
Puerto Rico, Bermuda, Mexico and Canada with the world’s most advanced airliners. 


Find out today all about this jet- 
powered incentive program. Write or 
call Incentive Vacation Department, 


Eastern Air Lines, Inc., 10 Rockefeller 
Plaza, New York 20, New York. 


EASTERN | AIR LINES 


World Leader in Incentive Vacations 


For Successful Meetings 
TWO GREAT HOTELS ON TIMES SQUARE 


Now under one management, the famous Hotel Astor and New 
York’s newest, Hotel Manhattan, offer the most flexible meeting 
facilities in this capital city of conventionland. Each is fully 
equipped—and teamed up as a combined convention headquarters, 


they offer facilities unmatched anywhere. Air conditioning, su- 
perb staffs, comfortable guest rooms, modern equipment, fine 
restaurants, and ideal location, combine to make the Astor and 
the Manhattan wonderful choices for your next meeting. 


HOTEL MANHATTAN HOTEL ASTOR 
44th to 45th Sts. at Eighth Ave. 


ererie? te ae 44th to 45th Sts. on Broadway 

JUdson 2-0300 tes ree S ogee’? JUdson 6-3000 

21 meeting rooms, for 15 to 
3000 people. Includes the 
largest ballroom in New 
York. 750 air conditioned 
rooms, each with radio and 
television. 


New York's newest hotel. 10 
luxurious meeting rooms for 
10 to 500 people. 1400 air 
conditioned rooms, each 
with radio and TV. Excellent 
garage facilities. 


Home of the Playbill 
Restaurant 


HOTEL 


ASTOR‘ 


NEW YORK 
ZECKENDORF HOTELS * FRANK W. KRIDEL © EXECUTIVE VICE PRESIDENT AND GENERAL MANAGER 
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For Philadelphia... 
A NEW ADDRESS 
OF DISTINCTION 
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3OOC-room Marriott Motor Hotel 


OPENING SPRING ‘61 
—will be ideal setting for Business Meetings of all sizes 


SPECIAL CONVENTION FACILITIES Five private meeting and 

ban juet rooms offer maximum flexibility of seating and catering for groups 
up to 700 persons. Public address systems and exhibit facilities, of course. 
\nd three luxury restaurants—including the Kona Kai, an exotic Polynesian 
room—will offer outstanding food and drinks for all tastes. 


RELAXING RESORT ATMOSPHERE New $5-million MARRIOTT 


Motor Hotel will combine informal convenience with luxurious surroundings 
and services. 300 Guest Rooms and Suites, year-round air conditioned for your 
Free swimming pools in summer, outdoor ice skating in winter. Drive-in 
ration, parking for 500 cars. Free TV and hi-fi. Direct distance dialing 
phones in all rooms; special message service in guest’s absence. Full hotel 


ice 


fort 


LOCATION PAR EXCELLENCE 10-Acre Resort Setting, just off 

Schuylkill Expressway on City Line Avenue, places a Marriott guest within 
of Philadelphia's Convention Hall and 30th Street Station. Only 
12 minutes from Airport; 15 minutes from Pennsylvania Turnpike. : 


FOR COMPLETE INFORMATION Prior to Opening, please contact 


J. Lloyd Larkins, Resident Representative, 125 City Line Ave., Bala Cynwyd, 
Pa., or call TRinity 8-6600. 


Marriott 


» minute 


MOTOR 
HOTEL 


y 


New York's Newest...HOTEL 


EDISON 


Executives 
ideal facilities for 


Sales Meetings 
Conventions 
Incentives 


Consider the advantages of 
the Edison’s newly decorated 
and magnificent Banquet 
Halls. No finer facilities any- 
where, sensible prices...con- 
veniently located in midtown 
Manhattan. 


Accommodations for 20 to 1000 


For Reservations call Mr. Charles Tierney Circle 6-5000 


A Personalized Hotel in the Heart of the 
Theatre District and Radio Cit 


SALES 


Aéth to 47th Sts. \jJust West of B'way 


Milton J. Kramer, Pres. 


1000 ROOMS + TV « AIR-COND. 
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alerted watch for the “man in the red 
blazer.” And virtually every one of 
the 600 Norge distributor principals, 
distributor sales managers and sales- 
men wore the red coat. 

In mid-August, four home- office 
teams carried the “Norge Goes to 
Nassau” to every distributorship 
throughout the country in key-city 
meetings. Norge President Robert H. 
Quayle headed one team. Walter 
Fisher, vice-president for sales, headed 
another, and Harold Bull, vice-presi- 
dent and assistant to the president, 
headed a third task force. Dan Daugh- 
erty, sales manager, headed the fourth 
team. 

Meeting rooms were decorated with 
huge 15-foot “Norge Goes to Nassau” 
banners, Nassau travel posters and a 
host of gimmicks to establish a fun- 
in-the-sun atmosphere. And a “you- 
are-there” type of announcement slide 
film, produced by The MacDonald 
Co., set the stage for an intensive fall 
campaign. 


Many Could Qualify 


Trade ads and an intensive direct 
mail campaign to Norge dealers were 
supported by personal calls made by 
distributor salesmen wearing the red 
blazers. The program, based on a dis- 
tributor quota feature, made it pos- 
sible for a larger number of dealers 
to qualify than ever before. And, to 
sustain distributor salesman enthusi- 
asm, they too could go to Nassau if 
they qualified a fixed number of deal- 
ers. If they qualified twice that many, 
they could take their wives. 

At a September distributor meeting 
in Chicago, it was decided to step-up 
the intensive promotion. At a second 
meeting in November, distributors 
reported on the number of dealers 
qualified and confirmations were is- 
sued to the airlines and hotels. 

The campaign was a success. 

But Jack Petterson still was not 
satisfied. Thus, during the winter 
Furniture Market in Chicago in Janu- 
ary, he pressed another push-button— 


Jinvites you 
to consider 


THE 500-SEAT CONVENTION HALL 
at the 


NATIONWIDE INN 


AN ALBERT PICK MOTEL 


COLUMBUS, OHIO 
Telephone BR 6-5111 « Teletype CL-327 
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the announcement of a lavish Norge 
“Bonus Bazaar” in Nassau. The Mer- 
chandise Mart offices blossomed with 
Nassau banners and posters. Fish net- 
ting and tropical fish rubbed fins with 
Norge mermaids in a reminder of 
Nassau’s attractions. And a_ huge 
$4,000 display of Norge Bonus Bazaar 
merchandise awards served as a pre- 
view of the prizes which dealers could 
win in Nassau from a special prize 
catalog developed by The MacDonald 
Co. 


Three-Day Blitz 


Petterson pushed another button a 
few days later, when the 82 Norge 
distributorships engaged in a three- 
day “blitz” campaign designed to con- 
tact every Norge dealer who was 
close to winning the trip. Through 
phone calls and personal appearances, 
the red coats launched a final sales 
salvo — and confirmed reservations 
moved up to the magic figure of 2,610. 

Then, on January 11, the back-to- 
back charter airlift began moving 
Norge dealers and wives into Nassau 
— 250 a day. Judson Sayre, Robert 
Quayle, Walter Fisher, Harold Bull 
and Jack Petterson were on the ramp 
—along with a calypso band—to wel- 
come the first groups. 

President of Nassau Development 
Board headed the island welcoming 
committee and, a day later, the first 
dealer business conference session got 
under way. 

Norge executives personally intro- 
duced the four new refrigerator mod- 
els, and automatic washers and dry- 
ers, wringer washers, combinations, 
ranges and freezers. Between prod- 
uct showings, a 14-piece calypso band 
and singers rendered the Norge Nas- 
sau theme song—“Norge Is Sweeping 
the Country.” 

Representatives of The MacDonald 
Co., including fashion coordinator 
Charlotte Ratliff, dramatized the ease 
with which dealers could win the 
“Bonus Bazaar” merchandise—as gifts 
for the family and friends on return. 


STICK-ON BADGES 


For MEETINGS and 
CONVENTIONS 


Name Badges, stick on any Gar- 
ment. No pins or buttons. 


{x 
Meum ONLY 5c Each 
KEN MORRISON IMPRINTED 


1000 lots . . . less 6c each 


Wimetreatie@ > inch Circle, Square or 
Triangle, 10 day service. 
MEETING Send copy. Guaranteed. 


FREE SAMPLES — Glad to send them 


Order from Frank D. Jackson, 


In NEW YORK CITY 


Two Sound Solutions to Convention Requirements 


me PARK-SHERATON HOTEL 


in the Coliseum zone 


Heart of the city location at 7th Ave. and 56th St.—one block 
from Coliseum, short walk to Radio City, Times Square, 
Fifth Ave. shops, and theatres. 

Grand Ballroom accommodates 800 for meetings and 
banquets. 

10 other function rooms to choose from—capacities up to 400. 
Over 1600 guest rooms and suites. Hotel completely air- 
conditioned. 

Superb exhibition facilities and services. 

Famous banquet cuisine plus Coffee Shop, Dining Rooms 
and Cocktail Lounges. 


For complete information, contact Jim Flanagan, Director of Sales, 
Park-Sheraton Hotel, 7th Avenue and 56th Street, New York City 
Reservations: Cl 7-8000 - Teletype: NY 1-2715 


the SSHERATON-ATLANTIC HOTEL 


in the Penn zone 


Convenient location at Broadway and 34th St. 
Close to business sections, theatres, stores. 
Convenient to Penn Station, Grand Central, Airline Terminals. 
$4,000,000 renovation program~-completed. 1500 newly 
decorated rooms, with air-conditioning. All with bath, 
radio, and TV. 
15 well-appointed air-conditioned function rooms accom- 
modating 15 to 500. Exhibit space available. 
e Tour Department organizes outside activities at no charge. 
For complete information, contact Steve Sandstrom, Director of Sales, 


Sheraton-Atlantic Hotel, Broadway at 34th Street, New York City 
Reservations: PE 6-5700 + Teletype: NY 1-2715 


JACK-BILT, 906 Central St., Phose Vi 2-5068 
Kansas City, Mo. 
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SITUATED ON 11 ACRES OF PLEASURE WITH 
CONVENTION FACILITIES FOR 700 PEOPLE 
200 DELUXE ACCOMMODATIONS 

9 MEETING ROOMS 


EDGEWATER GULF HOTEL 


EDGEWATER PARK, MISSISSIPPI 


On the Gulf of Mexico, Midway between Gulfport and Biloxi 


Open all year — 700 acre estate beautifully land- 
scaped with age-old oaks, draped in moss — colorful 
ae — wide lawns. Championship 1|8-hole golf 
course — Winter Pro, Johnny Revolta — large fresh 
water swimming pool, playgrounds for children, 
cabanas for sunning. 3000 feet of wide sandy beach 
on the Gulf of Mexico. 


NEW ..... THE HAWAIIAN LOUNGE, the Coast's 
NEWEST AND MOST UNUSUAL Cocktail Lounge. 


Convention facilities include new Convention Hall, The 
Garden Room, seating up to 800 persons, Ballroom 
seating 400, 12 smaller meeting rooms, and a staff 
skilled in making you welcome in the hospitable and 
friendly ‘Deep South" manner. 


A complete city under one roof; space, equipment and 
service for your incentive sales meetings and conven- 
tions. 100°/, air-conditioned. Please write Dept. C for 
full details. 


Reginald G. Nefzger Nan Meisner 
General Manager Convention Manager 
Phone — Gulfport, Mississippi, UN 4-1312 


—fusther RECORD BREAKING YEAR! 
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Jur ful in the 

str 

OPTIMIST INTERNATIONAL— 
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experi uch cooperation! 


Never have we 


and MANY, MANY MORE! 


PLANNED FOR PLEASURE 


2 swimming pools, and 550 feet of private ocean 
beach—the Cabana Colony, putting greens and sun 
decks for fun in the sun! 


2 magnificent night clubs, featuring great name 
bands and stars of Broadway and Hollywood! 


Miami Beach's only indoor ICE SKATING RINK 
one of the many DEAUVILLE pleasure exclusives! 


BANQUET HALL 


0,000 


URES! 


q. ft. of unobstructed floor space 
10 people (For sm 


aller groups, the auditorium can be partitioned 
nd proof walls.) 
»ple in the Napoleon Room 


eting rooms for 30 or more people AUDITORIUM 


,000 people 


ace 
ioned — Light conditioned 
— projectioneered for conventions 


for heavy displays 


ork shops, complete with telephones and 


jection Room with complete visual aid facilities 


commodations for 100 to 1200 guests 


CAPITOL RECORDS, INC.—The best we ever had 
— facilities and hotel cooperation! 

SERVALL CO.—You PROVED a BIG point!... that 
a SMALL convention could be held at the Deauville! 

DICTAPHONE CORP. -— Enjoyed the finest of all 
the 18 annual Dictaphone Conventions! EXHIBITORIUM 


100°, AIR CONDITIONED 


Write or wire 


ON THE “OCEAN aT 67th STREET e MIAMI BEACH, FLORIDA 
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Miss Ratliff modeled a cashmere dress, 
knit coat and other items, and ex- 
plained how dealers who shopped the 
new Norge refrigerators, plus the 
models and specials, also would be 
able to shop the Fashion and Sports 
Bazaar to their hearts’ content. 

Dealers and their wives then moved 
to individual hospitality suites for 
shirtsleeve sessions with their own 
distributors. Orders for ’61 Norge 
merchandise were written against the 
backdrop of the Bonus Bazaar of 
men’s, women’s and children’s fash- 
ions, plus sports equipment ranging 
from spinning reels, through guns and 
camping equipment to large power 
boats and sailboats. And dealers 
earned literally millions of credits 
toward prizes through Norge product 
purchases during the conference. 

As it developed, Petterson’s real 
coup was the offer of Bonus Bazaar 
merchandise. Sophisticated appliance 
dealers, who have been deluged by 
travel offers for years, shopped the 
bazaar like children loose in a candy 
shop. 


And, while Norge, in effect, as- 
sumed the function of the traditional 
distributorship open house, each dis- 
tributor played host to his own deal- 
ers during the height of the season in 
Nassau’s sun, sand and surf. 

Final push button is a continuation 
of the Bonus Bazaar in most Norge 
dealerships through March — and the 
bazaar still forms a backdrop in in- 
dividual open houses across the coun- 
try, appealing to virtually every dealer, 
no matter what his volume. 

How did Norge pay for its Nassau 
promotion? Our reporter unabashedly 
put the question to Jack Petterson. 
And Petterson, in his inimitable press 
conference style replied: “When you 
find three new sources for financing 
a five-way stretch, youre inclined to 
keep part of the story confidential. In 
this business, you've got to have a 
‘grabber’ and a ‘topper’ for next year. 
And we've got em man, we've got 
‘em! Incidentally, have you seen the 
new Norge refrigerators? Now if 
you'll just step over here, I'd like to 
tell you about the features. ...” ® 


SALES MEETINGS 


“Just where is this incentive trip?” 
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Dif 
Bermudiana 


: AT 
Bermuda's 
Newest, Finest 


CONVENTION HOTEL! 


Convenient location right in the 
heart of Hamilton, the new, mag- 
nificent BERMUDIANA...the multi- 
million dollar investment in 
gracious Island living that’s slated 
for 1961’s most successful conven- 
tions. Choice dates are now open 
... write today for full information. 


Carroll FE Dooley, Mgr. Dir. 

% Convention Groups to 400. 

* 3 spacious Meeting Rooms, plus 
Committee Rooms, Complete 
Sound and Projection equipment. 
Swimming Pool, Private Beach 
Club . . . Moongate and Sunken 
Gardens Nightclubs. 
Completely Air Conditioned, in- 
dividual control . . . most rooms 
with balcony overlooking the 
Harbour. 
Unlimited hot and cold fresh 

water. 

ROBERT REID ASSOCIATES, INC. 

Representatives 

610 Fifth Avenue, Rockefeller Center 

New York 20 PL 7-2444 


CHICAGO « HOLLYWOOD « MIAMI 
TORONTO 
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NORGE-A-POPPIN is surprise-filled evening: Chorus girl (left) 
gives out kewpie dolls with fanfare. Jona Carroll (center) 
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Stuck for Entertainment? 


One Norge distributor didn’t go to Nassau with his dealers. He 


sponsored his own trip to Miami Beach. When pros who handled 


trip found a dull spot on program, they filled it with the 


wildest entertainment this side of sanity—and dealers loved it. 


gayety of group travel tends to dissi- 
pate. On the other hand, a balance 
must be struck between unusual en- 
tertainment and realistic costs. 


Something Special Needed 


Problem that faced planners for the 
Warren-Connolly _ trip to add 
something special for Friday night— 


was 


after three days of exciting fare. For 
instance, dealers and their wives were 
welcomed with a cocktail party on 
taken to Tropical Race 
[rack Wednesday afternoon; given a 
cocktail party and taken to see a night 
club show Wednesday night; offered 
a golf outing Thursday morning; went 
to the jai alai games Thursday night; 


Tuesday; 


SALES MEETINGS/Part 


and visited Seaquarium on Friday 
morning. Saturday morning was 
planned for deep sea fishing and a 
trip to the dog races was slated for 
Saturday night. 

Friday night loomed up as the 
problem. 

Within three days, here’s what the 
Iger staff and Si Kriegel, director of 
sales, Montmartre hotel, cooked up 
for entertainment: Complete variety 
show, entitled Norge-A-Poppin, was 
sprung on the 108 dealers and their 
wives. (It hadn’t been scheduled on 
their printed programs.) It was a 
wild, gay affair where anything could 
happen—and did. 

Tone of the evening was set as a 
police siren wailed in the distance and 


sings and leads audience in song. Stunt (right) involves 
hotel’s sales manager, his secretary, and real policeman. 
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OPEN 
YEAR-ROUND 


peo 


oe 
OTEL, 


AT THE SARATOGA SPA 
SARATOGA SPRINGS, NEW YORK 


The business on hand is a pleasure when you meet 
at the Gideon Putnam .. . now under famed Schine man- 
agement, the byword for elegance in food, service and 
accommodations. After the meeting adjourns, the Gideon 
offers a full program of sports and recreation . . . including 
golf, tennis and Soma, Our meeting space accommo- 
dates groups up to 225... our expert convention staff is at 


45 MINUTES 
FROM 
ALBANY 
AIRPORT 


DIRECT RAIL 
SERVICE 


Write direct or 


your service. 


AN UNUSUAL CONVENTION “EXTRA” 
the unsurpassed facilities of the world-famous 


SARATOGA SPA 


Come home feeling “like a million” after a revitalizing visit 


call SARATOGA 4200 to the Spa. Facilities include mineral and steam baths... 


or call any nearest 


Schine office MAaSSAEe . 


SCHINE HOTELS 


THE AMBASSADOR HOTEL and COCOANUT GROVE, Los Angeles, California 
THE RONEY PLAZA HOTEL and CABANA SUN CLUB, Miami Beach, Florida 
THE MCALLISTER HOTEL and EL CENTRO DE LAS AMERICAS, Miami, Florida 
THE HOTEL NORTHAMPTON and WIGGINS TAVERN, Northampton, Mass. 
THE GULF STREAM HOTEL APARTMENTS & VILLAS, Miami Beach, Florida 


THE SCHINE AIRPORT HOTEL and MOTOR INN, Bradley Airfield, Conn. 
between Springfield, Mass. and Hartford, Conn. 


THE QUEENSBURY HOTEL and MOTOR INN, Glens Falls, New York 

THE GIDEON PUTNAM HOTEL, Saratoga Springs, New York 

THE SCHINE INN at Chicopee, Massachusetts, Exit 6 on the Mass. Turnpike 
THE SCHINE INN at Massena, New York 


A DIVISION OF SCHINE ENTERPRISES, Inc. 
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. and therapeutic treatments. 


For Reservations 


New York, MU 8-0110 
Chicago, AN 3-6222 
Miami Beach, JE 1-6011 
Los Angeles, DU 7-7011 
San Francisco, EX 2-4330 
Boston, HA 6-4396 
Washington, D.C., DI 7-1973 


—]} 


é the Finest Under The he Sung 


ee es ee 


Executive 
Offices 


120 24th Street 


Miami Beach, Florida 


New York 
Office 


375 Park Avenue 


New York, New York 


CONVENTION + MINNEAPOLIS 
256 miles 
CENTER MILWAUKEE 
OF 


MID-AMERICA 


eo 


OMAHA j y 4 CHICAGO 


a 341 miles 
Ll. i 


Aw 's iu 
HOTEL FORT DES.MOINES 

Our outstanding accommodations—combined with Des Moines’s cén- 

tral location and complete facilities—assure you of a successful busi-, 


ness convention or sales meeting. Towa’s leading. prestige hotel. 


425 attractive modern guest rooms 

All rooms air-conditioned 

Accommodations for groups from 10 to 1,000 
Free TV and radio—closed circuit TV 
Unlimited parking space in conjunction 


KANSAS ciTy Telephone CHerry 3-1161 . Teletype: DM 87 ST. LOUIS 


ROBERT W. STANLEY, Soles and Convention Manager, 363 miles\g 
JOSEPH E, WHALEN, General Manager 


Convention favorite 
of middle America HOt@l Savery i 
Des Moines sere 


rooms; 11 meeting rooms @ Experi- 
enced convention staff @ Finest 
Food @ Closed-circuit TV @ 425 
guest rooms; air conditioned; radio and 
TV in all rooms. @ Plenty of adja- 
cent off-street parking @ Two blocks 
to Veterans Auditorium. 


You'll feel at home at the 


SAVERY 


. - + @ friendly Boss Hotel 


PAUL E. LEFTON 
General Manager 


Informal Atmosphere Makes 
Meetings Successful in the 


CONNECTICUT BERKSHIRES 


Only 2'/2 hr. drive (99 miles) from N.Y.C. 


© Facilities for 


roups up to 
oy P FOR FURTHER 
INFORMATION 
© Full range of WRITE — THE 


sports: CONNECTICUT 
activities BERKSHIRES 


@ Excellent 
mage VACATION 


Service 
e Season— LAKEVILLE 
Year Round 


UNIQUE 


Pennsylvania’s Largest 
Convention Resort 
... high in the Poconos 


2200-acre scenic mountaintop 
resort, designed for groups. 
Luxurious accommodations 
for 1000. Modern meeting 
halls in spectacular lakeside 
setting. Championship golf, all 
outdoor recreation plus special 
features—at your door! 
Sure-fire combination for your 
next meeting—big or small. 
Found nowhere else, yet so 
close to New York and Phila- 
delphia. 


Poconos 
Tamiment, Pa. LUther 8-6655 
BEN JOSEPIISON, Managing Director 
N.Y. Office—7 E. 15th St. AL 5-7333 


HOTELS AND 
MOTOR HOTELS 


Hosts to businessmen 


Experienced managers of business meetings, 
Roger Smith Hotels are preferred for their 
dignity and attentive personalized service. 


Meetings are efficiently arranged. Modern 
guest rooms, restaurants and complete facili- 
ties provide the highest standard of value in 
comfort and hospitality at moderate rates— 
throughout the year. 


ROGER SMITH HOTELS IN: 


WASHINGTON, D. C. 
NEW BRUNSWICK, NEW JERSEY 


NEW YORK CITY 
ROGER SMITH HOTEL 
HOTEL PARK CRESCENT 


WHITE PLAINS, NEW YORK 
STAMFORD, CONNECTICUT 

WATERBURY, CONNECTICUT 
HOLYOKE, MASSACHUSETTS 


SALES MEETINGS/Part I1 SALES MANAGEMENT 


blasted right into the room. A mo- 
torcycle policeman, with siren scream- 
ing and lights flashing drove right into 
the Montmartre and screeched to a 
halt in front of the startled dealers. 
He exchanged some remarks with the 
m.c. about a raid, but left when he 
was assured that all was well with 
these Norge dealers. 

(Policeman, off duty, was hired for 
his two-minute stint and was given 
official permission to use police mo- 
torcycle. ) 


Unpredictable Stunts 


Show proceeded with normal va- 
riety format except for noisy, boister- 
ous and unpredictable interruptions. 
Chorus girls ran down aisles to dis- 
tribute kewpie dolls to all the women 
Later, they raced between tables to 
put paper derbies on all the men. 
Soon they were back again to hawk 
hot dogs and other snacks. Novelties 
of all sorts were thrown to dealers and 
their wives at intervals. 

If all the noisy interruptions and 
hawking were not enough, Si Kriegel, 
hotel sales manager, roamed the room 
in a tattered full-dress suit and clown 
makeup. In addition to battered top 
hat he wore long flap shoes. His sec- 
retary, Norma Jean Carbel, pranced 
through the room in a red devil suit. 
Together they created all kinds of 
furor. 

It was a wild kind of show. Kriegel 
admits it was a night where every- 
thing went right. No matter what 
happened or what was done, it clicked 
(a performer's dream 

Although the entire and an- 
tics were planned and put together 
in just three days, for the audience, 


shi IW 


~—S invites you 


to consider 


THE 400-SEAT BALLROOM 


at the all new 


BELMONT PLAZA 


NEW YORK CITY 
Lexington at 49th 
Telephone PL 5-1200 « Teletype NY 1-3877 


it was a spectacular. Special lyrics 
were set to favorite songs. Norge 
products were mentioned in song and 
comedy patter. Chorus girls in eve- 
ning gowns were introduced as “Miss 
Norge Refrigerator of 1961” or “Miss 
Norge Freezer.” Many product plugs 
were spontaneously thrown into nor- 
mal routines. 

Cast for the show included talent 
normally available at the hotel plus 
other acts hastily booked (and 
brought in from as far as Cleveland) 
to build up the program. 

While balloons cascaded and beer 
flowed freely, dealers and wives had 


a merry time. Never did one dream 
that this was the dull spot in the 
planned program. That it was some- 
thing else was a tribute to the profes- 
sionals who sensed the need and could 
act quickly. 

For the sponsor, one of the im- 
portant factors on the plus side, the 
extra entertainment was not too ex- 
pensive. Novelties—hats, balloons, 
key chains, tricks—were inexpensive. 
Food served was of a snack variety 
(show was after full dinner). Or- 
chestra and chorus line were already 
available in the hotel, and most out- 
side acts were in the area. @ 


CAUTION!!! 
is an incentive trip program 
really for you? 


See adv. "Sales Off-Profits Down?" 


page 57. 
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~ BEAUTIFUL NEW 10,000 TON 


ee 


CRUISE SHIP | 
Available for 1967-1962 


¢ Spacious exhibition areas 

e Attractive conference rooms 
e Wide-screen movie theater 

¢ Duty-free shopping 


aa a a ee eee 


For detailed information 


UG 


CONVENTION 
CRUISES 
THE CARIBBEAN 


* Fully Air-Conditioned * Stabilizer-equipped for 
smooth sailing * Accommodations for 300 to 350 

¢ Superb international cuisine 

¢ Full program of sports, games 


e Fascinating shore programs 
LENGTH OF CRUISE, PORTS OF CALL, SAILING DATES ARRANGED TO YOUR SPECIFICATIONS 


Nal 


and nightly entertainment 


} 
| 
! 
| 
! 
| 


r req rements ft 
YOU fo Ol 


BOX 89, SALES MEETINGS @ 1212 CHESTNUT STREET, PHILADELPHIA 7, PA, 


RESORT 19 Less? 


THE HOTEL DEL has everything — everything 
it takes to make your convention fun, fast- 
moving, flawless. This year-round, all-around 
resort combines facilities for both business 
and pleasure. Meeting rooms, banquet 
rooms, ballrooms, all rooms you want and 
need. Fifteen dazzling acres of beach and 
surf... heated, salt-water pool . cham- 
pionship tennis courts . . . pitch-and-putt 
golf course within the hotel grounds, 18-hole 
course nearby . . . fishing, sailing . . . danc- 
ing, dining in the incomparable elegance of 
the Del’s turn-of-the-century decor. Now on 
European Plan! American Plan optional for 
conventions and groups. Old Mexico is mere 
minutes away, and San Diego is just across 
the bay. Why resort to less? Schedule your 
next convention in Southern California’s 
most fabulous seaside resort: Hotel del 
Coronado. For information write: 
Willard M. Rutzen, Managing Director 


st 
nore. DEL) CORONADO 


CORONADO, CALIF. | Across the bay from San Diego 
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PROFIT-TV C) ON THAIR - 


aes 


NINETY-MINUTE morning seminars postpone — long enough 
for dealer to learn. Editor John F. Adams (top) of Mart 


Gibson Adds 


College of Profit, complete with “professors”, offered to deal- 


cae & 


{spe k Ww ~ 
Ath rity 


Magazine talks about making money in this highly com- 


petitive business. 


“Professor” (botton) introduces ‘61 line. 


School to Fun 


ers on voluntary basis. While splendors of Hawaii compete for 


time, most dealers attend sessions. Incentive: sales knowledge. 


WHILE bright, blue waves of the 
South Pacific lapped the white sands, 
hardly a hundred yards away, vaca- 
tioning hurried to 
had _ started 
and casaba 
shorts and 
sport shirts—went in to school. 

Of course, the promoted promise 
of a Hawaiian Jet Holiday offered for 
fall 1960 by Gibson Refrigerator Sales 
Corp., Greenville, Mich., was fun. 
During their respective five-day jun- 
kets, trip-winning dealers and their 


“icebox” dealers 
breakfast that 
fruit juice 


dressed in 


finish a 
with passion 


melon and 


78 
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wives—totaling 5,000 guests of Gib- 
son — spent most of their daytime 
hours swimming or surfboating or 
sunning or shopping or touring Oahu 
and the other islands. Evenings, their 
entertainment ranged from dinner at 
a hilltop Japanese tea house to a four- 
hour Luau Native Feast and Festival 
of Stars. 

But, although attendance was op- 
tional, big bulk of vacationing deal- 
ers and a lot of their wives also at- 
tended the Gibson Waikiki College of 
Profit. William C. Conley, president 
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Perfect headquarters for group meetings 


IN THE HEART OF CHICAGO 
YET OUT OF THE LOOP! 
THE DRAKE 


Luxury on the lake costs no more 


We wonder how many thousands of Drake guests have paused beside our unique lobby fireplace. With its 
gently burning logs, it portrays the warm spirit of hospitality that sets this Distinguished Hotel apart. 


Facilities? 4 spacious meeting rooms accommodate up to 800. 16 committee rooms for groups from 12 to 300. 
700 guest rooms—all air-conditioned. Plus, of course, famous Drake specialty dining rooms and cocktail 
lounges. And the final unique touch—personal attentions from the Drake’s trained staff turn wishes to 
commands. At the Drake the traditions of innkeeping are still in keeping. 


If you’re attending an exhibit at Chicago’s great new Convention 
Hall, make The Drake your personal headquarters. We’re only 
9 minutes away—just up Lake Shore Drive. 


LAKE SHORE DRIVE AND g83—@ UPPER MICHIGAN AVENUE 
SUperior 7-2200 « CHICAGO 11, ILLINOIS 
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~v hy are so many organizations choosing 


Chay Heit Suc 


in the Philadelphia-Camden area? 


aS. Because Cherry Hill can accommodate groups up to 500, 
with 10 magnificent, air-conditioned meeting rooms. 


» Because Cherry Hill is a prestige address 
with a national ceputation. 


<i. Because Cherry Hill is easy to reach and has parking 
facilities for more than 600 cars. 


One of the 7 Great 
Inns of the World! 


Write for brochure giving complete 
facts. Address Fred R. Clausen, 
General Mer., Cherry Hill Inn, 
Box 299, Haddonfield, N. J. 

Or call NOrmandy 2-7200. 


For your next meeting 


, choose a tropical island paradise! 


“NASSAU ie BAHAMAS 


Wide range of accommodations and meet- 
ing facilities — including convention halls 
with ample seating capacity, display facili- 
ties, etc. 

Ideal climate, numerous sports, shopping 
and sightseeing for the whole family. No 
passports needed for American or Canadian 
citizens. 

Over 150 flights weekly to Nassau, non- 
stop from both Miami and New York, plus 
ship cruises direct from these cities. 


For complete information: 
BAHAMAS DEVELOPMENT BOARD 


Miami, 608 First National Bank Bldg. 
Chicago, 1230 Palmolive Bldg. 

New York, 307 British Empire Bldg. 
Dallas, Adolphus Hotel Arcade (1406) 
Los Angeles, 515 S. Olive Street 
Toronto, 707 Victory Bldg. 
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tap the pro 
to plan your group travel! 


Whatever your needs—before or after your 
meeting, incentive awards, employee va- 
cation plans—let this pro handle all the 
details. Write or phone any of our offices 


for fast answers to group travel problems. 
ASK 
Mr. FOSTER 


Travel Service 
GROUP DEPARTMENT 


30 Rockefeller Plaza, Suite 1724, New York 20, N.Y. 
1627 K Street, N.W., Washington 6, D. C. 
200 South Michigan Avenue, Chicago 3, Illinois 
Buhl Building—Lobby, Detroit 26, Michigan 
510 West Sixth Street, Los Angeles 14, California 
350 Post Street, San Francisco 8, California 
22 Providence Street, Boston 16, Massachusetts 
Dayton’s, 5th floor, Minneapolis, Minn. 
Maison Blanche, 3rd floor, New Orleans 2, La. 
A. Harris & Co., Mezzanine floor, Dallas 1, Texas 
Foley's, 8th floor, Houston 1, Texas 
Morgan's, 3rd floor, Montreal, Canada 


CARDY- ALPINE INN 


and cottages 


where business is a pleasure 
50 miles north of Montreal, in 
the Laurentian Mountains 


Canada's finest convention hotel, with 
every seasonal recreational activity at 
hand. Just one hour's drive north from 
Montreal, P.Q., via the new Auto- 
route, easily accessible to bus and train 
connections. 

Completely air-conditioned 


Every service and facility for large and 
small groups 

Cardy Convention Hall seats 250 

**Sun Shower’ Dining Room seats 350 


Private Meeting Rooms, 16mm Projector, 


P.A. System 
e 
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For free illustrated booklet and full 
details write to: The Alpine Inn, Dept. 
B., Ste. Mar-guerite Station, Quebec, 
Canada. 


Vernon G. Cardy, President 


of the sales corporation, estimates that 
85% of conventioneers took part in at 
least one seminar and 75% sat in at 
every daily session during their stay. 

Sessions were scheduled from 9 a.m. 
to 10:30 am. Though door prizes 
were offered, and dealers who at- 
tended several sessions won “di- 
plomas,” the main incentive was 
knowledge. 


Biggest Program Attempted 


Gibson calls the Waikiki College 
“the biggest dealer education program 
ever attempted.” 

“Faculty” brought in from the main- 
land included editors of Air Condi- 
tioning, Heating and Refrigeration 
News, of Electrical Merchandising 
Week, Home Furnishings Daily, and 
Mart; Esther McCabe, consumer serv- 
ice director, Parents’ Magazine; Presi- 
dent J. Donald Phillips, Hillsdale Col- 
lege in Michigan; Dr. Frederick S. 
Siebert, dean, College of Communica- 
tions Arts, Michigan State, and Har- 
old B. Wess, professor of business 
administration and marketing, Ameri- 
can University, Washington, D. C. 

Gibson and its dealers continue to 
do well. Month after month, for more 
than two years, Gibson sales have 
been strongly ahead of the same 
month of the year before. Target for 
1960 was set 20% higher than actual 
sales of 1959—and was beaten. For 
1961 Bill Conley expects to see the 
combined dollar volume of Gibson 
refrigerators, air conditioners, food 
freezers, electric ranges and dehumidi- 
fiers soar 70% from 1960. 


Teaching the Giants 


Conley boasts: “We're teaching the 
giants how to sell.” 

The giants, of course, are such out- 
fits as General Electric, Frigidaire 
(General Motors), Westinghouse, 
Norge, Philco—and the high-ranking 
Coldspot line of Sears, Roebuck, 
which is produced primarily by Whirl- 
pool Corp. 

But dealers also know that in 1960, 
major-appliance industry—the giants 
and dealers generally—did badly. The 
seminar’s “professors” did not have to 
tell them that dealer net profit, aver- 
aging less than 1%, was lowest on 
record. Important thing, as one in- 
structor emphasized, is “not how bad 
business may be, but how good a 
dealer am I?” 


Show New Line 


On Waikiki Beach the College of 
Profit was not the only place where 
dealers might learn. A feature of the 
Festival of Stars was the first showing 
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THE MOST MODERN FUNCTIONAL 
HOTEL IN THE SOUTHWEST... 
DESIGNED FOR TODAY'S 
PROGRESSIVE BUSINESSMAN 


This shaft of sunlit mosaic beauty 
introduces a new concept of luxury living 
to Southwestern businessmen. Everything 
in your spacious luxury room is designed 
to help you rest and relax after a busy 
business day. Ice making compartments, 
AM-FM clock radios, thick, colorful 
carpets and contemporary furnishings 

are standard in every luxury room. All 
this in a hotel built to accommodate 
conventions and business meetings of any 
size... from 10 to 2000 people! 


Discriminating businessmen have given 
their hearty approval to the new 
Sheraton-Dallas Hotel . . . located in the 
heart of Southwestern finance and industry. 


IY YZ 
YUMMY 


) 
ILL, 


ISS SSL 


I 


: 7 
Cav uUtOre Corter of the Southwest 


Cficrultn Bulle Ve, HOTEL 


LOCATED IN EXCLUSIVE SOUTHLAND CENTER 


We'd i 
like 

to tell 
you 

why 


Metropolitan MIAMI is the 


* = . ° 
Magic City for Conventions —{%''x."2. SONYENTION suresu 


Miami, Florida Dept. SM-A 


bse = MEET IN NASSAU at the 
luxurious EMERALD BEACH HOTEL! 


CONVENIENT A brilliant resort in the tropical Old World paradise of Nassau—yet just 55 
minutes by air or overnight by boat from Miami, 244 hours non-stop jet from New York. No passports 
or visas required, U. S. money is used. SPACIOUS 300 rooms, 4-mile private beach (the longest 
in Nassau), 25 lavishly landscaped acres. CONVENTION HALL is air-conditioned like the 
Hotel itself, offers you 8,000 sq. ft. and seats 600... unique in the Caribbean area. Experienced 
staff handles large groups quickly and quietly. WIVES love our shops—imported cashmeres, 
perfume, silver and china at bargain prices. Entertainment nightly. PRIVATE PIER for all water 
sports. Exclusive Pitch’n’Putt course, tennis, pool. 


a Q 
EMERALD BEACH HOTEL G* 
Call your Travel Agent or: Atianta, JA 4-3486; Chicago, ( _ 
MO 4-5100: Detroit, WO 2-2700; Miami, PL 4-1667; New 
York, MU 8-0123; Washington, FE 8-6481; Los Angeles, a = < 


DU 8-1151; San Francisco, EX 7-2717; Toronto, EM 3-1648. 
Call any office above for free color folder, complete information. 


" 

To met things mend... OL howe, WUYLe, fu 
COME TO POINT CLEAR. Zoom 

YOUR PRIVATE PLEASURE-LAND!( 


© Home of Lakewood 
Golf Club, scene of 
network TV matches. 


© Variety of meeting rooms 
© Magnificent pool, deep-sea cruisers 


Distinguished cuisine and service, plus luxurious comfort and the privacy of a 350-acre 
estate have established Grand Hotel as a favorite resort for discriminating quests. 
100% air conditioned. Add to these features the finest of meeting rooms and you 
have all the facilities you could ask for a successful, enjoyable meeting! Available 
all year, except March and April. 

Maximum 200 persons (120 double rooms and suites) 


For Convention Information Kit, write James M. Pope, Resident Manager 


GRAND HOTEL ° POINT CLEAR, ALABAMA 


Murray Stevenson, Vice President 
Owned and operated by Southern Industries Corporation, Mobile. Ala 


o WANTED!.. 
IN CHICAGO 
SMALL GROUP MEETINGS 


(250 or less) 


SMALL CONFERENCES are 
our BIG MEETINGS 


550 Air-Conditioned 


WM. B. HORSTMAN, Gen. Mgr. + ROBERT R. CARRA, Mgr. 
Guest Rooms 


PAULINE BROWN, Sales Mgr 


SALES MEETINGS/Part II 


MODELS 


FOR BOOTH WORK, RE- 
CEPTION DUTIES, HOST- 
ESS WORK! 
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Wherever your convention ~ 
or sales meeting is held = 
there's a Manpower office s 
to supply models or any . 
other temporary help you $ 
need to relieve or assist © 
your sales people. ° 
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LOW HOURLY RATES. 
OFFICES IN 200 CITIES 
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manpower, inc. 


Write for free booklet on our 
unique Convention Services 
826 N. Plankinton Ave. 
Milwaukee, Wisconsin 


hotel 
WEBSTER HALL 


“Big” facilities for the 
smaller meeting or 


convention 


For groups up to 1000 persons, Hotel Webster 
Hall provides unexcelled facilities for sales 
meetings, conventions and trade shows. A 
choice of 12 meeting rooms, flexible enough 
to meet virtually any need—a skilled staff to 
assist in all arrangements—and, of course, 
food and beverage service par excellence. 
Webster Hall offers all the advantages of a 
downtown hotel, without the distractions. 
500 air conditioned rooms, with TV and 
radio. 10 minutes from downtown Pittsburgh, 
easy access to all major highways and ex- 
pressways, limousine service to Greater Pitts- 
burgh Airport. Parking for 150 cars next to 
motor entrance. 


hotel, Webstor, Hall 


4415 Fifth Avenue Pittsburgh 13, Pa. 
MAyflower 1-7700 — Teletype PG 253 
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of Gibson’s 1961 line. Attendance 
there was estimated at 95%. Then the 
next morning a “nuts and bolts” meet- 
ing developed in more detail the sales 
and merchandising features of the 
new line. Though that meeting was 
aimed at distributor salesmen, dealers 
were encouraged to attend. Conley 
estimates dealer attendance there at 
virtually 100%.” 

Tapes made at seminars are now 
being played at mainland Gibson 
dealer meetings, and the whole 
“course” will be turned into a “Col- 
lege of Profit” textbook. 

One dealer, Caroll McMullin, presi- 
dent, National Appliance and Radio- 
TV Dealers Assn., expressed the hope 
that seminars would start a new trend 
in appliance “conventions” on incen- 
tive tours. 

Since 1955, when Gibson took its 
first 400 to Las Vegas for a total pas- 
senger mileage of 640,000, its fall 


holidays expanded steadily. The 5,000 
who went to Honolulu last September 
and October traveled 42-million pas- 
senger miles. 


Panama Next Fall 


At Panama next fall, Gibsonites 
hope to play host to at least 8,000. 
The number of “units” required for 
each trip has been cut one-third. 
Dealers are being urged to win 
enough trips to take their children, as 
well as their wives. To win the kids’ 
support, Hawaiian leis given to par- 
ents on arrival at Honolulu airport 
were augmented later by silver Span- 
ish conquistador helmets. 

But to earn these extra holiday 
trips, dealers realize that they will 
have to sell harder than ever. And, 
aways, they must learn to sell more— 
at a profit. 

Making money can be fun, too. # 


LV 
SO ERMAN 


“Henzel here, has a great idea on how to pep things up at our 
next sales meeting.” 
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Atlantic Avenue, 

Rt. 129 on 

Marblehead-Swampscott line. 
LYnn 3-6600. 


Ideally located on the Atlantic 
Ocean. A perfect setting for 
sales meetings, executive con- 
ferences, conventions, and 
training programs. 25-minute 
drive from the Boston airport. 
New England's most distinctive 
year-round hotel. Meeting room 
accommodations from six to 
300 persons. Dining room, cof- 
fee shop, cocktail lounge, swim- 
ming pool. 


BEACH 
HOTEL AND MOTEL 


@ Meeting facilities for 50 to 1500 
@ Banquet service for 25 to 1000 
@ Overlooking the Guif 
@ Modern, new hotel and motel rooms 
@ Pool, beach, fishing, golf 
@ Experienced convention staff 
@ Convenient to every place 
we: 
mH” 


JIMMIE LOVE, General Manager 
JUANITA BALTAR, Convention Mgr. 


Telephone 
IDiewood 6-5511 
re 163 
> 2s 


TOURS of European electronic firms were arranged for Motorola winners. 


PLAQUES designated winners as “ambassadors.” 


Motorola Makes ‘Em ‘Diplomats 


Company adds people-to-people aspect to its incentive travel 


program for distributor salesmen. Success in 1959 prompts re- 


peat in ‘60 to three different countries. Salesmen take wives. 


NCENTIVE TRIPS are a big thing 
NI rola, | ( hicago both trips 
1 abroad Company 

at one time 


wr salesmen, the 


sold mm people to 
ions and makes the most 
boost sales For second 
row, company has conducted 
entive trip for its distributor 
nen. Programs called for its out 
Ing ulesmen to travel to Europe 

iin last fall 
In re sponse to White House appeal 
! people to people” diplomacy 
abroad, Motorola's President Robert 
\\ Galvin decided plan could be 
ipplied to his company Plan could be 
used as a basis for a sales incentive 


Increased sales provided the revenue 


84 


to pay for this personal contact with 
people of other countries. (After first 


TRIP TICKET |” | 


Good for one trip to 


years program, President Eisenhowe1 
sent Galvin a letter of praise 

First years program to France, 
Germany and Italy was successful, 
and prompted company to offer a trip 
to England, Spain and Portugal. In- 
cluded in trip was a side tour to 
Tangier. 

Contest was open to all Motorola 
distributor salesmen and their wives, 
except car radio specialists. Immediate 
goal, to become members of the 
“Journey to Understanding” expedi- 
tion, entitled them to a 12-day, all- 
expense-paid trip. Members received 
plaques enscribed with their name as 
“People-to-People Ambassadors.” 

Distributor salesmen flew from 
their respective homes to New York’s 
International Airport on Nov. 4, 
where they enjoyed a cocktail party 
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For meetings of from 40 to 350. 
All 400 rooms are air-conditioned 
and overlook the most fashion- 
able section of the city. For an 
unforgettable pre- or post-con- 
vention trip, visit the nearby Las 
Brisas Hilton in Acapulco. 


Where you © £ 2. thle. 


IN THE GLAMOROUS REPUBLIC OF PANAMA... 


Some of the most progressive 
organizations have turned to El 
Panama Hilton for their conven- 
tions. Serving up to 1200 persons, 
this beautiful hotel has its own 


mix business 


SAN JUAN PUERTO RICO + U.S.A. 


e 4 $ - For groups of 10 to 800. Com- 
Wi easure : ‘ plete seclusion, plus facilities for 
. , Z all sports, and exciting night life 


of San Juan. 450 air-conditioned 
rooms. En-route, visit the Virgin 
Isle Hilton at the free port of St. 


Whether you’re ten or a thousand, plan to get ~< y «4 Thomas, U. S. Virgin Islands, 
only 25 minutes away by air. 
away to a spot where you can buckle down when 


there’s buckling down to be done . . . let loose 9 r r r 
and relax when the day’s work is over. And re- : 


member, it’s hard to resist a convention call when 
ON THE FABLED ISLE 
you offer delegates the chance to get away from Mateveetiing, new het for mae 


it all, to Caribbean sun or gay Mexico City. wr arm ings of 10 to 450. Built into hill- 


x side overlooking city and harbor 
Get the full convention story on any of these fine ; Se: 2 of Port-of-Spain. All 261 guest 


hotels from the Sales Division, Hilton Hotels Bate , femme; rooms and meeting areas air-con- 
; 7 aes ditioned. Ballroom and two din- 
International, The Waldorf-Astoria, New York ee ~~ i ing rooms for business sessions. 


22, New York—Telephone MUrray Hill 8-2240. 


...check these Hilton : HOTEL CARRERA 


IN BEAUTIFUL SANTIAGO «+ CHILE 


e es, s Famous hotel now Hilton oper- 
Internationa ote S 4s ated. Convention facilities for 450 
3 in four dining rooms and roof- 

garden ballroom. 400 luxury 


first ue rooms and suites, plus magnifi- 
eee ae ; an cent presidential suite in pent- 
house. Open-air swimming pool 

on 17th (top) floor. 


CONRAD N. HILTON, PRESIDENT 


7% 


with an open bar and hors d'oeuvres know. In addition, their presence West End, and Kensington Museum 
before a banquet. At a special session created an official air of “people-to- were first stop-offs on London tour. 

that day, officials of the State Depart- people ambassadors” from'the U.S. 
ment, as well as representatives of Motorola distributor salesmen actually 
England, Spain and Portugal briefed did meet industrial and government 


winners on the trip they were about representatives on their trip. Before dinner that evening winners 
to undertake From New York, winners were off met sales and marketing men in the 
on an over-night flight to London. electronic industry in Britain. Meeting 
Briefed by Governments They enjoyed breakfast over Ireland. offered an opportunity to exchange 
By lunch all were settled in the ideas on problems in marketing 

These government representatives Grosvenor House ready to start the stereo hi-fi sets. Conversations pooled 
served a very necessary function at first leg of their “ambassadorial” experience from both sides of the 
the briefing session They outlined trip. Parliament, Westminster Abbey, Atlantic. What made informal talks 
important aspects of international Downing Street, Piccadilly Circus, particularly productive was that Eng- 
travel about which travelers should shopping centers and streets of the lish manufacturers have had a stake 
in the stereo-hi-fi business in the U.S. 
for some years. 

Following a reception, winners 
were hurried off to the Talk of the 
PERFECT FOR SALES MEETINGS, Town night club for dinner, cham- 

; pagne and floor show. Next day, all 
CONVENTIONS, CONFERENCES were aboard a plane, Madrid bound. 
ie F They arrived at Castellana Hilton in 
sarly afternoon. More cocktail parties 
‘ and plant tours provided the vehicle 

for another round of introductions. 
Only New York Hotel : Full day of excursions to Toledo, 
} the Spanish national monument, 
where the visitors peaked at customs 
; H and architecture of four civilizations 
with its own theater which date back to the Roman Em- 
pire, followed the next day. Return to 


Madrid began a full day of free time 
the { yo € 


Exchanged Ideas 


B 
i *8IZ0N-PLA7_ ||| 


THE MODERN 550-SEAT BARBIZON-PLAZA THEATER 
IS FOR YOUR EXCLUSIVE USE RIGHT IN THE HOTEL! 


Overlooking beautiful Central Park—just 2 blocks from the Coliseum 
the elegant Barbizon-Plaza is the only New York hotel offering a 


professionally equipped theater with 550 spring-cushioned seats plus OLD WORLD CHARM 
adjoining exhibit space of 7000 square feet. JOINS HANDS WITH 
Choose from 20 spacious meeting rooms with a capacity of 25 to 550 

people. Soundproof sliding doors permit e xpansion acc ording he your NEW WORLD LUXURY 
needs. ‘Closed circuit telecasts arranged. Located at ocean’s edge, la Concha offers 
Catering facilities serving superb cuisine are available for business — a ——— —— 
luncheons, banquets, cocktail parties. apache caste ect. + pin occ gs 


: 3 ss : Pool, private beach, cabana club. Three 
PLUS PERSONAL ACCOMMODATIONS. As our guest you will handsome cocktail lounges. The Club 


enjoy staying in one of 1200 rooms, each magnificently decorated for la Concha offers star-studded attractions. 
yur pleasure . . . each noiselessly air-conditioned with individual 250 rooms and suites. Complete conven- 
thermostatic control. All with radio, TV, private bath. tion facilities. Meeting = Bt 
The owner-management of the BARBIZON-PLAZA guarantees a Rooke, 
exclusive personalized service. Our trained staff will serve you and 
ir party promptly and efficiently. You’ll find the best of everything Only 3% hours from New York, 24 hours 
the BARBIZON-PLAZA. Thousands of testimonials from the from Miami by jet. No visas, passports, or 
Blue Book of Ame rican Business will tell you so. Make your reserva- vaccinations necessary for U.S. citizens. 


, y yy 
tions for 1961 now! Write to Director of Sales for New Illustrated ae an eee ee national 
Color Brochure. 


Teletype NY 1-3949 or phone CIrcle 7-7000 > == y] c 


—— es HOTEL, BEACH & CABANA CLUB SAN JUAN, PUERTO RICO 
106 Central Park South at 6th Avenue overlooking Central Park AN ASSOCIATED FEDERAL HOTEL Cecil Mills, President 
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to do whatever winners preferred. 
Reason for the free time was that 
company feels “no matter how anxious 
a traveler is to ‘see’ and ‘do,’ he occa- 
sionally welcomes extra time for 
relaxation and recuperation.” 


Sightseeing in Tangier 


Tangier followed in the sightseeing 


winners returned from Europe. How- 
ever, Motorola took no chances and 
promoted second trip as fully as if the 
tirst never existed. 

Announcement brochure was printed 
in two colors. Yellow added a sug- 
gestion of riches, royalty and romance. 
Booklet started off with a letter from 
President Galvin. Pages that followed 
contained a capsule of trip first-year 


preview of the trip to be taken this 
year as well as comments from win- 
ners last year. Comments were re- 
corded long distance telephone con- 
versations. Anytime a distributor 
salesman wanted to be reminded 
again for what he was shooting, all he 
had to do was dream along with the 
recording. 

Description of the trip was laid out 


winners took. Pictures of successful 
salesmen made it easy for contestants 
to picture themselves in Europe. 
One novelty in the brochure was.a 
long-play record which was a sound 


schedule. Motorola distributor sales- 
men saw glittering fashionable stores 
in this duty-free city. Soaring modern 
buildings provided a sharp contrast 
to the crowded antiquity of the 
legendary Casbah. Last stop in Tan- 
gier was a visit’ to the Casino 
Municipal for floor show, dancing and | 
roulette. 

Next day, Lisbon, Portugal, was 
the site for the Motorola visitors. 
Winners stayed at the Aviz Hotel. 
Itinerary was similar to that in other 
countries visited. Two and a half days 
later, all boarded a flight back to 
New York City. From there, salesmen 
made connecting flights to their home 
towns. 

People-to-people” was the more 
glamorous of the two Motorola trips. 
It was especially easy to promote, 
according to the company. Word 
spread rapidly after the first year 


behind the album jacket in the 
brochure. Word picture related in 
detail what was in store for those 
salesmen who were successful. 
Together with the trip there was 


WE 
LIKE 
SHOW -OFFS 


Matter of fact, we have a special place set aside for “em. . . 
our own Exhibit Hall. 12,686 square feet of show-off space, 
> all on one floor. Special attention? They get the finest. Every 
co . = Sha 5 7 
° audio-visual aid anyone could need: five kinds of projectors, 
= viewing screens, portable mikes, spotlights, easels, a PA 

e b 4 3 
° system, They make this the 
. perfect place to limelight products. And we have other 
- . . ° . 
° accommodations. 17 modern meeting rooms (all air-condi- 
4 tioned and completely redecorated) to regally receive any- 
. = = A = = 7 nn 
° thing from a bridge club of ten to a national convention. 
. 
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AN 
UNMANNED 
BOOTH 


CAN COST YOU MONEY 
IN LOST SALES LEADS! 


tape recorder, even a stage 


Whatever your size, you'll meet with success at the Sheraton. 
But don’t be completely conventional. After you caucus... 
raucus. Politely, 


Wherever your convention or 
sales meeting is held there's 
a Manpower office to supply 
temporary booth attendants or 
any other convention help you 
Need to relieve or assist your 
sales people. 


of course. Visit brand new Bantam Bar 
(street level). Have the bartender fix your special some- 
thing, or try one of his originals. Then, off to the Town 
Room (lobby level) for good food. Or, dine and fortify at 
the Motor Bar, where Leonard Stanley swings light and 
lively on the ivory, all evening long. Visit us soon. You name 
the date. Respectfully, Sheraton- Cadillac, closest hotel to 
busy Cobo Hall . . . front door to front door. For details 
write Bill Goldsberry, Sheraton-Cadillac Hotel, 1114 
Washington Boulevard, Detroit 31, Michigan. 


LOW HOURLY RATES. 
OFFICES IN 200 CITIES 


manpower, inc. 


Write for free booklet on our 
unique Convention Services 
826 N. Plankinton Ave. 
Milwaukee, Wisconsin 


ecesecoeeeeee 
eeceeeeoeees 
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NOW! Enlarged Facilities for 


CONFERENCES 


& SALES MEETINGS 


@ 3 Air-Conditioned MEETING ROOMS. 
(Largest Room seats 100 comfortably) 
@ New Air-Conditioned COCKTAIL LOUNGE. 
@ Sleeping Accommodations for 175 Guests. 
@ Lobby and Main Dining Room Air-Conditioned. 
@ Year-Round Heated SWIMMING POOL. 


®@ Centrally located in Tri-City area. Near Exit 24 of 
N. Y. Thruway and Northway. 


AOM SAWYER 


MOTOR INN & RESTAURANT 
1444 WESTERN AVE. + ALBANY. N. Y. 
PHONE HEmiock 8-3594 


convention favorite 
at Virginia Beach 
Virginia 


Where the pines meet the sea—a 
convention spot beyond compare for 
complete recreational and convention 
facilities. A complete domain of 
pleasure taWored to every type meet 
ing of groups from 50 to 400—18 
hole golf course, beach club, 3 pools 
tennis, top bands, entertainment 


100% AIR CONDITIONED 
& FIREPROOF 


tf 
7, 


new choice 
in Fort Lauderdale 
Florida 


Where the palms meet the sea—this 
exclusive secluded hotel will be avail 
able to groups up to 300 for the 
first time—complete convention facil 
ities—600 feet of private beach, 2 
pools, 9 hole 3 par golf course 
entertainment. 


100% AIR CONDITIONED 
OPEN ALL YEAR 


hold 
your next 
MEETING 


Teletype CG28 


* Complete facilities adaptable to any 
type of function 


* Personalized attention to every detail 
%* Convenient to railroad terminals 
* Located in the center of 
downtown Chicago 
* Gracious, modern atmosphere, 
plus traditional LaSalle hospitality 


write for new brochure showing room 
charts, floor plans and full details 


Conventions Without Tensions 


at Realistic Prices 


Jug Snd 


1600 acre Resort in the Berkshires 


Home of Fabulous Jug End Barn 


Trained staff, scrumptious country style food, excellent service, modern P.A. systems, 
props, projectors, etc. for smooth efficient meetings. Specializing in groups of 10 to 200. 
For specific details, descriptive materials and information re: our V./.P. Guest Card 


write or phone: 


ANGUS R. MacDONALD, General Manager 


- 
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FRENCH CANADA... 
First Choice for SUCCESSFUL CONVENTIONS 


Manoir 
Richelieu 


AND COTTAGES 
MURRAY BAY, QUEBEC 
Superb resort living for groups up 
to 600, all-inclusive rates . . . come 
id June, late August or September. 
In the pine-scented Laurentians 
overlooking the St. Lawrence .. . 
large Casino for meetings and danc- 
ing. Championship golf, tennis, 
Lido beach, heated saltwater pool, 
excellent fishing. Superb cuisine. 
Write for detailed Convention 
brochure to H. M. Cos- 
tello. Convention Dept., 
Box 100, Montreal, 
Canada. 


A DIVISION OF CANADA STEAMSHIP LINES 
* P - 


P. O. Great Barrington S-3, Mass. ©@ Telephone 434 
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other “apple on the string” induce- 
ments. Merchandise incentives to 
appeal to the sportsman, hobbyist and 
home decorator were offered as well. 
Distributorships were divided into 
two groups, based on potential sales 
volume. Those which fell into the 
largest potential competed for two 
merchandise prizes. Smaller distribu- 
tors could cash in on one. 

To follow up the original announce- 
ment, there were two mailings a week 
to each salesman’s home. This phase 
of the promotion was equally divided 
into two categories. Salesmen received 
advice on how to sell record players, 
which would increase their chance of 
winning. Second part puffed various 
aspects of the trip itself. Included in 
the trip promotion were gifts from 
each of the countries to be visited. 
For example, four cork coasters were 
mailed from Portugal. (Portugal is 
one of the cork capitals of the world. ) 

Official announcement of trip was 
made in person at the introduction of 
the 1961 line in a series of three 
regional meetings. Distributor sales- 
men viewed the introduction via an 
all-professional cast of actors in a 
broadway type show. Show traveled 
to each of the regional meetings to 
give the same presentation. Color 
slides were used in the presentation 
as well. 

How were winners determined? 
Salesman who reached the highest 
percentage over his assigned quota in 
each territory earned the trip with 
his wife. All tolled 17 distributor 
salesmen won. 

Company explained the reason for 
the multi-destinations in Europe was 
so winners would meet as wide a 


variety of their European counter- 


Motorola Has 


parts as possible. In each country, 
Motorola conducted three types of 
“people-to-people” activities. Banquets 
were held to which local government 
and electronic sales people were in- 
vited. Local press also was invited to 
Motorola functions. Another phase of 
Motorola’s official activity abroad was 
a gift to local charities. Company 
made a present of a portable stereo 
record player to such institutions as 
orphanages, hospitals and _ schools. 
Along with the player, Motorola also 
gave a large collection of records to 
use with it. Plant tours were the other 
part of “people-to-people” program. 
Winners visited electronic firms to 
compare research, production and 
marketing techniques. 

Big question to Motorola’s “people- 
to-people” incentives is how does the 
company evaluate these programs? R. 
G. Farris, director, advertising and 
sales promotion, says, “It is our con- 
viction that this type of award not 
only entices greater effort on the part 
of salesmen, but contributes to better 
understanding between our country 
and Western Europe. While admit- 
tedly a small effort due to the limited 
number of people who have visited 
Europe in the past two years, it still 
points up what could be accomplished 
if industry in general would make a 
serious effort. Winners certainly have 
a better understanding of the ambi- 
tions, problems and desires of the 
countries they visited — certainly in 
excess of what would be derived from 
an ordinary sightseeing trip.” 

To this he adds, “Our sales during 
the periods involved exceeded our 
quota because of the contest in which 
winners felt the trip was a rewarding 
experience.” ® 


Caravans, Too 


Distributors brings dealers to factory for business and fun. 


Use trips as small incentive contests and to line up new deal- 


ers. 


Distributors pay transportation to Chicago; 


Motorola 


picks up tab for dealers’ stay in Chicago and entertainment. 


MOTOROLA, INC., finds trips click 
on the home front as well as abroad. 
Company announced the continuation 
of its factory caravan early in 1961. 
Robert G. Farris, director, advertising 
and _ sales promotion, reports, “Pro- 
MARCH 
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gram has been so successful in past 
years that it is being continued at dis- 
tributor request.” Last year more than 
1,500 dealers participated in trips to 
the home plant. 

For past five years, Motorola dis- 


An ideal 
setting for 
conferences of 
25 to 100 


persons 


Completely Air-Conditioned 


all guest rooms, restaurants 
and meeting rooms 


Conveniently Located 


between New York and 
Philadelphia 


Perfectly Situated 
adjoining Princeton University 
campus 


Excellent Facilities 
spacious private function rooms 


Experienced Staff 


to make meetings pleasant and 
productive 


Fine Accommodations 


125 rooms, Cocktail Lounge, 
two Restaurants 


Ample Recreation 
overlooking Princeton golf 
course. Tennis 


Gracious Atmosphere 
Authentic Early American 
appointments 


For information, write or call Sam Stewart, 
General Manager. Telephone W Alnut 4-5200 


Princeton, N. J. 


tributors have brought established and 
prospective dealers to Chicago to 
inspect the company’s manufacturing 
facilities. 

For distributors it offers a chance to 
hold a dealer sales promotion. For 
dealers it provides a reward for 
special sales efforts in the form of an 


all-expense-paid trip. Trip combines 
tour of the plant at Franklin Park 
with an evening of entertainment. For 
Motorola it offers the opportunity to 
become better acquainted with. its 
out-of-town dealers, to gain respect 
for its products, and learn first-hand 
problems and conditions in the field. 


A 
AA 


WHICH ONE OPENS IN JUNE? 


The One That's Different, Exciting . . . 


. When the magnificent GOLDEN TRIANGLE opens on June 1, 
1961, Norfolk, Virginia becomes the convention center of the 
southeast. Here you will find every service, every facility, every 
convenience. Plan your next convention in dynamic Norfolk at 
the fabulous GOLDEN TRIANGLE. 

For complete details, write or call Sales Manager, Edward T. 
Doty, GPO 1999, Norfolk, Virginia. Telephone MAdison 5-4543. 


the 


GOLDEN , TRIANGLE 


CONVENTION 


CENT 


You MEEHT 
with SUCCESS 


. when you choose a MASTER HOST 


Motor Hotel for your conventions or sales 


conferences. Check the Master Host 


in your area. Youll discover a new concept 


in convention catering .. 


. fine, modern 


facilities plus extra resort pleasures. 


Choose Ul Lyely ™ 


C hose a Weather PtAL 


For complete information about Master Hosts in your area, 
write International Business Office, Rowan Bldg., 
6000 Camp Bowie Blvd., Fort Worth 16, Texas 
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Kickoff for the program comes early 
each year with bulletins to distribu- 
tors. Distributors are urged to partici- 
pate, plan ahead and submit dates as 
early as possible. Number of dealers 
and selection of who goes is left up to 
the individual distributor. Company 
suggest, however, that an effective 
caravan range between 25 and 80 
people. 


Contest Winners Go 


Common method used by distribu- 
tors to determine who is eligible for a 
trip to Chicago is a sales contest. 
More important, a contest eliminates 
any risk of any one dealer's cry 
of favoritism. However, distributors 
sometimes invite prospective dealers 
to sell them on Motorola production 
methods, quality of products and 
policies. 

On an agreed date, a particular 
caravan moves out by plane to 
Chicago accompanied by the distribu- 
tor or his representative. At the air- 
port, assembly is met by one or more 
special buses. Dealers are driven to 
hotel in time to check in and wash up 
for a cocktail party attended by com- 
pany department heads. Dealers can 
mix business with pleasure by dis- 
cussing business methods and prob- 
lems of marketing, research, pro- 
duction, engineering, service, sales 
training. Dinner is followed by a night 
out on the town. 

Official business part of the visit 
begins the next morning when the 
caravan is taken to the plant. Here 
dealers are met by S. R. Herkes, 
vice - president, consumer products 
marketing, who briefs them on the 
broad aspects of operations. He 
discusses opportunities to improve 
sales and increase profits. 

Later a two-hour plant tour is con- 
ducted. Theme for the tour is “quality 
and reliability.” Group is divided into 
smaller units and assigned a trained 
guide to conduct tour and answer any 
questions. Through tour, dealers be- 
come more intimate with the products 
they sell. 

Company reports the total effect of 
the caravan program is difficult to 
measure. “Dealers are impressed and 
distributors enthusiastic to a point 
where caravans are scheduled through- 
out the year,” explains Farris. Fact 
that distributors have responded for 
five years to caravan idea is some 
indication of what they think of the 
program. Particularly so, because dis- 
tributors are in a position to be most 
critical. Transportation costs is car- 
ried by the distributor, not Motorola. 
Once caravan is in Chicago, Motorola 
foots the rest of the expenses. 
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AMERICA'S INFORMAL 
BUSINESS CAPITAL 


You will find at The Greenbrier the perfect setting for 
your conference, whether it be for ten or a thousand 
people. The new, air-conditioned West Wing has an 
auditorium with a 42-foot stage, new sound and pro- 
jection machines, splendid banquet arrangements, a 
theatre with a CinemaScope screen. Ready soon will 
be our new 17,000 square foot exhibit hall. For after- 
session enjoyment The Greenbrier’s recreational facili- 
ties are unsurpassed. And our staff of experts not only 
helps in planning your program, but they also handle 
the details to carry it through successfully. 

Special Winter Rates available on request. Include a 
spacious, luxurious room and The Greenbrier’s tradition- 
ally fine meals, green fees (our courses are playable much 
of the winter), swimming in mosaic tile indoor pool, mem- 
bership in the Old White Club and gratuities to service 
personnel. EFFECTIVE DEC. 1, 1961-FEB. 28, 1962. 
FOR INFORMATION write Charles L. Norvell, Dir. of 
Sales. Also reservation offices: New York, 630 5th Ave., 
JU 6-4500 * Boston, 73 Tremont St., LA 3-4497 * Chicago, 
77 W. Washington St., RA 6-0624 * Washington, D. C., 
Investment Bldg., RE 7-2642 * Glen W. Fawcett: San 
Francisco, 1029 Russ Build- 

ing, YU 2-6905 ¢ Seattle, 726 

Joseph Vance Building, MU 


2-1981 * Dallas, 211 N. we EN 
Ervay, RI 1-6814 * Los An- ve 
geles, 510 West Sixth Street, CC}. 

MA 6-7581. 


WHITE SULPHUR SPRINGS + WEST VIRGINIA 


For a meeting with everyone’s approval, the 


10 MILLION DOLLAR CONVENTION PLAN 


The incomparable facilities of the SEVILLE 
—one of Miami Beach’s most magnificent hotels 


Wt 


* Yes, the SEVILLE offers your group a 
truly wonderful plan, combining unsurpassed 
facilities with fun, luxury and comfort 
for a “meeting with everyone's approval!” 


tala 


RIFIE] 
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@ Grand Ballroom with no view-obstructing columns, 
seating 2000 at meetings, 1500 at banquets 


Seven meeting rooms for groups of 10 to 500 
50,000 square feet of choice exhibit area 


Sunlit pools, cabana and play areas for 
outdoor fun and meetings 


Complete inventory of equipment 


FREE 21" TV AND RADIO IN EVERY ROOM 
500-FT. OF PRIVATE WHITE SANDY BEACH 
2 POOLS « 100% AIR CONDITIONED 


a, | eee ee FL. 
= . 
For complete information and newly published 
EV | lle HOTEL free copy of our FULL-COLOR GUIDE TO THE 
SEVILLE write Joseph Carbone 
A Complete Oceanfront Block, 29th to 30th Sts., Miami Beach Director of Sales 
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BRWINTintoM EXICO. 


MEXICO-TRIP winners beside barrel from which their ticket was drawn. 


Everyone a Salesman 


To Win This Trip 


Caterpillar tractor dealer creates own contest to spark parts 


sales. Each $50 in sales turned in earns employe a lottery ticket. 


Winner of drawing gets taxpaid trip to Mexico for two. 


REMEMBER the 


taken a chance in a raffle, waited in 


times you have 
hope as the barrel churned on, until 
it was time for a hand to reach in and 
yut the lucky winner? That is 
vhat Wheeler Machinery Co., 
villar tractor dealer, Salt Lake 
employees did to find out who 
won the sweepstake ticket to 

co City 
All Wheeler employes could partici- 
in companys incentive program 
rardless of whether they were on 
iles force or not There were 
dreamy merchandise prizes, too, 
everyone's eye was fixed on the 
iward Mexico 


trip was not counted as part of 


a trip tor two 
if 
emplove’s regular vacation 
Company provided the trip winner 
vitl He re- 
ived $100-expense money and ad- 


two additional surprises 


nal money to cover anv tax col 
ted by Uncle Sam 


Winner and his wife was given a 
two-day side trip to Acapulco, Mex- 
ico, as part of his Mexico City junket. 
In addition, he spent a day in Taxco, 
Mexico, reported to be a romantic sil- 
ver town by the travel brochure given 
employes at start of contest. Re- 
mainder of the time was spent pri- 
marily sightseeing modern Mexico 
City and structures still standing from 
the early Aztec civilization. 

Employe earned a _ sweepstake 
ticket for every $50 worth of parts or 
supplies he sold. Value was figured at 
the retail price. With every ticket an 
employe earned, he increased his 
Until the drawing, 
no one lost heart, because it only took 
one ticket (if it was drawn) to win 
the grand prize. 

In order to make competition fair, 
counter parts salesmen had to sell 
four times as much merchandise to 
earn a ticket. Company felt it was 


chance to win. 
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only proper since these men were in 
a position for customers to come to 
them. Custodians of the contest rec- 
ords was the Parts Department of 
Wheeler. 

Drawing was held at the annual 
Christmas party. For the winner 
Santa Claus couldn’t have been nicer. 
Each prize was announced before a 
ticket was drawn. Contest rules pre- 
vented any employe from winning 
more than one prize. If more than 
one ticket was drawn for a single em- 
ploye, he had to choose between 
prizes. New winner was then drawn 
for the one left over. 

Employes participated in one of 
four categories for the contest: field 
salesmen, field servicemen, office and 
warehouse employes, shop and yard 
employes. When final results were 
tallied, 25% of Wheeler employes 
earned one or more tickets. In addi- 
tion to the drawings, the person in 
each group who earned the highest 
number of tickets was awarded a 
merchandise prize as well. 


Promotion Help 


Westen Airlines gave Wheeler 
help on the promotion, including 
mailings, literature, props such as 
sombreros and serapes worn by some 
of the participants during the draw- 
ing-Christmas party. Airline fur- 
nished the cover sheet for the contest 
rules pamphlet. It mailed weekly let- 
ters from Mexico City to all Wheeler 
employes to help keep enthusiasm 
high. Mail campaign was “invitational” 
in nature. Copy reminded employes 
their presence in Mexico was eagerl\ 
awaited. 

Was contest successful? Company’s 
figures show approximate cost of con- 
test was $1,500. Total contest sales 
zoomed to over $180,000. Just how 
much of this amount was over and 
above what the normal sales figures 
would have been is undetermined. 
But Wheeler is pleased with results. 
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1 Choose one of Sheraton’s five world-famous luxury hotels on the beach at W aikil 
for your headquarters. 
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a Contact Sheraton’s veteran staff of 
convention experts to help you plan 

every detail — an experienced staff led by 
Robert Chandler, Sales Director 

for Sheraton in Hawaii, with 
headquarters at the Royal Hawaiian. 


3 Enjoy Sheraton’s new 
air-conditioned Meeting House — 
custom-designed for conventions, 

with facilities that can be enlarged 

to seat 1000 or divided to accommodate 
5 smaller groups in complete, 
sound-proof privacy. 


WANT TO KNOW MORE? Write Mr. Chandler or Sheraton Hotels, National Convention ‘iadiaeiieei, 
Sheraton-Park Hotel, Washington, D. C. 


BY JET: just 5 hours from the West Coast . .. 10 hours from the East Coast. BY SHIP: 41% 


SHERATON HOTELS IN HAWAII 


On the Beach at Waikiki 


6 pleasant days. 
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| You'll get more done...then have more fun at 
LAS VEGAS’ COMPLETE CONVENTION HOTEL 


* 13 Meeting Areas & Private Conference Rooms * 2 Giant Stages 
for Showmanship Demonstrations * Exhibitors Gallery 
* Meeting and Banquet Facilities for Groups from 10 to 1,200 
* Superb Cuisine * Fun Round the Clock 


: "1295 DELUXE ROOMS & SUITES : 
BOO rooms rrom 56 to $14 


On Stage! 3rd ALL-NEW EDITION! 


: LE LIDO DE P — 196 1 Rlevue 


: LAS VEGAS 
Los Angeles DU 8-1151 
San Francisco DO 2-2022 Detroit WO 2-2700 Miami PL 4-1667 Director of Sales 
Chicago MO 4-5100 Washington, D.C. EX 3-6481 New York Cl 7-6940 Las Vegas DU 4-6350 


Nationally represented by The JohnA. Tetley Co. and Leonard Hicks, Jr. & Assoc. 


Or contact 


A delightful place for any meeting any 
time of the year . . . with superb facilities 
including a complete winter sports pro- 
gram using artificial snow and ice when 
needed. Write for complete details. 
(Washington, D. C. office: EX. 3-6481). 


or 
HOMESTEAD 


HOT SPRINGS. Virginia 


This private resort estate of 625 scenic acres is at your service for convention 
and business meeting groups. Famed for efficient convention planning; 
superior accommodations; gracious, attentive service and gourmet food. The 
new and versatile Starlight Room comfortably accommodates 600. All resort 
facilities are right on the grounds: private Beach and Cabana Club, tempera- 
ture-controlled Pool, Har-tru Tennis Courts, Cocktail Lounge. 


And Where Else in Florida Will You Find 
TWO SUPERB CHAMPIONSHIP 18 HOLE GOLF COURSES AT YOUR DOOR! 
The Belleview - Biltmore is pleased to report that the 
following distinguished organizations were recently here: 


Travelers Ins. Co., New York Life, John Hancock Life, Textile Bag Assn., Nat’l. Lumber 
Mfg. Assn., Waxed Paper Inst., Inc., Chemical Spec. Mfg. Assn., Northwestern Mutual 
Life, Aetna Life, Manufacturers Life, Mass. Mutual Life, and American Inst. of C.P.A.’s. 


Pili Vibline 


BELLEAIR, CLEARWATER, FLORIDA 
Bernard F. Powell, President * Donald E. Church, Manager 
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* Texas at Crawford 
CA 2-2241 
TWX HO-886 
Ideal for sales meetings 


COMMODORE 
PERRY 
AUSTIN : 
Brazos at 8th Street 
GR 6-6461 
TWX AZ-59 

Ideal for conventions 

in the Capito/ City 


The FAIRWAY 
Motor Hotel 
McALLEN 


<- South — at Wichita 
A’) MU 6-2445 ae 


TWX MA-40 
Ideal for resort coment a | 
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ITEMS in brochure mailings (coins, flags, recordings, novelties) help keep par- 
ticipants “alive” after enthusiasm from contest’s kickoff begins to wear thin. 


Exciting Mail 
Boosts Interest 


To promote trip, direct mail offers many imaginative possibili- 


ties. Foreign coins, records, 


flags, magazines, novelties 


and picture postals added to brochure mailings make impact. 


VALUE of an incentive program that 
offers travel as a reward for achieve- 
ment is well known by progressive 


sales promotion managers. Lure of 
luxurious travel has sparked salesmen 
to heights heretofore thought impos- 
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sible. It is an established fact that 
travel awards have a tremendous sales 
stimulating effect on incentive cam- 
paign participants. 

Realistic sales managers know the 
value and motivating force that the 
travel award announcement holds. 
But they also know that over a pe 
riod of time the actual lure of the 
trip itself many times becomes tar- 
nished by factors often uncontrollable 
by the sponsoring company. 


Many Possibilities 


Promoting the trip to participants 
offers many interesting and varied 
possibilities. Direct mail, travel bro- 
chures and postcards are some of the 
most commonly used items of promo- 
tion. The E. F. MacDonald Co. re- 
cently conducted an extensive travel 
program for a major appliance and 
electronics manufacturer. Winning 
participants were treated to a two 
week all-expense-paid trip to Rome, 
with intermediate stops in London 
and Paris. Campaign theme, “Road 
to Rome,” offered almost unlimited 
possibilities for unusual and different 
travel promotion. 

A series of announcement meetings 
were held, and the first mailing piece 
was sent out as an invitation. These 
meetings, which included dinner and 
cocktail party, 45-minute show and 
film strips to show highlights of the 
tour, kicked off the campaign. 

From the beginning, wives were in- 
cluded. Not only were they specially 
invited to announcement meetings, 
but all promotional mailings were di- 
rected to homes of participants, many 
addressed to wives themselves. 

During the year-long campaign, 
over 30 “mailings were made to par- 
ticipants. Most materials consisted 
of items bought on the open market 
and obtained at low cost. A special 
“Road to Rome” letterhead was de- 
veloped and used to cover letters pro- 
moting the campaign and to explain 
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Good for one trip to al 


the significance of mailings. Here, 
briefly, are some of the unusual and 
different mailings used during the 
campaign 


Win By.” 


the trip. 


Greeting cards: Holidays were used 
For example, on July 
received 
Bastille Day card, mailed from Paris. 


Phonograph records: Three of these for mailings. 
were sent out, one at a time, in en- 14, 


each participant 
velopes with the “Music to 


slogan 


Each represented music of 
a country which would be visited on 


a 


‘Det n be Damned’ 


OR vues, YOUR DAYS WITH OUTDOOR FUN! 


"N Be Damned” is a Bahamian saying 

going back to pirate days. It means a relaxed 
state of mind, yours to enjoy at this 2,000 acre 
“British Isle’’ resort. You can be as lazy or active 
— day or night —as you wish... finest fishing 

. golf for players in any handicap .. . native 
calypso dancing... immense pool... bargain 
duty-free shopping . . . complete yacht marina. 

20 air min. from Palm Beach. The perfect prize for 
incentive programs. Complete modern convention 
facilities handle up to 600. Write U.S. Information 
Office, Dept. AA, 1522 Fulton Bank Bldg., Atlanta 3,Ga. 
or contact any Leonard Hicks Jr., Inc. office. 


GRAND BAHAMA 


WEST END, GRAND BAHAMA ISLAND, BAHAMAS 


custom-tailored meeting site for top level executives. 


SEO IEEE ELT EN, 
“It's always a pleasure to entertain and accommodate executive meetings. 
you are geared for it.”—Nick Monte, Manager-Owner. 


@ Air-conditioned banquet and meeting room 

@ Superb cuisine 

@ Large exhibit area and PA system 

@ Exceptional personalized service 

@ Luxurious accommodations designed with you in mind 

@ For your pleasure: swimming, golf, tennis, riding, 
boating, water skiing, fishing 
Cocktail lounge 
Card rooms 
Specialized consultant in convention and meeting 
planning for your convenience. 

Ocean-front cottages and hostelry . . 
with all the comforts of tomorrow. 

Color brochure and tariff schedule on request. 


urney Ss a. 


Montauk Point, L. 1..Box 25M 
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. .when 


. combining all the charms of a gracious past 


Montauk Point 8-2345 
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Christmas card was mailed from 
Rome, and showed a detail of the mo- 
saics from the Baths of Caracalla. 
Valentine card, especially designed, 
tied in the countries of England, 
France and Italy. 


Novelty mailings: These took a 
number of forms. A folder was sent 
out with three Italian coins, to be 
tossed in the Trevi Fountain in Rome. 
Picture postcard was sent from Eng- 
land. A phonograph postcard record, 
obtained from French Government 
Tourist Office, was imprinted and 
sent to all participants. 


Printed material: All available 
printed material that applied to the 
campaign was used. A special issue 
of Holiday magazine devoted to 
Rome, and an Italian supplement of 
the Chicago Tribune, were purchased 
and set out with identifying materials. 


Gifts: Many specialty gifts were 
used throughout the campaign. Each 
wife received an authentic Italian 
hand-painted turkey platter for 
Christmas. For answering a question- 
naire, each wife received a set of 
tumblers with various foreign scenes. 
From Italy came special Italian 
matches. French note paper, place 
mats, English cigarettes, and a pewter 
mug from England, all whetted inter- 
est in trip destinations. Miniature 
flags mounted in a base suitable for 
desk decoration were sent as a con- 
stant reminder of countries to be vis- 
ited. 


Helpful information: During final 
phases of the campaign, mailings took 
advantage of existing material, both 
to elaborate on details of the trip, and 
to make it seem more real and desir- 
able. One mailing included applica- 
tions for a passport, which were ob- 
tained in bulk from. the State De- 
partment. Another included customs 
hints and health forms. Packing hints 
and pamphlet on travel photography 
for amateurs were also sent. Mate- 
rials spelling out the role of Ameri- 
can tourists as ambassadors were ob- 
tained from government sources and 
supplied all participants. 


Promotion Value 


How valuable is different and un- 
usual promotion? Of the participants 
enrolled in the “Road to Rome” pro- 
gram, 60% qualified for the trip by 
meeting their campaign quotas. This 
success story cannot be attributed 
solely to campaign promotion, but 
benefits achieved from promotion ac- 
tivity cannot be denied. If you can 
keep ‘em interested . . . you can keep 
‘em selling! # 
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W MONTREAL 
All-new 880’s— “ 
World’s fastest jetliners — 
BOSTON *& 


NEW YORK w 


PHILADELPHIA W 
BALTIMORE 
WASHINGTON W J AL N G 


Now! 24 non-stop jet flights daily 
between the Northeast and Florida. 
Use your Diners’ Club or Carte 
Blanche card. Callatravel agent or 


TAMPA S j hy 
ST. PETERSBURG ® FORT MOR HEA 
We LAUDERDALE 


AIRLINES 


3 Solid Reasons Why 


YOUR MEETINGS WILL 
BE MORE PRODUCTIVE 
AT THE KEY BISCAYNE 


1. LOCATION: Although 18 minutes from the 
heart of Miami over the famous Rickenbacker 
Causeway, the seclusion of The Key Biscayne 
and its many self-contained diversions assure 
unusually high attendance at all meetings. An 
Island Paradise flanked on one side by beautiful 
Biscayne Bay,on the other by the broad Atlantic. 


2. FACILITIES: Ideal meeting rooms and 
modern equipment; Superb food in charming 
dining rooms; World’s finest Pitch ’n Putt golf 
course; 9-hole golf course on the island; 2 
swimming pools; tennis courts; 2% miles of 
ocean beach; Hotel and Villas air-conditioned, 
heated, beautifully appointed. 


3. PERSONNEL: Our staff is widely known 

for its experienced and capable planning and 

handling of groups from 25 to 250 persons. 
HOTEL AND VILLAS 


Send for FREE four-color brochure which answers 
701 Ocean Drive * Miami 49, Florida « Tel. EMerson 1-5431 


all your questions. Simply write Dept. S. 
NATIONALLY REPRESENTED BY ROBERT F. WARNER, INC.—NEW YORK © CHICAGO © WASHINGTON © BOSTON © TORONTO, CANADA 
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THREE distributors hold signs together with Carrier’s George T. Long (right) to show contest theme. 


Can Incentive Be Too Potent? 


Carrier Corp. had to tone down buying spree after incentive 


travel program was announced. Terms were so appealing, deal- 


ers tended to over-buy. Original push by Carrier was to get ex- 


clusive dealerships — lost when strikes stopped product flow. 


NEARLY EVERYBODY, at some 
time or other, wishes he was a finan- 
ial tycoon with a large stock port- 
folio. Carrier Corp., Syracuse, N. Y., 
capitalizes on this secret dream by 
awards of fictitious stock with divi- 
dends that eventually pay off in travel 
to Bermuda, Jamaica and Hawaii. It’s 
all part of company’s current incen- 
tive program. 

“Corner the Market” promotion en- 
1,000 dealers to sell Car- 
rier air conditioners over other brands 
Dealers earn shares to reach up to 
three plateaus. Men who earn 350 
qualify for Bermuda, 640 
Jamaica, while 1,280 
carry an Hawaii dividend. 


tices some 


shares 


share S means 


If a dealer amasses twice the re- 
quired shares for any one trip, he is 
eligible to bring his wife along. Pla- 
teaus work on a sliding-scale principle 
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for contestants. Dealers who pile up 
the necessary shares for a single trip 
to Jamaica automatically may take a 
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trip for two, to Bermuda—and so on. 

Dealers earn shares as they order 
and stock early. Each model has a 
point value, which the company de- 
scribes in shares of stock for the con- 
test. As a dealer works up his inven- 
tory, so goes his shares, until he be- 
comes eligible for the first trip. As he 
continues from this point, he makes 
his way through the second plateau 
to the third, Hawaii. 

To explain the point system to its 
dealers, Carrier created a newspaper, 
“The Wall Street Carrier.” Patterned 
after the business daily, it ran a stock 


_ table to show just how many shares 


each model air conditioner was worth. 
Rules of the contest were spelled out 
Latter half of the special edition de 
scribed each of the trips offered in 
alluring terms. 

Dealers win shares in two ways. A 
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MR. E. R. TAYLOR 


Executive Vice President MOTOROLA, INC. 


ExEcurTive OFFIcEes 


MOTOROLA, INC. 


May 18, 1960 


Mrs. Jennie Grossinger 
Grossinger's Resort 
Grossinger, New York 


Dear Mrs. Grossinger: 


There are so many people on your staff that 

I should write to and thank, that I have decided 
to write to the "Queen Bee" and I hope you'll 
pass on my Sentiments to the rest. 


I should start by saying that I had some mis- 
givings about going to your resort, primarily 
because of the distance from New York City 
and the complications of logistics. These 
fears were all dissipated the very moment 

I set foot inside the hotel. Your people were 
obviously well coached and prompted on our 
requirements. We couldn't have asked for 
more attention or better service. 


I hope you'll express our deep gratitude to 
everyone. Our meeting was an outstanding 
success and I honestly feel that the hotel played 
an important part in making it so. 


Sincerely, 
PF 


j 
SY a / 
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Executive Vice esident 
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E,R.TAYLOR 


has everything For full color 
FOR YOUR CONVENTION convention brochure 
SALES MEETING * INCENTIVE OUTINGS and complete details 


»hone or write 
os > } 


eis a DIRECTOR OF SALES 
CIrele 7-4915 


GROSSINGER, N.Y. NEW YORK OFFICE 


221 West 57th St., New York 19, N.Y. 
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PLAN YOUR NEXT CONVENTION AT 
MIAMI. 
BEAC 


CONVENTION HALL 


and AUDITORIUM 
Covering nearly 5 acres « Largest in the South * Completely air conditioned 


eT ee eT 


The new Miami Beach Convention Hall has an over-all floor area 
of 200,000 square feet and seats upto 15,000 people at one time 


¢ Centrally located ¢ Close to the world’s finest hotels, apart- 
ments, restaurants, shopping centers and recreation areas ¢ 
Parking for 3,500 Cars ¢ Expositions ¢ Conventions ¢ Trade 
Shows ¢ Sales Meetings « Ice Shows ¢ Announcement Showings 
e Automobile Shows ¢ Sports Events 


format 


CLAUDE D. RITTER 

Auditorium and 

Convention Hall Manager 
THOMAS F. SMITH . 

Director Convention Bureau 
1700 WASHINGTON AVENUE 
MIAMI BEACH 39, FLORIDA 


whee EXPERIENCE 
mes EXPERIENCE 


When your company’s sales experience joins 


with the Claridge’s meeting experience (and a 
excellent facilities) a top notch sales meeting 0 
is assured. That’s why FERRY-MORSE 


SEED, ESSO STANDARD OIL, KELLOGG, MEMPHIS 
and many others return to the Claridge 

year after year. May we add your name to HOME OF THE FAMOUS 
our growing list of satisfied clients? BELL TAVERN 


SCOTT J. STEWART, Managing Director 


a dealer places an order he is credited 
with the prescribed shares in his 
make-believe portfolio. When he ac- 
cepts delivery of the order, he is 
again assigned additional shares, pro- 
vided it is before deadline set by the 


company. 
Off-Season Push 


Contest is Carrier's way to boost 
air-conditioner sales off season. Deal- 
ers were urged to sell units during 
the fall and winter months when nor- 
mal sales drop off. Promotion build- 
up left dealers with this note, “Earlier 
you place your order . . . and the 
earlier you accept delivery . . . the 
more you win. 

Trip incentive was explained to 
distributors at regional meetings at 
the beginning of contest last fall. Dis- 
tributors learned first hand about the 
incentive program. Carrier also took 
this opportunity to unveil a new con- 
denser unit which isn’t in production 
yet. 


Show Comedy Film 


To further develop the promotion’s 
stock theme, Carrier showed a 10- 
minute black-and-white comedy film. 
It was a_ take-off on terms used 
around stock markets. Distributors 
chuckled when they saw the term 
“preferred stock” portrayed as a lus- 
cious blonde as opposed to “common 
stock” represented by an over-weight 
“fortyish” gal. 

A second film followed. Film clip 
ran on other travel programs that The 
E. F. MacDonald Co., Chicago, has 
handled in the past. Final portion of 
the film is of a fictional character who 
never returned from incentive trip. He 
is shown in a tropical bar with his 
arms around two robust damsels. He 
is over-heard telling these two girls 
how the Carrier trip was the greatest 
thing that ever happened to him. He 


rc — 
Glad to GREET you 


hy With complete facilities that assure 
@ successful carefree meeting 
With hotel or private cottage accom- 
modations, fine food, interesting 
sports facilities. etc. 

With personalized attention to 

good service and come-back-again 

hospitality 

90 miles from Phila. & N. Y. C. 

For information call our offices in: 

N. Y.—LO 5-1115 © Phila.— Ki 6-1937 
A or write: EDWARD C. JENKINS 


MOUNT POCONO, PENNSYLVANIA 
at the Top of the Poconos 


i= _ 
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saw no reason to go home again. Se- 
quence is filmed in such a way that 
any company’s name can be dubbed 
into the sound track without any 
noticeable visual conflict. Film actors 
were so positioned that their lips were 
not visible to viewers. In this manner 
audience is not disturbed by any 
change in the sound track. 

Regional meetings were presented 
for two reasons. Company wanted to 
get its distributors all fired up over 
its off-season campaign. In addition, 
it was training meeting for distribu- 
tors. Purpose was to show them how 
to stage a kickoff meeting of their 
own. This is exactly what they had 
to do. Once back home, distributors 
held meetings for dealers they serv- 
ice. These dealer meetings were a 
miniature of regional meeting dis- 
tributors attended earlier. 


Meetings for Dealers 


Distributors borrowed films from 
Carrier, along with props, to make 
their own meeting every bit as effec- 
tive as the one Carrier staged. It was 
up to individual distributors to han- 
dle kickoff meetings in their own 
way. Some went on their own. Others 
banded together to stage a_ bigger 
dealers’ meeting in which distributors 
split the cost. One example of this 
“band-of-brothers” activity were five 
distributors in the New York, New 
Jersey area. Distributors took their 
dealers to a joint meeting at Concord 
Hotel, Kiamesha Lake. 

“Promotion operates under um- 
brella of the most liberal financing 
plans ever offered to Carrier dealers,” 
reports General Manager William L. 
McGrath. Dealers are extended credit 
until the spring of ’61, and if needed, 
plans calls for extension of 30 or more 
days. In response to the kickoff, orders 
began rushing into the company. 


Dealers Too Eager 


Soon after orders began to come 
in, Carrier had reason to become con- 
cerned. It was quickly apparent that 
dealers were over eager to order air 
conditioners under the company’s 
liberal financing plan. Management 
feared that its dealers would not be 
able to sell all they ordered for the 
off-season promotion. Hopped up with 
the prospect of a trip, such eagerness 
can lead to a surplus problem if gone 
unchecked, company explains. (A 
dealer who gets into sales trouble is 
inclined to return unsold and unpaid 
for air conditioners to the company 
at the end of contest.) Meanwhile, 
Carrier's production would continue. 
Result is an over supply. 

To off-set any possible surplus 
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Imagination is the fourth dimension of 
advertising. It is the final measure of creative 


effectiveness. In the three dimensional media 
it is imagination that successfully relates design 
and materials to create a vital selling force. 


The important corollary of imagination is 
impression. And lasting impression is the truest 
measure of an effective exhibit. Whether 

you seek to project a corporate image or sell a 
product, imaginative treatment of your 
exhibits will produce superior results. 


At Bertell Inc. imaginative design and execu- 
tion is the fundamental force in our business. 
We would welcome the chance to put our 
imagination to work on your exhibit program. 


BERTELL unc. 


CREATORS «+ PLANNERS» FABRICATORS 
OF EXHIBITS FOR INDUSTRY 


40 EAST 49r STREET. NEW YORK 17, N. Y.* PLAZA 9-6122 
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You Combine 
BUSINESS AND 


PLEASURE 


ATA 
RESORT 


(away from distraction) 


ROBERTS 


Pine Beach Resort 
on Gull Lake 
BRAINERD, MINNESOTA 
125 miles no, of Mpls-St, Paul 


All inclusive American 
plan rates of $12-$14 per 
day, include: Meals, Golf 

(27 holes at our door), Sailing, 
Swimming, Water Skiing, 
Trap Shooting, Fishing, Riding 
Horses, Boats, Tennis, eic., 
as well as lodging. 
Indoor & Outdoor Recreation 


Main Lodge — 75 Rooms 
10 cottages 
Meeting Rooms for 10 to 150 


Season June 1 to Sept. 20 


Write for Brochure 
Duncan Hines Approved 
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BFRYAN-ELLIOTT 
COMPANY 


27-01 Bridge Plaza, North 
Long Island City, N. Y. 
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She 
Y af a 
Decarlbervrr “Sere 
Colonial Homes 


+o nal 


Motor House 


..come to The Dearborn Inn. 

f Here in a suburban setting, 
or 20 minutes from downtown 
Y N — 15 from 
etropolitan 

our ext Airport, are the 
services of a 


Conference © gracious inn 


with every 

convenience 

or Group for group meetings 
and banquets for 


Meeting up to 350... 
185 beautifully- 
‘ appointed guest 
in the rooms with TV; 
two restaurants, 


Detroit cocktail lounge, all 


air conditioned. 

May we send brochure? 

Area Richard D. McLain, 
General Manager 

Dearborn, Mich. LO 5-3000 Twx DE 380 


Neighbor of 
Henry Ford Museum and Greenfield Village 


ey: 


a Your Next Convention 


facilities to house, serve and entertain all types 
of business meetings, from 50 to 500 persons. 


Swimming, golf, fishing, boat trips, charter tours, 

bridge tournaments and many other recrea- 

tional activities combine vacation pleasure with 

business. Special group convention rates. 

The Dell View is easily reached by auto, bus, 

train or plane—located on Highways 12 and 13, 
north of Madison. Write for further 
information, rates and brochure SM-60. 
In Chicago, phone MOhawk 4-5100. 


ES pelle... 


Lake Delton, Wisconsin 


TOLEDO, OHIO 


COMMODORE PERRY 


and adjoining 


SECOR HOTEL 
Outstanding 


CONVENTION CENTER 


* 800 GUEST ROOMS & SUITES 
ALL WITH TV, MOST AIR 
CONDITIONED 

* 23 AIR CONDITIONED 
MEETING ROOMS 

* FREE PARKING 

* 1200 ADDITIONAL DOWNTOWN 
ROOMS 

* ARENA AND EXHIBIT HALL 

* EXPERIENCED GROUP STAFF 


Send for 
Complete Brochure 
Henry B. Williams 
Vice President & General Manager 


G@ John P. Martin 
Sales Manager 


PHONE: 
CHerry 4-2841 


TELE VFe 
TO 644 


for a different meeting! 


Le Fonda 


IN OLD SANTA FE, NEW MEXICO 


The Udearade 


IN ALBUQUERQUE, NEW MEXICO 


EL TOVAR, BRIGHT ANGEL LODGE 
AND YAVAPAI LODGE, ARIZONA 


Death Calley, wore. 


FURNACE CREEK INN AND FUR- 
NACE CREEK RANCH, CALIFORNIA 


Write to Manager or: 
Fred Harvey, 530 West 6th Street, Los 
Angeles 14, California. MAdison 7-8048 
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problem, Carrier found itself in the 
ironic position of telling its dealers, 
“Look, back off and don’t overload 
yourselves.” “Order more later” was 
the advice management gave its deal- 
ers. It evaluated each dealer order 
and “put on the brakes” by cutting 
shipment when it felt necessary. 


Kickoff Works Too Well 


Carrier found itself sponsors of a 
kickoff promotion that worked too 
well, in the early days of the contest. 
Since that time, contest orders have 
progressed more realistically. 

One dealers became over 
enthusiastic was the intensity with 
which company promoted its incen- 
tive trips. To fully understand why 
the company pulled out all the stops 
on its initial campaign, we must go 
back to pre-promotion days. In the 
spring and summer of last year, com- 


reason 


pany suffered from a severe shortage 
in some models of air conditioners. 
Steel strike, late in 1959, forced a 
two-week plant closing, and a strike 
at Syracuse shut down Carrier four 
more weeks and disrupted production 
for several additional weeks. 


Program Successful 


As a result of this shortage, dealers 
who had formerly carried Carrier air 
conditioners exclusively had to turn 
elsewhere to fill the holes in their in- 
ventories. Therefore, in planning for 
1961 incentive contest, company's ob- 
jective was to return these dealers to 
the 100% Carrier fold. With this in 
mind, Carrier launched its “Corner 
the Market” promotion with particu- 
lar zeal. “We feel program so far is 
eminently successful in this regard,” 
says McGrath. Contest is to end later 
this month. @ 


‘Chopper’ Convention 


“CHOPPERS” dotted Cherry Hill Inn, Haddonfield, N. J., grounds at the 13th 
annual convention of the Helicopter Assn. of America, Inc. Inn’s large grounds 
served as heliport early this year. Manufacturers flew in models for demon- 
stration flights in addition to booth exhibit in the inn proper. Convention 
highlight was the introduction of turbine powered helicopters. Keynote speak- 
er L. Welsh Peque, former chairman, Civil Aeronautics Board, and aviation 
attorney, noted that 265 commercial helicopter operators in U.S. and Canada 
currently fly 845 ‘copters to gross over $50 million annually. Hal C. Conners, 
general manager, Helicopter Air Lift, Division of Butler Aviation, Chicago, 
was elected the association’s 1961 president. “Pilot of the Year” award went 
to Danny Garson, S-58 pilot for Petroleum Helicopters on assignment in Puerto 
Rico, as recognition of his flying skill in saving over 100 lives as hurricane 
Donna swept through there. 
MARCH 
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Crouveuient 


to Everywhere! 
PROVIDENCE 


RHODE ISLAND 


Cradle of Religious Liberty 
in America and the perfect 
historic setting for meet- 
ings and conventions. 


500 Rooms 


with COMPLETE 
convention 
facilities 


©) SHERATON 


—BILTMORE HOTEL 


For further information write 


Hon. Walter H. Reynolds, Mayor 


or \ 


vention Bureau 


N MEMBERS 
NBE F GUEST 


«poe Chaps FeO 
at the Punic! 


NECA conventioneers are greeted at Las Vegas airport with music, beauty. 


Razzle-Dazzle 
Exhibit Promotion 


Circle F Mfrg. Co. turns exhibit participation into all-stops- 


out publicity drive. Uses every Las Vegas-inspired device to 


capture attention—girls, 


slot machines, 


celebrities, beauty 


contest. All this and exhibit didn’t even arrive for show. 


By RICHARD T. McCARTHY 
Executive Vice-President, Armand-Richards Advertising Agency, Inc.* 


UNROMANTIC PRODUCT, well- 
established industry, convention-act- 
modest budget, and a 
whole lot of enthusiasm and coopera- 
tion 

These were the ingredients that 
made up the most successful show in 
the history of Circle F Manufacturing 
Companys 10 years of 20 shows a 
year. Occasion was National Elec- 
trical Contractors Assn. annual ex- 
hibition held in Las Vegas. 


ing company 


® Hackensack, N. J 
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Final results probably won’t be 
completed before another four 
months. Letters from harn-nose old- 
time reps, major electrical contractors, 
never-sold-before wholesalers and 
company sales personnel are still com- 
ing in. Record amount of literature 
cards and letterhead requests have 
been received. Authorizations to 
“stock the line” were made right on 
the exhibit site. 

Theory concocted by Circle F and 
Armand-Richards Agency. If you 
can’t beat Las Vegas, join em.” It 
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paid big dividends. Slot machines, 
celebrities, beauty queens, beach um- 
brellas and Western hospitality mixed 
with Eastern ingenuity were the 
magic-makers. 


Change Policy 


Normal policy of Circle F is not to 
encourage reps to attend the many 
shows conducted throughout the na- 
tion. This one was different. A con- 
ventional sales letter was sent out 
two months in advance of the show 
to explain that Circle F wanted their 
help for the NECA activity. Very 
sketchy plans were mentioned. A 
simple hotel post card was mailed 
from Las Vegas a month later. It said, 
“Details are being worked out for the 
show.” Another sales letter was 
mailed three weeks before the show 
to urge assistance and to give details. 

Advertising agency letter to tell of 
complete plans and Circle F’s en- 
thusiasm followed in a week. A mass 
mailing to all reps and NECA mem- 
bers was sent a few days later. This 
mailer was a die-cut of a slot machine. 
Copy promised: “You can win at Las 
Vegas—with the Circle F Slot Ma- 
chine.” Invitation cards, which were 
miniatures of “How to Win a Prize” 
cards from front of a slot machine, 
were sent out one week before the 
show. 


Own Slot Machine 


A special slot machine was de- 
signed for Circle F coins only. Lem- 
ons, bells and cherries were replaced 
with Circle F products—and the jack- 
pot was set at $1,000 worth of Circle 
F products. 

Delegates who flew in to attend 
the convention were greeted to the 
airport by six-shooting, rebel-yelling 
men dressed as cowboys. Two Circle 
F hostesses cheerfully invited each 
delegate to the Circle F game room 
for coronation ceremonies for Miss 
Electrifying Queen of 1960-61. The 
queen would be crowned by Vic Da- 
mone. VIP cars, courtesy of local 
dealer, were waiting to whisk special 
customers to their hotels. 

Lobbies of major Strip hotels dis- 
played posters of their contestants for 
the Miss Electrifying Queen contest 
to be held at the Circle F game room 
the first night of the show. Marquee 
atop of Thunderbird Hotel also in- 
vited delegates to the game room. 
This combination of immediate ex- 
posures set the early pace for show 
dominance by Circle F. 

Outdoor billboard marquee, lobby 
posters, handbills, TV program, local 
boxing match, newspapers, helicop- 
ters, telephone solicitation, exhibit, 
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United 


Van Lines 


Solver 


EXHIBITORS’ 


Tle siue/ 


PROBLEMS 


Nelle 


“SAFE-GUARD' 


EMOVING SERVICE 


Meeting trade show deadlines can be a headache .. .but it 
needn’t be! 

United Agents, using coordinated scheduling and 
specially-designed vans, expedite your shipment to get it 
where you want it... when you want it and with no 
sacrifice in gentle care. 

For a single show or a cross-country tour, SAFE-GUARD 
service gives exhibits “top priority.”” Extra economy, 
too, because costly crating isn’t needed. Call your 
dependable United Agent for modern SAFE-GUARD service 
today. He’s listed under “Movers” in the Yellow Pages. 


United Van Lines 


MOVING WITH CARE EVERYWHERE, 
INTERNATIONAL HEADQUARTERS * ST. LOUIS 17, MISSOURI 
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ye WHR GM GLI LIN IR SR SR AP wey MEMS MTD RIT 1S SOHO 
Chuck the tape, Tex. For product premieres that take 
Lone-Star wide open space, the Marott measures up 
proudly. A mew oversize entrance (drive a herd o’ 
Caddies through! ), twelve conference rooms for man- 
size sales meetings make the difference! Beds for six- 
footers! Ranch-size 

meals, too! Put your 

brand on Marott 

accommodations 

now! 


Two large parking areas on hotel premises. 


G win CALL US AT WALNUT 6-4571 
ae Ge marott hotel 


-~ 
CF NORTH MERIDIAN ST. AT FALL CREEK BLVD. 
INDIANAPOLIS, INDIANA 


~aw"14% 707", 
SEPARA AI 


In New Orleans — 


America’s Most Interesting City 


your convention business 
is a pleasure at the 


ROOSEVELT 


100% AIR-CONDITIONED THE YEAR ‘ROUND 


%*& 14 comfortable meeting rooms, seating 25 to 2,250 
persons 

%& The center of business, civic and social activities 
in New Orleans 

3c Home of the famous Blue Room for dining and 
dancing and floor shows 

% Also for your dining convenience The Coffee Shop, 


Fountain Lounge, Coffee House and Plantation 
Room. 


SEYMOUR WEISS 
President and Managing Director 


A. C. BELLANDE 
Manager 


AN 
UNMANNED 
BOOTH 


CAN COST YOU MONEY 
IN LOST SALES LEADS! 


Wherever your convention or 
sa‘es meeting is held there's 
a Manpower office to supply 
temporary booth attendants or 
any other convention help you 
need to relieve or assist your 
sales people. 


LOW HOURLY RATES. 
OFFICES IN 200 CITIES 


900 eoeeese?eoSeseoesesoosoooooooes 
eee 
eee? 


manpower, inc. 


Write for free booklet on our 
unique Convention Services 
826 N. Plankinton Ave. 
Milwaukee, Wisconsin 
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Ny “ \ 
GOLF COURSE 
! ON OUR PREMISES \ 


NEWEST YEAR ‘ROUND \ 


Wiies 
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I 
SO. FALLSBURG, N.Y. ] 
TEL: FALLSBURG 750 | 
New York Phone: LO 5-3760 
Pick a really different setting for l 
your next outing and enjoy these Jf 
unusual facilities: Deluxe Ac- | 
commodations e Air Condition- 
ed Dining Room © All Sports | 
Health Club e Solarium e I 
Steam Baths ¢ All Star 
\ Shows Music © Dancing 
\ e Cocktail Lounges 
\ FABULOUS 
INDOOR POOL 


‘CONVENTION SUCCESS 
\ ASSURED! 
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! 
I 
l 
| 
I 
1 
| 
l 
I 
\ 
| 


SALES MEETINGS/Part Il SALES MANAGEMENT 


-7.¢ 


a 
A CONVENTION CITY 
UNDER ONE ROOF 


"Thinks to a half million dollar 
program of reconstruction and 
: ee refurbishing, the ever-popular 
PLANNED exhibit never arrives, so Circle F creates make-shift recreational Palm Beach Biltmore now be- 
b . ; g comes the nation’s most suitable 
ooth equipped with slot machine, model. Attendance zoomed says company. and enjoyable meeting site 
Among the innovations are: 
1. A great new Convention Hall 
| a, abe ti coef with a seating capacity of 1,000. 
Bia 7 ; ‘i 5 2. A sparkling new main Din- 
i 5 “— 2 ing Room. 
3. A modern Coffee Shop. 
} 
’ 


4. An intimate Bar and Cocktail 
Lounge. 
Add to this the matchless 
attributes of the Palm Beach 
> o : area...a complete, self- 
Ly : contained ‘“‘Convention Center” 
-F & wy . with every modern facility and 
oo + ' gp i equipment... personal attention 
= y, ; to every detail of planning and 
’ execution . .. quick, easy access 
to Palm Beach’s renowned di- 
versions and shopping areas... 
and it’s evident why it is in your 
best interests to hold your next 
meeting at the Palm Beach 
Biltmore . . . at rates lower than 
you'll pay at sites with fewer 
advantages. 

For rates and availabilities 
call the Sales Department of 
. ; any HCA Hotel below, or write 
Se — ae” : -™ directly to Bob Golbach, Assis- 
JUDGES for Miss Electrifying are: (I.-r.) Vic Damone, Warren Senior, Armand tant General Manager. 


Bagar, Jimmy Durante, Ed Ring and Kay Starr. Contest is publicity “vehicle.” 
PALM CY Yj 
Beach (SA IYUYUWW70 


. ' HOTEL CORPORATION OF AMERICA 

trade publications, and word of mouth from hotels to conv ention center. aus Yaak temas <= 

were all included to promote Circle Telephone solicitation technique was New York .....Hotel Roosevelt 

F. Ed Ring, executive V-P, Circle F, used to invite major customers to Washington -+++e+.The Mayflower 

Tony Bennett of Dunes Hotel, and I game room with surprising success. — eatin ge Hotel 
. > , " ° , o ye ost ‘ tel 

were guests on Martin Block’s NBC- Jimmy Durante, Kay Starr, Vic cate sey: 


ue? OC / : c : New Orleans ......The Royal Orleans 
[TV Show. Damone, Ed Ring, Paul Price of Pst Beach Dele Reach Wllnees 


Vegas Sun, Armand Bagar of Armand- Quito, Ecuador, S.A pees ..-Hotel Quito 

Publicity Every Day Richards and I acted as judges for London, England ... --++.The Carlton Tower 
beauty contest. Contestants were from - wage Sg lta 

Local newspapers carried photo/ major Strip hotels. Over 1,100 dele- Bitten. , |. 211 Evray Street 
caption releases of contestants for gates, in addition to TV cameramen, Los Angeles 510 West Sixth Street 
Miss Electrifying every day of the news photographers, and trade pub- San Francisco te eeseeees 1029 Russ Building 
show. Bell helicopter ferried Queen lication reporters, filled the Circle F | Se@ttle - ---- +726 Joseph Vance Building 
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KEEP AN ACCURATE 
TYPEWRITTEN RECORD 
OF VISITORS 
TO YOUR BOOTH! 


Wherever your convention 
or sales meeting is held 
there's a Manpower office 
to supply temporary typists 
—or any other convention 
help you need to relieve 
or assist your sales people. 


= KANSAS CITY 


SALES MEETINGS, CONVENTIONS 
and TRADE SHOWS 


4 FLoors 


exclusively for group functions 


For meetings of any size up to 900 or for breakfasts, 
luncheons or banquets—for small groups or as many as 
550 — the Continental offers the finest facilities and 
service. Unique among Kansas City hotels is the new 


EXHIBITION HALL 


AN ENTIRE FLOOR—10,500 SQ. FT. 
designed for trade shows and conventions 


Specially wired and lighted for exhibition purposes . .. AC current, 
110-220 voltage . .. radio and TV outlets ... PA system... 
Muzak . Spot lights ... natural gas and water connections 
platform and stage ... private office with telephones for 
show manager . . . built-in registration desk . . . check room. 


Ie Dining Room and Cocktail Lounge featur- 
“ ing CHAR-BROILED K. C. STEAKS and 
Prime Rib! Evenings, Entertainment Extra- 


ordinary! 


e Cocktail Lounge—French-sidewalk setting! 

aL Popular-price Coffee House — breakfast, 
luncheon, dinner! Olympic-size indoor 

Swimming Pool — free to hotel guests! 


LOW HOURLY RATES. 
OFFICES IN 200 CITIES 


be Pr 


in manpower, inc. 


Write for free booklet on our 
unique Convention Services 
826 N. Plankinton Ave. 
Milwaukee, Wisconsin 
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For complete infor- 
mation write, tele- 
phone or wire: NOEL 
DANIELL, Manager. 


AIR- In the Heart of Downtown HOTEL 
CONDITIONED 


BALTIMORE AT ELEVENTH ¢« KANSAS CITY, MISSOURI 
Less than 10 minutes TELEPHONE HArrison 1-6040 @ TELETYPE KC-457 
pw Airport or CHICAGO OFFICE: FRANKLIN 2-7741 
nion Station 


offers the most! 


largest auditorium of any 


COMPLETE DISPLAY INSTALLATION SERVICES Miami hotel capacity 2,000! 


10 other meeting rooms 


IN ALL CHICAGO CONVENTION HALLS AND HOTELS ||) Sov'sacsr" © 


500 each! 
e heart-of-downtown location! 
INSTALLATION — ond — DISMANTLING e 500 spacious outside rooms! 
pectes, » e rooftop swimming pool, 
% : - gardens! 
e Trucking = e Maintenance 


ns 4 superb restaurants and 
e Storage e Handling 


4 cocktail lounges! 
Biscayne Bivd., 2nd to 3rd Sts. 
CZARNOWSKI DISPLAY SERVICE, INC. § Overlooking the Bay 


Miami, Florida 
1433 N. DAYTON ST. T. James Ennis, Managing Director 
Michigan 2-7181 Chicago 22, Ill. 
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game room. The evening TV news 
carried the activity; morning papers 
included it on their front pages—with 
~two-column photos. Society columns 
in California also picked it up. From 
this point, Miss Electrifying was the 
queen of the show, and Circle F—the 
king. The industry also had a new 
line of electrical devices known as 
“The Coronation Line”. 


Display Never Arrived 


Although the display never arrived, 
the 20-foot Circle F booth didn’t need 
any help. Within two hours before 
the showed opened, the only “Booth 
of Relaxation” in Convention Hall 
was ready to receive the delegates— 
complete with palm trees, colorful 
089. 5 umbrella, Circle F slot ma- 
chine, a shiny Coca-Cola dispenser, 
and a newly crowned queen. 


Show-Stopper 


An on-the-spot gimmick turned in- 
to a show stopper. Delegates would 
have their picture taken presenting 
the queen with a bouquet of flowers. 
Picture and flattering caption was 
then sent to the home town paper of 
the delegate’s choice. Thus, 32 states 
were represented at the end of the 
first day. Each picture conveniently 


had the “Circle F” banner as back- 
drop. 


Beauty Pageant 


Big NECA outdoor cocktail party 
was scheduled to be held around the 
Flamingo Hotel pool. A record at- 
tendance was anticipated. An arrange- 
ment was made to conduct a bathing 
beauty pageant consisting of the 
queen and her court of ladies. Small 
one horsepower motor boats were 
placed in the pool to carry the en- 
tourage. Each boat had Circle F iden- 
tification. Cameras rolled, from 
Brownies to TV, to cover the event. 
Next morning, newspapers gave the 
details. 


> Before the glitter of the Las Vegas 
show disappeared, a follow-up recap 
piece was being worked out. Final 
form selected was an eight-page news- 
paper—mainly because of subject mat- 
ter flexibility. A complete list of Circle 
F slot machine winners (over 100), 
photos of all activities, product press 
releases and an ad, made up the pa- 
pers contents. A mass mailing was 
made to all NECA members, at- 
tendees of the show, and company 
reps, as a souvenir piece to say, 
“Thank you for making the show a 
success.” @ 


| EXHIBIT FigoR A 


FARiame 


ALL DAY 


“Didn’t you get suspicious when he bought 50 spaces?” 
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CLIENTS 
EXPECT MORE 
FROM 


GENERAL EXHIBITS 


SUPERIOR DESIGN 


QUALITY STANDARDS 
ENGINEERED ANIMATION 
BETTER GRAPHICS 


ERECTING AND DISMANTLING 


FOR YOUR NEXT EXHIBIT 
CONSULT 


eneral exhibits 


& displays ine. 


2100 N. RACINE AVE., CHICAGO 14, IIL 
PHONE—EASTGATE 7-0100 


ALL PRO cast is viewed by Linen Assn. convention members. Association uses dramatics for all convention programs. 


Assn. Now Turns to Bway 


Linen Supply Assn. gets away from old convention format with 
dramatics. Uses professionals to stage annual conclaves and 
makes members important part of program. Promotion of conven- 
tion attendance no longer problem—members anxious to come. 


By JOSEPH L. KOACH 
Administrative Assistant, Linen Supply Association of America 


“I'VE SEEN everything twice,” your 


terest that man in the next convention of America, have discovered that we 
issociation member says. 


or business meeting? have no alternative but to give each 
How does a meeting manager in- We, at Linen Supply Association member something he hasn’t seen in 


pity 


H 
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p ’ ee 
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FAMILIES of association members join in show's tableau of fashions from past eras, beginning with 1800. 
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call does it all 


... When that call is to DEE 


here’s how: In need of a convention exhibit . . . displays for a sales conference 
« 


. a complete staging for a dealer or distributor gathering? Then 


reach for your phone (or wire or write). Call D&E ...and we'll 


We'll plan your display 

..we'll study your 
products, your prob- 
lems. Our experi- 
enced planners will 
come up with ideas, 
economies and sug- 
gestions you never 
would have thought 
of yourself. 


carry the ball from there. 


We'll design and build it 

.and it will be done 
right . . . by our design- 
ers and builders who 
are experienced from 
A to Z...who know 


We'll ship it 

.. and we’ll promise it will be 
at its destination in ample time 
for erection before your show 
or convention starts. 


UCER 
Sy Se 


mt 


r S 
Tora’ 


? 


SEXHIBIT > 
“sayngis3® 


“MEMBERS 


PLANNERS 


all the secrets and 
short cuts to do the 
job ina hurry ... with 
maximum efficiency 
and effectiveness. 


We'll erect it 

... the way it should be erected 
for greater display value... for 
the easy flow of visitors . . . for 
maximum sales impact. 


When it is completed, all details will have been 
handled .. . literature in place . . . tables and chairs 
properly placed . . . ready for you and your force to 
start selling. Just step up and go to work. 


And that isn’t all! When the convention or meeting 
is over, we'll dismantle, pack and ship your display 
to the site for its next showing—or to storage. 
Next time you are in need of display or exhibit 
service, make that ONE CALL to... 


ISPLAY 
& HIBIT coneany 


1501 E. FERRY DETROIT 11, MICH. TR 5-4700 
BUILDERS INSTALLERS 
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the West End, the Follies Bergere, or 
the Uffizi Gallery: himself! 

When a man is shown himself, he 
responds more genuinely to that pres- 
entation than to anv other in the 
world 

That's why programs of LSAA over 
the past several years have been de- 
liberately slanted toward our industry 
ind industry research — to give mem- 
bers an accurate appraisal of their 
ndustry’s potential, of its probable 
direction, and of possible problems in 
the future. This information is avail- 
able from no other source. What bet- 


ter function for an association? What 


more meaningful “come-on” can it 
announce? 

Correspondingly, we have used 
fewer of the “all-purpose” category 
of speaker—no more bright-future-for- 
all charts and graphs. In our 1961 
convention, everything is pitched di- 
rectly to our members and to their 
specific problems. We'll be using only 
specialists in related fields and expe- 
rienced linen suppliers. 

Everyone wont agree with our 
choice, but we're dealing with success- 
ful business men—men who are aware 

men who have access to general 
financial news through stock brokers 


“<<< ee 


_ 
. 


_~ did you know that the 
Hotel Claremont has 
{ the most convention space 
\, west of the Mississippi? 


60,000 SQUARE FEET 
OF EXHIBIT SPACE 


Make the Claremont headquarters 
for your next convention, sales meet- 
ing, conference, professional sem- 
inar, new product introduction or 
exhibition. It’s the liveliest resort 
hotel in the West. 


22-acre garden setting. 
Overlooking San Francisco Bay 
Banquet service for 4,000 


Call, write or wire 
for full information 


— 
- 


A Cox a 


Oakland/ Berkeley, California 


“GROWINGEST” HOTEL, TOO: 
NOW MORE THAN 30 MEETING 
AND CONFERENCE ROOMS 
AVAILABLE—AND WE’RE STILL 
ADDING MORE! 


CLYDE SUNDERLANO PHOTOGRAPH 


Murray Lehr, managing director 
Victor Roberts, resident manager 


THornwall 3-3720 Teletype OA 520 
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and business publications and reports. 

Knowing that we intend to put the 
convention in their lap, members are 
exhibiting a heartening interest. Al- 
though it is no longer all-important to 
the success of our convention, we 
still send out promotional literature 
regarding the convention. 


Three Other Elements 


Now that LSAA has discovered the 
one topic that interests every mem- 
ber, we're concentrating on other ele- 
ments indispensable to successful, 
productive meetings: time, technique, 
coordination. 

Consider time. Demands on a busi- 
ness executive's time are phenomenal. 
His time is an investment. Communi- 
cation — new ideas — must be brief, 
meaningful, forcefully presented. An- 
other aspect: how can a man whole- 
heartedly support a convention or 
sales meeting if the meeting staff 
works so close to the deadline that 
members assume planning was hasty? 
(So he stays away.) 

Then consider technique: Since the 
beginning of time, men have congre- 
gated for the express purpose of ex- 
changing ideas. They talked. A while 
later, somebody invented the alpha- 


WE'LL SET-UP AND 
DISMANTLE YOUR 
BOOTH! 
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Wherever your convention > 
or sales meeting is held be 
there's a Manpower office . 
to supply men for booth set- : 
up work, unpacking, ete.— 
or any other temporary con- 
vention help you need to $ 
relieve or assist your sales 4 
people. . 
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bet, and our predecessors in meeting 
management talked and _ recorded. 
After a few years, somebody else in- 
vented the opaque projector. Now 
our early counterparts talked, visual- 
ized, and wrote about it. Modes of 
presentation were revolutionized by 
visual aids, and the job of attracting 
and maintaining attention grows more 
complex each year. 


Depart from Format 


Linen Supply Association departed 
radically from its early format (lec- 
tures, group discussions, etc.) when 
we decided to dramatize our business 
meeting—not just one segment of the 
total program (which method is not 
new)—but throughout the convention, 
as an integral part of its structure. 

With much effort we acquainted 
ourselves with various “entertainment 
consultants,” who operate primarily 
as talent booking agencies and come 
in-and-out with a show — probably 
creating additional problems in the 
process. 

We also talked with several firms 
that write and produce live programs. 
Most offer a basically identical serv- 
ice, which is acceptable for a one- 
time skit (even if repeated), but which 
is by no means a hvpo for the entire 
convention 


Wanted Counselor 


A complete program service is what 
we decided we wanted . . . a coun- 
selor who could script and stage busi- 
ness meetings, of course, but addi- 
tionally a counselor who had an or- 
ganization that could enliven the 
whole convention. He had to take 
an active part in making the thing go. 

We found that counselor in the 


Chicago-based firm United Attractions. 
Working as a part of our staff — avail- 
able from the first planning stages 
until hotel sign-out — United Attrac- 
tions was there. 

Having selected our counselor, we 
went to work. After several intensive 
discussions about our organization's 
background and purpose, we agreed 
upon a theme and a manner of drama- 
tizing the entire conclave. 

During our first vear with a fully- 
scripted convention, we used a 
“staged” formal opening of the con- 
vention; a 50-minute dramatization 
about public relations; banquet enter- 


tainment; and a totally new concept 
of brief dramatized “re-caps” of the 
highlights of each day’s business. 
Members still recall 
points made in this manner. 


manv of the 


Dramatized Research 


During our second year —to capi- 
talize on the built-in enthusiasm — we 
did a partial repeat of the format. 
This time we dramatized our research 
project; scheduled daily 
member-participation banquet enter- 
tainment; and a formal opening for 
both the convention and exhibits. 


“re-caps’ ; 


COMPLETE TRADE 
SHOW MANAGEMENT 


Experienced, effective design, pro- 
duction, sales, promotion and all- 
inclusive management service for 
small and medium-sized trade 
shows and associations. Cost of 
this comprehensive service is far 
below value of results obtained. 
Call or write for full details on 
how this one-stop, one-shop con- 
venience can pay you dividends in 
increased volume and prestige. 


ALFRED L. SCHROEDER COMPANY 


106 Central Park South 
New York 19, N. Y. 
Circle 7-7000, Ext. 335 


MARCH 17, 1961 


Convention Host - 1760 


Clay pipe and welcoming smile sym- 
bolized one of America’s first con- 
vention hosts—the genial innkeeper 


of Colonial Williamsburg. 


The gracious and friendly tradi- 
tions of two centuries and more ago 
are here today, but convention fa 
cilities far exceed the ready mug of 
ale and the hearty handclasp of 1760. 
Now you'll meet in bright, air-con- 
ditioned meeting rooms, seating 10 


to 400. Rest and relaxation come 


LMS CO 


VIRGINIA 


easily in spacious, modern guest 
rooms. And we'll just mention the 
golf, tennis and swimming. 
From the Williamsburg Inn, 
Lodge, and The Motor House, 
where you'll convene, you and your 
ladies will enjoy the fascination of 
visiting this beautifully restored 
colonial city. And while you're here 
vou may dine at Chowning’s, King’s 
\rms, and Campbell's, three tav- 
erns that were the scenes of Amer- 


ica’s conventions so many years ago. 


The Inn, 
Lodge & The 
Motor House 


For booklet and information write: William E. Bippus, Mgr. of Hotel Sales, Williamsburg, 


Virginia, or call N. ¥Y.—PLaza 5-9747 ; 


Wash. 


FEderal 8-6481 ; Chicago—MOhawk 4-5100. 
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ANNOUNCING 
CHICAGO'S NEWEST 


DOWNTOWN LUXURY 


ARISTOCRAT 
INNS of AMERICA 


MOTEL opening this Spring 


Essex Inn was designed with the group meeting in 
mind. Most modern convention facilities — entire 
floor of soundproof meeting rooms, complete visual 
aids to dramatize your message with sight and 
sound. Features are: free parking on premises — 
swimming pool; complimentary TV and radio, wake 
up coffee, ice cubes, 24 hour switchboard. Excel- 
lent restaurants and cocktail parlour. Room service. 
Extra large guest rooms and suites at competitive 
rates — ideal for display, entertaining or the 


active traveler. 


Write or Phone for details:— 


Larry Licalzi, Director of Sales 
Aristocrat Inns of America 
5600 No. Lincoln Ave. 
Chicago, Illinois 
Phone: LO 1|-7777 or LO 1-575! 
Also operating in Chicago:— 


Avenue Motel Acres Motel 
Michigan at |2th 5600 N. Lincoln 
Open — HA 7-8200 Open — LO |1-7777 

100 rooms 100 rooms 


Coco 


INN 


Ascot Motel 
Michigan at |ith 
Open Fall 196! 

225 rooms 


a Tal | Tt | RE tr 
CORMBBA RR eS 
FRE i 


poe 
api! 
ee 


Because we were meeting in Holly- 
wood, we used several celebrities on 
various occasions to attract members’ 
Where 


the women go, the men go along.) 


vives into the exhibit area 


To Change Program 


This vear — our third 
change the program because even dra- 
“routine.” Still 
the services of United Attrac- 


we have scheduled al number 


we plan to 


can become 


of unusual services—almost gimmicks 
—to make the physical side of conven- 
tions easier to endure. 

We've planned a more effective re- 
ception, formal opening of exhibits, 
message facilities, and faster registra- 
tion. To perk up early morning meet- 
ing attendance and to enhance attend- 
ance at exhibits, we have added free 
continental breakfasts. Naturally, 
there will also be entertainment for 
dinner sessions 


By this sharp change of program, 


we hope to get definite reactions and 
preferences from those members not 
vet committed 

Briefly, we've considered time and 
technique in the convention scheme; 
the last element we'll discuss here is 
coordination. 


Hallmark of Efficiency 


If coordination of the organization’s 
activity is the hallmark of efficient 
business, coordination is also the basic 


A COMPLETELY INTEGRATED EXHIBIT SPECIALIST FOR TRADE SHOWS, SALES MEETINGS, SPECIAL EVENTS AND CARAVANS 


DY NA-GRAPHIC DISPLAYS INC. 


eG» r 4) A CARROLL STREET BROOKLYN 31, N.Y. Ulster 5-8400 
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ingredient of planning which will get 
your people to “buy” your meeting 
sight-unseen. Coordination gives the 
member confidence that his conven- 
tion or sales meeting week has been 
thoughtfully compounded, rather than 
frantically scrambled. 

Coordination of countless details to 
the satisfaction of the meeting staff, 
the hotel, and members themselves is 
a thankless task. 


Watched Details - od, The headquarters for our world-wide 
: exhibit business is our European sub- 
In our first year, we watched details sidiary, THE DISPLAYERS, A. G., 
closely. Our counselor proved him- 
self. In our second year’s planning, 
problems such as hotel facilities and 
p-a. systems, stage construction, and 
a tangle of union regulations govern- 
ing music, labor, and lighting were 
left more in the counselor’s hands, 
with close supervision, of course. 


Paris—and we have offices or repre- 
sentatives from Seattle to Athens. 


Our designs not only reflect these in- 
ternational goings-on, we even try 
to make them out-of-this-world! 


Our bags are packed, our passports 
Because of our counselor, our staff QUALITY EXHIBITS are ready—all we need is for you to 


inherited countless hours of time, THROUGH CREATIVITY name our destination. 
which was devoted to items on the 


agenda that only an association staff 
member can handle. 
Naturally, such a complex program ISPLAYERS inc 
takes some “getting used to.” 
Daily dramatizations and_ other 635 WEST 54 STREET. NEW YORK 19. N. Y. PLAZA 7-6500 
meeting embellishments require re- iigandinpeacshpscstecnaeryt ceniptoaglvcen stags jpn pact 
hearsal space — space which everyone sila gael ae 
else could use to advantage — and 
wants. It is written that “out of 
chaos was created the earth.” Man- 


agers should not be surprised when 
their shows originate in a similar 
fashion. It’s theater. 


The whole alliance must be one of 
education and experimentation for 
both the meeting manager and his 
counselor. But with each successive 
year, planning and presentation be- 
come easier and more effective. 


——— 


Attendance Is Up 


Interest is up! Convention attend- 
ance is up! What meeting manager 
would ignore this really new “find” 


in peeing =A.) plus excellent facilities make the 


So far we’ve talked about the mean- ; _—t > beautiful MISSISSIPPI 


ing of professional assistance to the 
members and the organization. There’s 


a third party to a successful meeting 
—the hotel. We all know that the at- 
titude of a hotel staff—reflected in its 


service and cooperation — will either 
kill a carefully planned agenda or put 


pong te the best place for your conventions 
a good one far over the top. ection 


There are a number of “unusual P di i aa 
. »” we , . , ° ae a THE DIXIELAND RIVIERA roper surroun ings make or e es 
proble ms which must be considered nutes ak te tinted Oe 
in planning any large assembly. Among For complete convention data — send Coast has everything it takes for the 


| this é Com- : 
these are: merce of » Mississippi Gulf most successful meeting you have ever 


Coast cities shown below: had. Lovely gardens, fascinating his- 
1. Accurate area scheduling: Meet- Name tory, good food, excellent facilities (5000 
ing rooms must be completely set—at Company 


: } Address BLOX! to 2500, banquet service for 1100, plent 
least one-and-a-half or two hours prior , ee Snape. ee 


. : t —" ONG BEACH of exhibit space) all add up to the 
to the scheduled starting time of the : 200 DM ings CHRISTIAN Gulf Coast for your next convention. 
program in order to allow for re- wae 


beachfront rooms, meeting rooms for 20 
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GRAND BALLROOM .. 
meeting capacity 1000 

air conditioned... lift from 
street for automobiles or 
heavy equipment. 


COLONIAL BALLROOM ... 
meeting capacity 500. 


IN ADDITION .. 
Dining and Meeting Rooms 


. 22 private 


accommodating 20 to 
200 guests. 


FIVE DISTINCTIVE ..... 
PUBLIC DINING ROOMS. 


100% AIR-CONDITIONED 
Less than 999 luxurious G 
Rooms 150 combinati 
expandable suites, tw 
rooms special motor entrance 


adjacent parking for 5100 car 


8 Minutes 
to Airport 


10 Minutes 
to Rall Depot 


GARAGE 
AUDITORIUM, 


MUNICIPAL | 


‘ Potel Muebhlebach 


and MUEHLEBACH TOWERS 


12th STREET AT BALTIMORE AND WYANDOTTE 
KANSAS CITY 5, MISSOURI 


Teletype KC 530 
M. F. Landon, Sales Mgr. 
For information, write direct or call 
New York, MUrray Hill 8-0123 
Washington, D. C., EXecutive 3-648! 
Atlanta JAckson 4-348 
Detroit, WOodward 2-2700 Chicago, MOhawk 4-5100 
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hearsal and last-minute changes which 
invariably occur. In many instances, 
these alterations occur in full view 
of the audience, and it is mandatory 
that each hotel houseman be pre- 
viously instructed in his particular 
duties. 

2. Pre-planning for labor: Extraor- 
dinary precautions must be taken to 
determine that the hotel uses proper 
union personnel for various jobs per- 
formed. This necessitates pre-plan- 
ing and instruction to laborers, pro- 
gram speakers, and the cast. Advance 
planning for succeeding segments will 
use many man-hours otherwise wasted 
and make a larger work force eco- 
nomical. 

3. Safety factors: Stages must be 
constructed solidly and large enough 
to support anything from one or two 
persons to a full chorus, or live ani- 
mals. Economy dictates that a mas- 
sive stage not be assembled for a 
minimum presentation, but “custom” 
construction, which results from pre- 
planning. 


4. Rehearsal facilities: Ordinarily 
rehearsals can be held on the stage 
of the hotel club, when it is free. 
Knowing the producer’s rehearsal 
needs in advance, the hotel will 
schedule rehearsal areas away from 
meeting areas, to quarantine normal 
rehearsal noises. Because space is 
valuable, the hotel will further use 
its major rooms in normal “off hours,” 
avoiding conflicts with possible cater- 
ing opportunities or other saleable 
events from which revenue may be 
derived. 


Used by Others 


Does anyone else share our enthu- 
siasm for unified conventions and 
counselors who make them possible? 
At least a dozen major associations 
across the country have used this 
type of complete convention program 
format and service. Others have used 
one or several aspects of this varied 
service and are saving “the full treat- 
ment” for their anniversaries and other 
special occasions. ® 
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“Not interested in your product, but I’d 
like to buy that exhibit.” 
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Popular Reprints 


Here are reprints of some of the most popular 
articles that have appeared in Sales Meetings. 
Single copy prices are shown. To order, simply 
check the reprints desired and mail with remit- 
tance to: Readers’ Service Dept., Sales Meet- 
ings, 1212 Chestnut St., Philadelphia 7, Pa. 


[] HOW TO HANDLE “SQUARES” AT 
ROUND-TABLE DISCUSSIONS 
Paul Roberts 
Nothing encourages constructive think- 
ing like a round-table discussion. 


[] YOUR GROUP LEADERS NEED 
TRAINING — Edith Whitfield 
There’s a new concept to the role of 
discussion leader. His job is to service 
the group, and it takes special training 
for him to understand his function and 
gain facility in use of new group tech- 
niques. Leader training covers 8 areas. 


[] 43 WAYS TO EXCITE INTEREST IN 
YOUR MEETING OBJECTIVES 
William J. Tobin 
Techniques to get active participation 
into all of your sales meetings. 


[] YOUR WEAPON TO UNLEASH BRAIN 
POWER -— Ian E. McLaughlin 

Use conference method to build up 

strengths in your men rather than con- 

centrate on weaknesses. Give men op- 

portunity to express themselves. They 

need satisfaction of feeling important. 


(] ARE YOU GUILTY OF “HIJACKING” 

AN AUDIENCE? — Harry R. White 
How far should a speaker go to plug his 
company and product at an association 
or club meeting? Where do you draw 
the line for good taste? When you invite 
a speaker, how should you handle com- 
mercialism at the rostrom? 


{] WHAT'S WRONG WITH COMMITTEES 
(and what you can do about it) 
Milton J. Wiksell 
Check list to make committees effective. 
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If BARNUM had an 


ANCO Presentation Easel 
he could have saved himself 


a million words. 


As an added service, every hotel, auditorium, 
banquet or convention hall should have one or 
more ANCO No. 350 presentation easels on hand 

. for the convenience of those using its 
facilities, for sales conferences, trade shows or 
conventions. 

The No. 350 is the only easel of its type and size 
selling for the surprisingly low price of $25, and 
offering all these unusual features: Adjustable 
from 44” to 6 feet 8” high, it is braced for sta- 
bility at even maximum height. Included are a 
28” x 36” washable chalkboard with pad holder, 
two 28” chart trays. It is compact, portable and 
folds flat for easy storage. The 
attractive walnut finish will har- 
monize with any decor. 

All ANCO easels are available 
through leading art material and 
Office equipment dealers. Write for 
the name of the one nearest you! 


neve) ANCO WOOD SPECIALTIES, INC. 


(' \ ’ 
CE 71-08 80th Street, Glendale 27, New York 
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DART WINNERS sport McKay Co. 
vests (above) cause talk, publicity 
for exhibit. When vests were spotted 
downtown, TV station decided to 
cover show. Company used vests to 
promote attendance at its “out-of- 
way” exhibit on third floor of show. 


Contest Turns ‘Bad Spot’ into ‘Winner 


McKay Company creates a little excitement in its booth with 


dart game and prizes. Aim: to get people to its third-floor 


exhibit. Ads and publicity increase booth attendance 10-fold. 


By JACK DOUGLASS 


Sales Promotion Manager, The McKay Company 


\ PROBLEM. attracting cus- 
and prospects to that 


th in that same far-off cornet 
exhibit hall? 
take the 


same 


following ingredi- 
well with pre-convention 

and word-of-mouth an 
yuncements—and you'll have just the 


he sales manager wants to 


simple contest to activities 
oul booth make it the center! 
ittraction at your booth 


Award a first-class prize to three 


t sp winners 


Give other high scorers prizes that 
can be tied in with your own prod- 
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ucts; make sure these prizes can 
be displayed prominently to others 
who attend the show and even the 
public -at-large. 


Get a pretty girl—a professional 
model if possible—to award prizes 
and to make sure each visitor signs 
the register). 


Make a direct mailing after the 
show to names on the register to 
announce three top winners; in- 
clude a postcard that can be used 
to send for product literature. 


You may think these basic promo- 
tional tools have outlived their use- 
fulness — are sort of “old hat” — for 
trade shows; however, we at The Mc- 
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Kay Company (and our exhibit 
builder GRS&W, Inc.) know better. 

We recently put these tools to work 
to attract 10 times the number of 
visitors that usually see the McKay 
booth at the annual National Safety 
Show. 

Each year at the National Safety 
Show, McKay, one of the nation’s 
largest manufacturers of chains, weld- 
ing electrodes and welding wires, ex- 
hibits a representative line of safety 
chain and attachments. And, like 
many other exhibitors at the show 
which produces a total registration of 
15,000, we use the same exhibit each 
October. It is located in an alcove on 
the third floor of Conrad Hilton hotel, 
Chicago. 

Because the booth is always located 
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A complete TV studio—plus theater screening equip- 
ment—goes on a multi-city tour. 


(ApORATOR Es 


Mayflower simplifies even 
the most complicated moves 


__WORLO-WiDE ovens 


America’s Most Recommended Mover 


@ Color television cameras, transmission and receiver consoles, monitors, lighting 
and projection equipment—a half-million dollars worth of delicate units for Smith, 
Kline & French’s elaborate closed circuit TV telecast demonstrations—has been 
“touring by Mayflower” for the past several years. 

Moved from city to city in one of Mayflower’s new special tandem-axle “soft 
ride” Mayflower vans, every show was televised on schedule. Every piece of equip- 
ment was delivered undamaged for each different city’s performance. 

It will pay you to call your Mayflower agent for your next moves of high value 
equipment or exhibits. Write now for “17 Reasons Why” an illustrated booklet 
particularly helpful for exhibit managers. 


AERO MAYFLOWER TRANSIT COMPANY, INC. « INDIANAPOLIS, INDIANA 
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on the third floor, we have had the 
feeling that many buying influences 
we want to contact do not take the 
time to come up to see our booth. 
Also, the immensity of the show itself 
tends to prohibit visitors from seeing 
all the booths they should see. There- 
fore, unless an exhibitor is able to 
attract crowd into his booth, 
he stands a good chance of not meet- 
ing the people he should. 

at McKay, we 
want to miss safety engineers. 
complish this on the 
third floor—we 


a large 


In our case did not 
To ac- 
somewhat re- 


mote dusted off some 


basic promotional tools, put them to 
work and came up with the best re- 


sults we ever had at the National 
Safety Show. 


Our injection to boost attendance? 


Rubber-tipped dart throwing con- 
test—500 points for bullseye, with 
a gradual reduction in point totals 
for outer rings. (Across the target 
was printed the headline, “Aim for 
Better Chain Safety with McKay.” 
Line drawings showed advantages 
of using McKay chain.) 


The home of Great Conventions 


There are 
Boca Raton is complete . . 


course, 
superb cuisine, 
to leave the grounds . 


make for the perfect convention, 


or write, Ike Parrish 


An Arvida Hotel, 


Nat'l Rep.: Robert F. Warner, Inc. © New York 
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a hundred reasons why Boca Raton has become known as the 
home of successful conventions, but perhaps the most important is that 
. has every facility necessary for business meet- 
ings plus sports and entertainment on the premises. There’s an 18-hole golf 
tennis courts, cabana club with a mile of ocean beach, two pools, 
dancing and entertainment. 
. . thus assuring full attendance at all meetings. 
Whatever the size of your group (up to 700) Boca has the facilities that 


a subsidiary of Arvida Corporation 


and the experienced personnel to 
assist you with every detail. For full information and reservations phone 
, Director of Sales. 


| lcwwi: Maine 


HOTEL 
BOCA RATON, 


Chicago °¢ 


There’s 


never an incentive 


CLUB 
FLORIDA 


and 


Transistor radios for three top win- 
ners who hit 2,500 points; one 
radio was prominently displayed in 
the booth. 


Colorful vests for other high 
scorers, featuring McKay name, 
trademark and target illustrations 
designed into each vest. 


Professional model who helped 
each vest-winner into his prize— 
and who helped to keep an ac- 
curate register of visitors to the 
booth. 


Direct mailing after the show to 
names in the register to announce 
three top winners. Also included 
was a postcard that could be re- 
turned directly to us for a McKay 
Safety Kit or follow-up by a sales- 
man. 


Advance Promotion 


Of course, a pre-convention ad, 
publicity and word-of-mouth an- 
nouncements by the sales force helped 
to drum up interest considerably. The 
ad, for example, contained a repro- 
duction of the target and an invitation 


Washington ¢ Boston * Toronto 
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Supremely Suitable 


for SALES MEETINGS 
CONVENTIONS » BANQUETS 


A distinguished hotel - with 
a distinguished name - i 
the heart of the city 
nearest everything, with 
complete facilities for 
everything. 


ge 
DRAKE 
PHILADELPHIA 


* Luxurious Guest Rooms and 
Executive Suites 


* Closed Circuit TV 
* Meeting and Functional Rooms 
for 10 to 850 
DONAL, Maitre D' 


1512 SPRUCE STREET © Kingsley 5-0100 
B. B. LEIDER, Managing Director 
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to enter the contest. 

Entire promotion hit the bulls-eye. 
Response was immediate. At times, 
the booth was crowded with 40 to 50 
persons trying their skill at dart- 
throwing. As contestants awaited their 
turns, they were exposed to the ex- 
hibit itself and McKay sales and en- 
gineering representatives who were 
on hand to introduce themselves and 
their products. Product literature was 
within easy reach, too. 


Walking Ads 


Vest winners were walking adver- 
tisements for The McKay Company. 
They sported their vests throughout 
the Hilton (and in booths of com- 
petition), throughout downtown Chi- 
cago—and even when they returned 
to their company offices after the 
show. 


Filmed for TV 


A newsman from WGN-TV in Chi- 
cago heard about the contest and re- 
quested permission to film some ac- 
tion in the booth. He later ran the 
film for Chicago-area viewers on a 
6:15 p.m. news show. McKay name, 
of course, and McKay products could 


not be missed as the camera swept 
over the dart-throwing and_vest- 
changing. This was invaluable pub- 


licity. 
Met Two Goals 


We certainly met our two goals 
in fine style. We let everyone inter- 
ested in chain know that The McKay 
Company was at the show, and we at- 
tracted people who previously would 
not take the time to go to the third 
floor to see us. 

Although, admittedly, many of the 


people who participated in the con- 
test do not influence the purchase of 
chain, we nevertheless have compiled 
a valuable list of prospects which has 
been released to the sales force for 
follow up. 


Customers Comment 


During the show, when several 
customers remarked that we had the 
best exhibit because of the group par- 
ticipation in the contest, we knew we 
had a winner for the Sales Depart- 
ment. 


PRODUCT 
DEMONSTRATORS 


WILL MAKE YOUR DIS- 
PLAY AREA MORE EXCIT- 
ING ... HELP YOU BOOK 
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sales meeting is held there's a 
Manpower office to supply 
Product Demonstrators or any 
other temporary 
help you need to relieve or 
assist your sales people. 


convention 


LOW HOURLY RATES. 
OFFICES IN 200 CITIES 
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manpower, inc 


Write for free booklet on our 
unique Convention Services 
826 N. Plankinton Ave. 
Milwaukee, Wisconsin 
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THE BIG SHOWS ALL COME 
TO tHE Voy Yorke 


TRADE SHOW 
BUILDING 


When an industry puts its best 
foot forward, they come to the 
New York Trade Show Building. 
It makes all the difference 


in the world. 


The country’s leading trade 
shows and conventions have 
been quick to recognize the 
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For very complete information 

without obligation 

WRITE, PHONE or WIRE to: 

Mr. Duane W. Carlton, President 

NEW YORK TRADE SHOW BUILDING 
500 Eighth Avenue, corner 35th Street 
New York 1, N. Y. ¢ LOngacre 4-4100 


4000 Fine Hotel Rooms located nearby 
COMPLETELY AIR-CONDITIONED 


"DuNoy Baton Enka Fata 


obvious advantages and 
features of this outstanding 
show center: 

@ the finest in exhibit facilities 

@ the ultimate in service 

@ the central location 

@ the greatest economy 


If you are interested in selling 
more—more effectively, you'll 
be sold on the merits of the 
New York Trade Show Building. 


JACKSONVILLE’S 
MOST DISTINGUISHED 
ADDRESS... 


The South's Finest 
Commercial- 
Convention 


saa the Perfect 


Family Hotel 
too! 


(fRoberc 
1] Meser 


ocated in 
the heart of the 
downtown 
Now the 
Robert Meyer 
has an exciting new 
Rooftop Pool & Cabana 
Deck...a glamorous sun-and- 
fun area 6 floors above street-level 
— free to all guests! 
he food superb the 


nable the location 
t's a Meyer hotel! 


@ Free Je garage for 250 Cars 
A Complete Convention Center! 


P ' 
e Mee g and Danquet room 


ii 


Elgin 5-4411 
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HOTEL ROBERT MEYER 
Jacksonville 

HOTEL EMERSON e Baltimore 
HOTEL SIR WALTER ¢ Raleigh 


ANALYST Henry Whitbeck makes transparency in seconds for use in overhead 
projector during discussion in Investors Diversified Services, Inc. meeting. 


Slides in Seconds 


You can have transparencies for overhead projection in just 10 


seconds with new system. Another new process can copy material 


from books and provide slides in two minutes. Now you can make 


transparencies (without a darkroom) while a session is still on. 


HOW MANY TIMES have you seen 
an item in a newspaper or magazine, 
or a chart or drawing in a book that 
would be just right for the audience 
vou are about to address? It happens 
often, but you seldom can do much 
about it — not enough time. 

Well, if you use overhead pro- 
jection to illustrate your talk, you 
now can get those newspaper items, 
magazine tear sheets or charts from 
books ready for projection in about 
two minutes. 


Two Methods 


Two quick methods are available 
to make transparencies (8%” x 11”) 
from original material in a hurry. 
Minnesota Mining and Manufacturing 
Co., St. Paul, combines use of an 
office copy machine and an overhead 
projector ‘to come up with a ready- 
in-10-seconds visual system. Any 
Thermo-Fax machine can be used. 
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It’s a two step process. Insert trans- 
parency film, with emulsion surface 
next to the original copy, into copy 
machine. Transfer takes about four 
seconds. Then take out and pull apart. 
Transparency is now ready for pro- 
jection. Process is completely dry; no 
chemicals or solutions. Material may 
be copied whether it is opaque, trans- 
parent, translucent or printed on both 
sides. Thermo-Fax will give vou slides 
in black and white or color. In either 
case, steps are the same. 


For Variety 


Investors Diversified Services, Inc., 
Minneapolis, uses these quickee vis- 
uals wherever possible to lend versa- 
tility and variety to meetings. Ac- 
cording to Douglas F. Johnston, man- 
ager, investment controls, quickly- 
made visuals increase attention, 
heighten speaker effectiveness, extend 
ability to project ideas and informa- 
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tion, save time. 

“We have used Thermo-Fax in 
cases where inaccurate stories about 
the company have been published,” 
Johnston says. “For instance, if erron- 
eous data has been used in a report 
or article, we clip it, make a trans- 
parency and put it on the screen. We 
go on to show the group precisely 
how the report was wrong by project- 
ing the correct data along with it.” 

New high-speed visual systems 
allow flexibility. “During meetings 
questions which can’t be foreseen 
have a way of popping up, When 
they do,” Johnston explains, “we can 
provide visuals in a matter of minutes 
to help make answers more easily 
understood.” 

This flexibility was demonstrated 
recently at IDS. “Report was 20 pages 
long,” Johnston reveals. “The typist 
finished at 9:45 and the meeting was 
set for 10 o'clock, but we made trans- 
parencies and ran off extra copies in 
time for the meeting.” 


‘Diffusion Transfer’ 


Another process, called “diffusion 
transfer” makes transparencies from 
original copy in short order. You can 
handle the whole thing right in your 
office because no darkroom is needed. 
Materials and “Projecto Printer” which 
produces the transparency are made 
by Ozalid Div., General Aniline & 
Film Corp., Johnson City, N. Y. 


& How is it done? Here are the 
steps: 

Place original material on the ex 
posure stage face up. Remove trans 
feron negative paper from light tight 
package and place on top of mate- 
rial to be reproduced with emulsion 
(vellow) side down. Then close top 
of the Projecto Printer. (Negative pa- 
per can be handled in a normally 
lighted room, but be careful you 
don’t pre-expose negative.) To copy 
a bound book or large material, you 
hold down top with pressure during 
exposure period. Top may be latched 
to provide tight contact to copy a 
single sheet. Set timer to expose. 
Average exposure is 25 seconds. 

Remove negative from __ printer. 
Take a positive transparent film sheet 
and place its emulsion surface in con- 
tact with emulsion surface of nega- 
tive. (Positive film is not sensitive to 
light.) Start motor and feed (simul- 
taneously) film into bottom slot, nega- 
tive in top one. Push sheets in slowly 
until rollers take hold; then release. 
Sheets are returned to you stuck to- 
gether. Wait 20 seconds for transfer 
to take place; then peel the two 
sheets apart. 
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BASIC steps in making transparency 
from “Projecto Printer” are illustrated. 


You can type on slide, if you use 
carbon paper to provide a dark image. 
To mount transparency use opaque 
material, such as cardboard, heavy 
paper or file folders. Just cut out the 
center and fasten slide to frame. @ 


Attraction... 


but no distraction 


Quiet, charming 6,000-acre 
estate in the scenic Poconos. 
3 hours from New York and 
Philadelphia. A perfect set- 
ting for meetings, conferences, 
sales outings. An outstanding 
opportunity to combine busi- 
ness with pleasant relaxation. 


Check these advantages 


INDOORS 


Fine accommodations for 400 
¢ 840 seat Auditorium with 
Stage * Completely Equipped 
Meeting Rooms accommodat- 
ing from 10 to 300 ¢ 3,000 
Volume Reference Library * 
Play Room, Television, Radio 
and Dancing * Stenographic 
Services and Teletype. 


OUTDOORS 


27-hole championship Golf 
Course * 20 miles of Riding 
and Hiking Trails * Swim- 
ming in Olympic-size pool ¢ 
Tennis Club—8 Teniko Clay 
Courts * Two Lawn Bowling 
Greens * Winter Sports— 
Skiing, Skating, Tobogganing. 
EASY TO REACH BY CAR, TRAIN, 
PLANE OR BUS 


RESERVATIONS NOW 
BEING MADE FOR 1961 
TO 1965. 


For information write or call 
Howard F. Dugan, Inc 
National Sales Representatives 
230 Park Avenue, New York 17 
MUrray Hill 4-0004 
or 


Jo Awne Burgess, Convention Secretary 


s 
Clifford R. Gillam, General Manager 


"A Token of 
Appreciation" 


What better token than a sketch portrait 
of the man you want to honor, made from 
a favorite photo? Special technique makes 
sharp print reproduction. 16" x 20" un- 
framed, $50 
$75.00. Prices include packing & shipping. 


Framed, with glareless glass, 


Satisfaction guaranteed 


ELDON FRYE 


Box 475, Del Mar, Calif. 


Flowers of 


Style B-1 - Exquisite 
double Vanda Orchid 
Corsage, dressed in foil 
holder. (Also available 
in plastic vial) 
Lovely Vanda orchids will bring the perfect 
touch of glamour and romance to your next 
convention or trade show. Create excitement 
with our orchid leis, orchid, woodrose and 
anthurium corsages. Write or wire today for 


complete brochures 
DUnkirk 8-5106 
Flowers of Prawait 
670 S. Lafayette Park Place 
Los Angeles 57, California 


How wide spread 


ave regular 


. Training 


d 


B. B. GOLDNER, Ph.D. 
Consulting Editor 


YOU MAY BE luke warm about train- 
ing programs, may consider them vital 
to your operation, or may have no 
interest at all in formal training. But, 
how about industry, generally? Are 
formal! training programs—group com- 
munications popular today? 

Here’s a quiz to test vour knowl- 
edge (or guesses) of what industry 
does today in the field of regular 
training programs? Correct answers 
are based on a sample of 260 national 
companies. 
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1. What percentage of companies 
have regular training programs for 
their salesmen? 

] A-47% 


] B-71% | C-93% 


2. What percentage of companies 
have regular training programs for top 
management? 
[_] A-5% [ ] B-14% ] C-24% 

3. What percentage of companies 
have regular training programs for 
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their supervisors and foremen? 
[J A-42% (]B-65% []C-80% 


4. What percentage of companies 
have regular training programs for 
middle management? 


[1] A-30% [[] B-48% [] C-63% 


5. What percentage of companies 
have regular training programs for 
distributor or dealer personnel? 


[J A-15% ()B-30% []C-45% 


6. For companies that have man- 
agement training programs, what 
“course” is most popular? 


[] A—Management [_] B—Labor 
Relations {]C—Human Rela- 
tions 


7. For those companies that run 
training programs, what are their big- 
gest problems? (Number from one to 
four with biggest problem as number 
one.) 


[_] A—Creating theme for program 
[] B—Having change of pace in 
sessions 

[ ]C—Learning what audience 
would like to hear 


[] D—Developing subject matter 
Facts Uncovered 


In addition to answers to this quiz, 
these facts were unearthed by the 
survey of national companies: 

@ More than half (54%) will pay full 
tuition for management personnel who 
enroll in special college courses, and 
48% will pay part of tuition. 

e “Average” company that has regular 
training program will hold 13 meetings 
annually for top management; 16 
meetings annually for middle manage- 
ment; 26 meetings annually for super- 
visors and foremen; 13 meetings 
annually for salesmen; six meetings 
annually for distributor or dealer 
personnel; and three meetings annu- 
ally for manufacturer's representatives. 
e@ For companies with regular training 
programs, these are the median aver- 
age attendances at their meetings: top 
management, 15; middle management, 
30; supervisors and foremen, 50; sales- 
men, 40; distributor personnel, 52; 


dealer personnel, 109; manufacturer’s 
reps, 25. 


QUIZ ANSWERS 
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COMING... 


MARKETING 
THROUGH 
EXHIBITS 


May 19 
Special features on: 


New Exhibit Techniques 
Clever Exhibit Ideas 
Exhibit Trends 
Trade Show Evaluation 
World's Fair Plans 
Solutions to Problems 
Exhibit Budgeting 


. . . and much more 


FLEX-SHO 


Costs 2 as much as the 
average exhibit! 


With FLEX-SHO 
you’re the boss! 
It does just what 
you want! 
Functional Accessories 
Available 
Write Milwaukee for Illustrated Brochure 


Simple Functional Designs " — a m 
a #1: ‘ uren b 
Smart Styling ¢ Easy Set Up A y ~ 


cop hth Milwaukee 2, Wis. 
7 : Plant #2: Chicago, III. 
= >. <— ’ 
Flexible I anel Arrangements Sales-Design New York, Washington, 
Adequate Lighting Offices: D.C. and Hollywood, Cal 
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We Have The RIGHT CLIMATE | 7 o “e 3 

For MONEY MAKING! (StU HAMA, 
Faint sun ne’er won fair conventioneers! At The Nassau Beach Hotel, YOUR COAST-TO-COAST CONVENTION HOST 
the outlook for groups is positively brilliant: blue skies, sunny beach, 


cool waters. A sportin’ life! NEW YORK 
Indoors, our public and banquet-halls, air conditioned and fully. equipped, | HOTEL G Cli 
comfortably accommodate 400 delegates at a sitting. Expert cuisine, overnor Clinton 
native shows, entertainment. A step to everything. 1,200 guest rooms. 10 
beautiful air conditioned function rooms for 


; 10 to 500. Banquet service. Opposite Penn 
Robert M. Souers, Managing Director Station. PHONE: PEnnsylvania 6-3400. 
Represented by UTELL INTERNATIONAL TELETYPE: NY 1-3202 


New York: Essex House, PLaza 7-5436 = = 
Boston + Chicago - Dallas * Miami: Philadelphia a =I. LOUIS 
Montreal + Toronto 7 HOTEL = ey 


3701 LINDELL BLVD. AT SPRING ST. 


CONCLUSION: A steady all-year flow of sunny dispositioned groups. 


. 
“restaurants. PHONE: JEfferson 3- *r00. 
i, TELETYPE: SL 287 


EXCELSIOR SPRINGS 
MISSOURI 


The Elms tore 


ONLY 28 MILES FROM KANSAS CITY 
America’s foremost spa! 5 air conditioned 
function rooms. Banquet service. All sports. 
Swimming pool. Mineral waters, baths. 

PHONE: MEdford 7-2181 


ee 


NASSAU, BA HAMAS 
— 4 t 


For the finest of all 


conventions, it's MIAMI 


andthe new DUPONT PLAZA 


On-the-bay luxury, superb facilities, in-town conven- 
HOTEL AND COUNTRY CLUB lence and rates...plus a staff ready, willing and able to 
ettin biden ienid Souk BactertBelat Croton Conn provide outstanding convention and meeting service! 


HAVE MORE FUN— GET MORE DONE 


s resort the ideal choice for your 
r convention. Outstanding accommodations, 
between May 1 and September 7 


to 700 


lovely surroundings, luxurious atmosphere 
banquet hall, new Coffee Shop, Cocktail 
famed Cinderella Room 


rooms 


, lud ‘ 100% air-conditioned & heated / Meeting rooms 

ONS ORS TOCHURRORN Taceeies, MEeNE accommodating 15 to 1,000 / 256 beautiful outside 

Shennecosset Golf Course and club house, 3 bums 7 » & terrace / Diain 

tennis courts and children’s playground y C4; rooms & suites / swimming poo erra ing 

A rooms & Coffee Shop / Men’s health club / Four excel- 

f et the the —— service of our staff of 1 lent lounges / Shopping arcade / 880° yacht dockage 
perts oa portant in guaranteeing name . 


or write for 
lor Brochure 


and Rates 


’ ‘ TO See 
Beeeswow HOTEL, GROTON, CONN. — Hilltop. : proach, gaged 
MILTON SCHLOSSBERG, President —_— te 7 - pai 


300 Biscayne Blvd. Way 
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AFTER LUNCH, general talks are in sharp contrast to highly technical, morning and afternoon sessions. 


Share-a-Meeting Plan 


Two companies combine sales meetings to save time for sales 
reps (employed by both) and money. Plant tours included at 


both companies. Reps’ wives attend for social functions only. 


TWO COMPANIES with non-com- ference to up-date 35 sales represen- 
petitive products in a common indus- tatives 
try held a joint five-day sales con- 


reps. It seemed only natural Avco 
on product improvements. Corp.’s Research and Advanced De- 
Both companies employ the same velopment Div. and MB Electronics, 


> S « 


LUNCHEONS have separate tables for wives and husbands so men can talk shop. 


17, 1961 


CON SI DE Fe 


PUERTO RICO'’S FABULOUS 
Do RADo& 


issic setting, superbly equipped 
level executive conferences 


nd small 


sales 
conventions up to 200 
Air conditioned meeting rooms, 
experienced staff. Sports are out- 
g that great Dorado golf 
the sea. Convenient to San Juan 
hours from New York 
ention rates from May to 
and in- 
w York Reservation 
Office, 30 Rockefeller Plaza. CIrcle 7-3080 


pecial brochure 


on, cetact N 


DORADO BEACH 
HdTe  L.. 


PUERTO RICO 


FOR 
CONVENTIONS 
OR 


SALES MEETINGS 


Ballroom 
Exhibition Halls 
Sample Rooms 
Year-Round 
Swimming Pool 
450 Rooms 
Private Parking 


5 Cocktail Lounges 
4 Dining Areas 
Shopping Lane 


For full details 
and brochure 
Write or Phone 


The TOWN HOUSE 
7000 Dodge 
Omaha, Nebraska 


Ph. 556-5161, 
Tel. OM. 62 


Textron Inc.’s largest division, join 
meeting forces to reduce costs and 
sales reps’ time involved to freshen 
sales concepts. Principle can apply to 
companies in other industries as well. 

To have the same sales reps was 
never planned, it just evolved with 
the growth of the two companies. By 
the same token, a joint meeting was 
not a long envisioned goal by either 
management. It just made good sense 
when both companies began to plan 
their 1960 sales meetings. 

Meeting was conducted on a high 
technical plain since most of the sales 
reps are qualified engineers. Both 
companies produce equipment and 
systems for testing vibration, pres- 
sure and temperature encountered in 
flights by aircraft, missiles and rock- 
ets. In such a field, technological de- 
velopments occur almost dailv. For 
this reason, both companies felt it im- 
portant to maintain effective channels 
of communications with their net- 
work of reps across the countrv. 

One problem which rose almost im- 
mediately was how to get across new 
technical advancements to the sales 
reps. Much of the testing equipment 
is clumsy and should be set up in 
permanent installations to work at 
maximum efficiency. This factor ruled 
out transporting equipment to the 
Terra Mar Hotel/Yachtel, Old Say- 
brook, Conn. 


Take Men to Plants 


Problem suggested its own answer. 
Take the men to the plants for a por- 
tion of the conference to actually use 
the testing equipment. Old Saybrook 
was chosen. It is about equidistant 
from MB’s New Haven, Conn., plant 
and Avco’s Wilmington, Mass., site. 
In addition, specialists from each 
company could travel conveniently to 
the conference site to speak and con- 
duct seminars. 

Prior to the conference, specialists 
to speak were required to prepare an 
outline of key points in their talks. 
Outlines were printed and assembled 
into a booklet and sent to the sales 
reps in advance. In this way, all 
knew what was to be covered at Old 
Savbrook. Avco and MB did not feel 
it was necessary to have a big sur- 
prise in their conference material. 
Neither company was interested in 
staging a sales “pep rally” for reps, 
but rather use the meeting to get 
across technical information about its 
products. 


Five presentation te chniques were 
used: 


1. Lecture 
mation, 


method to give infor- 
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WHERE 
BUSINESS 


MEETINGS 
ARE A 
GENUINE 
PLEASURE! 


DUDE RANCH & COUNTRY CLUB 
OCEAN SPRINGS, MISS. 


featuring the 
POW WOW 
ROOM 


Meeting Accommoda- 
tions for 200 


SOF 


SECLUDED YET CONVENIENT 


So secluded folks can’t stray from meetings, 
yet complete facilities offer wonderful fun 
between meetings and after hours. 


18-hole golf course, fishing, swimming pool, 
a riding, tennis, shuffieboard and other 

. . plus wonderful meals... all in- 
claded jin one low rate, $13 to $16 per person. 


Write or phone for complete information os 
BUSINESS MEETING FACILITIES 


Dick and Gladys Waters, Proprietors 


Chicago, NAtional 5-8200 
Phone—Ocean Springs, TRinity 5-4211 


KLOEPPEL 
HOTELS 


CONVENTION 


HEADQUARTERS 
IN FABULOUS 


FLORIDA 


kd Jacksonville Florida's First City 


Hotel George Washington 
Hotel Mayfiower 
Hotel J 


vy West Palm Beach 


Florida's First Resort City 
Hotel George Washington 
Hotel Pennsylvania 
EVERY RCOM WITH 
FREE RADIO AND TV 
Swimming Pool — Garage 
FREE AUTO STORAGE 


All This and Heaven, Too! 


* Complete Conventior « Convention Planning 
Facilities "Know-How" 
« Assistance of trained « Special ‘Package 
Hotel and Convention Planned" Conven- 
Bureau Personnel. tions made to order. 
* Only Minutes to World's 
Finest Beaches, 
Courses and Historical 
Points of Interest. 


OWNER 
MANAGED 


EPPEL 


K 


H 
IN FLORIDA 


Write or Phone: 
J. Maxwell Myers, Sales Dir. 


Phone Elgin 5-881! 
ge Washington 
Jacksonville, Florida 
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Seminars to get information 


back, 
Blackboards for working dia- 


grams, 


Slides to illustrate some infor- 
mation, 


Blowup reproduction of ads to 
illustrate other points. 

Seminars were two-hour workshop 
session with 10 to 12 reps and execu- 
tives at each discussion. Four groups 
met simultaneously (two on MB prod- 
ucts and systems, two on Avco) Mon- 
day afternoon, all day Tuesday and 
Wednesday morning. Rotating be- 
tween sessions, reps received a thor- 
ough grounding in new developments 
by both sponsoring companies. 

One MB official reports, “The most 
significant outcome of the joint con- 
ference for both companies was that 
each received insights into market 
problems as the sales reps see it.” 
MB and Avco were interested in get- 
ting as much “feedback” as possible 
at the meeting. That is whv the semi- 
nar approach was used chiefly during 
the five davs. From this point alone, 
the meeting was rated a success. 

Wednesdav afternoon was set aside 
for sports activities: swimming in 
Terra Mar’s three pools, golfing at 
nearby Madison Countrv Club, boat- 
ing on Terra Mar’s own 50-ft. cruiser 
and on sail and power craft owned 
by Avco and MB personnel docked at 
the marina. That evening a clam- 
bake was held for all. Recreation 
period was used as a breaker after 
two davs of work at the conference. 
After all, there is only so much high- 
powered technical thinking sales rens 
can take continuouslv before running 
the risk of going stale. 

Again relaxed by open air frolic, 
the group left Thursday morning via 
chartered bus for MB’s State Street 
plant in New Haven for a first-hand 
look at new equipment, production 
facilities and introductions to other 
company personnel. Day-long plant 
visit gave sales reps an opportunity to 
work machines thev discussed at the 
previous workshop sessions. On Fri- 
dav, the group made a similar trip to 
Wilmington, Mass., to visit Avco’s 
modern plant and laboratory. 

Sales reps’ wives were the only 
ones who vacationed the five davs. 
They spent their time using the re- 
sort hotel’s recreational facilities, 
sightseeing, shopping and visiting the 
hotel beauty shop. 

While none went home with the 
ballvhoo of “get out there and sell 
boys!” ringing in their ears, each did 
come away with up-to-the-minute 
product knowledge — requisite for 
sales building. # 
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TOWER ISLE 


the hardly conventional 
convention hotel 


JAMAICA, WEST INDIES 


Even all work is all play at 
AIR CONDITIONED Tower Isle. 
A few jet hours away yet a 
whole world away in spirit. 


Tower Isle lavishes total comfort 
on convention groups of up to 200 
and more. The only kind of meeting 
that can’t be held here is the 
unsuccessful kind. 

<< 


You cannot stay in our roman- 
tic tower — you can stay in 
our spacious seaside hotel in 
Ocho Rios, Jamaica. 


Rates are surprisingly low at Tower Isle. And the list of things to do and see here is 
amazingly long. You can swim, fish, bask, dance, play volley ball and ping pong and 
shuffle-board and tennis and bingo and golf and croquet and horseshoes, watch goat 
racing and crab racing on the beach, try your hand at archery, enjoy native floor shows 
and on and on and on. You can do anything you wish—and a few things you never sta 
you wished. Make it your business to take your business to Tower Isle in Jamaica, W.1 


TOWER ISLE HOTEL, JAMAICA 


Representative for U.S.A. and Canada: Utel! International, Essex on 160 Central Park South, N.Y.,N.Y. 


The MAGIC to Please You....... 


/ F : 
> .. Guu 
; res ncbtiilte Pach 


Motor Hotel and Cottages 
Dial 436-4664 TWX: BLX1-164 BILOX1, MISSISSIPPI 


nvit to th WES 
invites you to the MIDWEST’S NEWEST 


i EW CONVENTION FACILITIES 
PIC kK- C ONGR }, S S Your invitation to luxury 
CHICAGO with economy 
_— | 17 Meeting rooms... 
NEW preset bao" sevinasp oat.” 1 | 15 to 1000 people 


MAY WE TELL YOU MORE? 


: : Phone or write for 
easton Foyer between 1000 newly furnished, \ illustrated brochure. 
the Great Hall and the remodeled, redecorated n x 

Address: Charies A. 
1000-seat Gold Room guest rooms and suites Se ae Oe Zoller, Sales Mar 
large enough to serve Pa : i 


both 
oth rooms HOTEL 


Air-conditioning Elackhawk 


Davenport, lowa 
1600-seat, 9550-sq. ft. throughout EARL R. ACKERMAN, MGR 


i] 
Banquet-Exhibit Ha . 3 
on the ground floor can cn 


—_—_ Located on Michigan Boulevard at Congress 
Street, overlooking the park and lake. Albert 


Robert Lesman, Sales Manager 


Reversible escalators Pick invites you to the Pick-Congress—for 

to all function rooms, your convention, your business, your pleasure. 
d new automatic James Sheerin, General Manager 

elevators speed traffic 


PLEASE PHONE, WIRE OR TELETYPE FOR COMPLETE DETAILS 
Phone: HArrison 7-3800, Teletype: CG-648 


ALBERT PICK HOTELS 
New York, [ Plaza e Chicago, Pick-Congre « Detroit, f 


Cleveland, | ter « Minneapolis, Pick-N at Pittsburgh, Pi k R ‘ velt 24 ther locations } VACA TION. ob 
ALBERT PICK SALES OFFICES NEW YORK CITY WASHINGTON, D.C. : OR VOCA TION 


CHICAGO, eral Sa é 541 Lexington Avenue 1100 15th Street, N.W. 

20 North Wacker Drive Telephone: PLaza 5-1 Telephone: District 7-4800 : 
t y VY 1-3877 Teletype: WA-223 ; Business or pleasure, it’s always great to be 
in Miami...especially when you stay at The 
Columbus... Miami's most distinguished hotel 


+ 


ie 


Operated in the tradition of over a century of hospitality by the Albert Pick family An entire floor of meeting rooms accommo- 


dates groups to 100 persons for any occasion. 
Incomparable cuisine... impeccable service 
. .. distinctive decor. 


F , Miami... wh 
31OOO Gquore Feet of E.duibat Gpace 3 eae ee ack a ee 


Sales Manager. 


By the Gea - The completely air-conditioned Moody Convention Center seats 3,500 for Teletype MM-123 


k Telephone 
i FR 3-2671 
for banquets in the theater-equipped hall above Exhibit Hall. Flanked by Galveston Fs 


Island’s finest beach resort hotels. 650 guest rooms, swimming pools, grand 


seafoods. For brochure, Write Box 59, Galveston, Texas. 
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IRC Televises 


Show Newscast 


Report on WESCON show beamed to engineers in 


five cities. Each day of show, 


International Resist- 


ance Co. presented news—including new products 


of competitors. Entire production and time costs for 
IRC were $15,000. Another show slated this month. 


WHEN IT COMES to effective trade 
show participation, many companies 
can take a lesson from International 
Philadelphia. Like 
hundreds of companies, IRC exhibited 
at WESCON (Western Electric Show 
and Conference) in Los Angeles. 
However, exhibit (30 ft. by 8 ft. 
took a back seat to the rest of IRC 
activitv—and gladly so. 

Goal was to service the electronic 
industry in a way that people would 
remember IRC. To accomplish this, 
company sponsored a 15-minute tele- 
cast each day of the WESCON show. 
Engineers had only to tune in their 
TV sets enjoy the West 
conference in the comfort of 
own living rooms 


Resistance Co., 


Coast 
their 


and 


First reaction to sponsoring a tele- 
well be, “Man, the cost!” 
But the way IR¢ approached its tele- 


cast may 


PRO announcer Jay Elliott 
runs through telecast for 
tapes, in local TY studio, 
for IRC news broadcasts. 


casts, cost was not insurmountable 
Instead of allowing this first reaction 
to hamper progress, management rea- 
soned that men want to know what 
is going on at WESCON. Policy was 
to give adequate coverage and not 
itself with the 


show business. 


concem niceities ot 


Simple and Informal 


Company made up its mind in ad- 
vance not to worry if its telecasts did 
not have all the gloss of a major net- 
work, hour-long special. IRC forgot 
about scenery and props. 
Telecasts were unrehearsed. Emphasis 
was to keep things simple and _ in- 
formal. That is not to say 
pany 


elaborate 


the com- 
did not care, but this attitude 
tended to keep costs down. 

While telecasts were nowhere neat 


a full network coast-to-coast program, 
where the electronic indus- 
heavily concentrated, did re- 
ceive the programs. Spotting areas to 


five cities, 
try 1s 


receive telecasts cut down both waste 
Advance notice 
in the five cities to carry IRC tele- 
casts tended to reduce competing in- 
terests. On the other hand, company 
never entertained the notion it 
sponsoring a mass appeal program. 
IRC stood fast on its philosophy, 
“If vou want people to appreciate 


exposure and _ costs. 


was 


youre around, do something they 


can't do for themselves.” In retro- 
spect, company gave these reasons for 


sponsoring the telecasts: 


1. Service the electronic industrv. 


2. Keep industry well informed on 


WESCON. 


-« 
r 
C-- SS. 


— 


IRC exhibit at WESCON show is in addition to comnany’s 15-minute telecasts. 
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3. Help build prestige 
rate 


and corp 
image 


4. Sound promotion. 


See Today at WESCON” 


)- 


telecasts 


were 
show. 


promoted in advance of the 
IRC mailed 25,000 pieces of 
direct mail to electronics people in 
the five areas to carry newscasts. 
Mailing came from the main office, 
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SWIM OUTDOORS 


In a fabulous plastic-domed pool 
—comfortably heated 


SKATE IN THE SUN 


Ice rink right next to the pool 


150 Caswall 


Luxurious 
MOTEL TYP 


UNITS 


Free TV in all rooms 


Hy shop. Ten meeting rooms—cap. 


“Spalburne 


Atlantic City, N. 


on the Boardwalk at Michigan Ave. 


4 


Write MARCUS FORD, 
Vice President 
in Charge of Sales 
Telephone 
ATLANTIC CITY 4-8131 


eetteeee, 
eee? *e. 


Chicago's Finest Hotel 
for Your Next Meeting 


COOPER EEHEEEESETESEEEEES SOOT EEE EE ESE e,. 

7 
+ 
- 


Drive-In-Parking 
Restaurant and Lounge 
Write for colorful brochure 
EXECUTIVE HOUSE 

Dept. SM, 71 E. Wacker Dr., Chicago 1, lil. 

Financial 6-7100 

A. M. QUARLES, 

General Manager 


eeeee 
goooeee® 
.* 


SESS SENSED 


~' KR 


CONVENTIONS 


by the sea 
HOTEL ® 


CMs 


ATLANTIC CITY 


Relaxing setting overlooking 
the ocean .. . friendly hospital- 
ity. This is your welcome at The 
Dennis where a trained staff 
contributes to the success of 
every convention. Facilities for 
20 to 500. Write for our new 
color brochure and set of illus- 
trated blueprints. 


John W. Tyler 


Vice President and Director of Sales 


KR R 


On the Boardwalk at Michigan Avenue 
Telephone Atlantic City 4-8111 
OWNED AND OPERATED BY THE 
BUZBY FAMILY 


AS AA AR AH AH AB Mw 


MoNataNiodononostvove 


as An 
-7- 


SALES MEETINGS/Part 


for the most part; but district offices 
compiled separate lists to give pro- 
motion a more personal touch. 

Promotion piece was a four page 
pamphlet which announced the tele- 
casts in Los Angeles, New York City, 
Philadelphia, Boston and St. Louis. 
Inside cover, layout suggested a tele- 
vision screen. Inside the familiar oval- 
shape screen were pictures and copy 
about products that company makes. 
IRC primarily manufactures resistors 
which are used inside larger elec- 
tronic products such as_ television, 
computors and rocket systems. TV ad 
format was used because of the num- 
ber of IRC transistors built into a 
common household appliance—a tele- 
vision set. 


Advertise Telecasts 


Second step was to advertise the 
telecasts. IRC carried a_ two-page 
spread in trade publications, Elec- 
tronic News and Electronics Daily. 
In addition, numerous spot ads ap- 
peared the week of the telecasts in 
TV sections of appropriate metropoli- 
tan newspapers. Program was _ pre- 
sented on a level which might indi- 
cate it was aimed at the general pub- 
lic, but this was not so. IRC explains, 
“Many do not know that the average 
engineer prefers his viewing to be 
basically interesting and down-to- 
earth. 

Telecasts on the five TV stations 
were not live. Through the use of 
video tape, program each day was 
recorded locally and sent immediately 
to the other stations. Video tape elimi- 
nates the need for any processing, 
which makes such an arrangement 
practical. After a show is once taped, 
it takes only a few seconds to rewind 
the reel (as on a home tape recorder ) 
before playback is ready. 

Cost of programs were reduced 
even more in that two stations offered 
its time free of charge. Stations which 
offered the free time explain, “We 
were impressed by this fresh and 
novel approach.” Cost of the telecasts 
to IRC, including air time, produc- 
tion charges and advertising was un- 
der $15,000. Telecasts were sched- 
uled at different times on the five TV 
stations, but none were run in what 
would be considered prime time. Pro- 
grams op ieoee on two stations at 
6:00 and 6:15 p.m. and on the others 
after 11:15 p.m. 

Studios at KTLA-TV in Los An- 
geles were used to tape the daily tele- 
casts. Company hired one of the sta- 
tion’s announcers, Jay Elliott. In addi- 
tion, outside TV consultant services 
of Don Hoesler were obtained. Be- 
sides station engineers and _ telecast 
guests, only other person directly in- 
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volved in the TV newscasts were Stu 
Gillman, IRC news bureau manager. 

Each 15-minute telecast broke 
down into two major segments. Jay 
Elliott opened the program with a 
news report of WESCON highlights. 
Visual portion of the series were slides 
of WESCON conference and products 
when Jay Elliott or guests were not 
on camera. 

Technique gave viewers the im- 
pression they were right at WESCON 
looking in. Following the news por- 
tion, an IRC guest was interviewed. 
Among the guests were men who 
head government agencies in space 
and electronics, heads of electronic 
companies, and an investment expert 
on the electronics industry. 

In each telecast, IRC scheduled 
two out-in-out commercials to sell the 
company. However, balance of the 
telecast made every attempt to report 
WESCON objectively. In advance of 
the conference, company mailed in- 
quiries to companies that were to ex- 
hibit at the show. Letter called for 
information on new products that 
were to be exhibited at WESCON. As 
can be expected, response was heavy. 

On the basis of information re- 
turned, IRC selected what it con- 
sidered to be newly engineered prod- 
ucts of interest to the industry. These 
were incorporated into telecasts and 
placed IRC in a position to plug com- 
petitors which it did. 

How many saw the shows? There 
is no way to tell. No survey could 
inquire just how many watched the 
show without risk of undoing much 
of the good the telecasts accom- 
plished. About the only measuring 
stick IRC can go on is the number 
of comments it received about the 
telecasts. Fact that the company con- 
sidered them numerous (both written 
and otherwise) suggests the programs 
were tuned in. 

Over-all effects appear to be good, 
as the management looks at its tele- 
casts. So convinced this is the right 
trade show approach, IRC will do an- 
other series on the Institute of Radio 
Engineers show, in New York City, 
later this month. Telecasts will be 
broadcast over WPIX-TV, New York 
Citv (channel 11, 11:20-11:35 p.m. ); 
WRCV-TV, Philadelphia (channel 3, 
6:15-6:30 p.m.); and KTLA-TV, Los 
Angeles (channel 5, 11:00-11:15 p.m. 
Onlv format change from the WES- 
CON series is that more floor cover- 
age on film will be given to the I.R.E. 
exhibits. Viewers will see IRC tele- 
casts in New York Citv March 20, 21 
and 22. Philadelphia and Los An- 
geles audiences will see the same tele- 
casts a day later. Reason for delay is 
that studios are scheduled to receive 
video tapes overnight. 
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...because Westchester Town House 
has everything needed 
to make your convention or 
sales meeting a huge success. 
Outstanding accommodations 
so close to the heart of the city 
...80 far from the hubbub of traffic. 
e@ One hundred luxuriously furnished 
Air-conditioned rooms 
e Telephone and TV in every room 
e Banquet Room 
accommodating 500 
e Conference and Meeting Rooms 
e Built-in audio system and 
complete convention equipment 
e Fine restaurant with superb food 
e Cocktail Lounge 
e Coffee Shop 
e Swimming Pool 


Write or call for data, rates, availabilities; 
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WESTCHESTER [al 
TOWN’ HOUSE 


xit 6W or 6E 


THIRTY MINUTES FROM THE 
HEART OF NEW YORK CITY 


westchestentounhouse motorimw 


TUCKAHOE ROAD AND NEW YORK STATE THRUWAY EXIT GW OR GE YONKERS, N.Y., TEL: GREENLEAF 6-6200 


OVERHEARD ON SARANAC LAKE: 


“SARANAC INN Js my kind of 
convention hote/...a sportsman’s paradise!’’ 


Write for our convention folder: 


AN RAWANG 


On Upper Saranac Lake 
Saranac P. O., New York 
Tel.: Saranac Lake 1800 


From October to April, contact... Seapel 


EVELYN SHARP 


New York Office: 
700 5th Ave., Cl 7-2200 


In fact, Saranac Inn is so 
complete that, from start to 
finish of your convention, 
you need never leave the 
premises. Everything you 
want is here — on 3300 
woodland acres — golf, 
tennis, water sports, 
accommodations, cuisine 


and loads of meeting space. 


Let Saranac Inn Stimulate 
Interest for your convention. 


INN 


Sibtlle~ 
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BILLBOARDS for each sales division show photos of salesmen. Themes of billboards depict areas in theatrical fashion. 


Lees Spotlights Its Men 


When Lees merged into Burlington Industries as a subsidiary, it 
expected some concern among salesmen. To offset their fears 
that things would change for them, Lees carpet meeting featured 


salesmen on program—let them feel they were still important. 


PUT SALESMEN into the act,” was Burlington Industries, Inc. Salesmen show business flavor to be logically 
mandate from top management to the had been allowed a certain amount of incorporated into the conference. Pre- 
committee in charge of the James freedom to interpret company direc- conference direct mail material dis- 
Lees and Sons Co., Bridgeport, Pa., tives in the past. System had proved played an outside scene of a theatre 
1961 sales conference. “Active par- successful, so there was no reason for with its marquee in view. The mar- 
ticipation is not always easy to change. Management believed active quee carried Lees’ conference theme 
achieve, but we hit the bulls-eve by participation at the conference would as coming attraction. Theatre illus- 
concentrating extra effort on this help reinforce this notion. To be sure tration was used to tie into the open- 
goal,” reports Lees’ marketing exec. no mistake would be made about it, ing conference session, a slide stereo- 

Lees management had a_ special Chairman J. Spencer Love, Burling- phonic-sound presentation. Included 
reason to give its salesmen a leading ton Industries, Inc. and Lees’ chair- in the illustration on the mail piece 
role in the conference. Major aim man, Joseph L. Eastwick, were on was the familiar figure of a doorman 
was to convey to the sales force that hand to reassure all that the policy who points to a sidewalk billboard. 
the organization and policies would would continue. Billboard was the vehicle by which 
remain unchanged despite the com- “The Big Lees Picture for ’61” Lees personalized each piece sent to 
pany’s merger as a_ subsidiary to theme was used because it allowed individual salesmen. On the an- 
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MEET ME IN PHILLY... 


No, Sales Promotion Executives—that’s not Benjamin Franklin on top of 
the spire! 


It's William Penn. He started this whole thing called Philadelphia. But 
Benjamin Franklin promoted it. 


And a lot of other things .. . like kites, keys, liberty and the American way 
of life 


If you believe in the American way of Sales promotion, you'll want to be in 
Philadelphia for the 4th SPEA Convention. 


An exciting schedule of exhibits, informative lectures by weli known key 
speakers—conferences . and of course, social activities promise to 
make this the top SPEA Conference to date. Make your reservations now! 


4th ANNUAL 


CONFERENCE 


APRIL 25-26-27 


SALES PROMOTION EXECUTIVES 
ASSOCIATION 


BENJAMIN FRANKLIN HOTEL 
Philadelphia, Pennsylvania 


ee 


e * 


For full information write: 
SPEA, 1212 Chestnut St., Philadelphia 7, Penna. 
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PULL LE 
AUNQUE SALES INCENTIVE= 
The Hollywood Beach Hotel/Golf 
Club 


ness Travel Service — announces its 


in conjunction with Happi- 


“Plan-lIt-Yourself” Vacation Incen- 


tive Program, a revolutionary idea 
that allows a sales executive to de- 
sign his very own vacation incentive 
package — and watch it become a 
sure-fire SALES STIMULANT! 


For a complete kit describing 

this new idea in soles incen 

tives, merely write or call — 

BEN GETZOFF 
Manager/Incentive Division 
Happiness Travel Service 

6 E. Monroe Street/Chicago/STate 2-4900 
or “ROBBIE” ROBINSON 

Vice President & General Sales Manager 

Hollywood Beach Hotel/Golf Club 
Hollywood Beach/Florida/WAbash 2-1545 


4S 


in 
bundtowne Letrott 


@ 800 luxurious rooms and suites 


@ 14 meeting rooms for 25 to 500 
®@ Adequate display space. 

@ Three great banquet halls 

@ impeccable service 


®@ Convenient to Detroit’s new civic 
development 


@ Gateway to the city’s expressway 
system 


Let us place these superb con- 
vention facilities at your disposal. 
Phone Detroit, WOodward 2-2300. 


Teletype Number DE-1062 
A Mansion Hotel 


LANSON M. BOYER 
Gen. Mgr. 


EPROIT FLEAS 


CASS AT BAGLEY DETROIT 26 MICH 


nouncement folder each salesman re- 
ceived was his own photo on the bill- 
board. Over his picture, the word 
“Starring” appeared in bold letters. 
Remainder of copy relayed message 
that the salesman was to be the star 
attraction at the conference. 


Booklet Personalized 


As each salesman arrived at the 
Shelburne Hotel, Atlantic Citv, he 
found the direct mail piece was the 
same as the cover of program booklet. 
Booklet was also personalized with 
the salesman’s photograph. Inside of 
booklet was similar to playbills dis- 
tributed in Broadway theaters. It 
gave a run-down on events to come. 

Each sales territory was represented 
by a billboard in the hotel lobby. 
Each depicted a TV_ show, book, 
stage play or other cultural achieve- 
ment typical of the area in which the 
division is headquartered. For 
ample, East Central Division was 
listed as “The Philadelphia Story.” 
Its division Howard Keat- 
ley, was portrayed atop Philadelphia 
city hall in the garb of William Penn. 
Pictures of 


ex- 
manager, 


members in his division 
were included on the board. 

While salesmen were at the confer- 
ence, Lees developed the personalized 
mail program one step further. Sales- 
men mailed a promotion piece, simi- 
lar to the one they, themselves re- 
ceived, to their customers with sales- 
men’s pictures and autographs afixed. 
Printed message to customers started 
off, “I can’t wait until I have the op- 
portunity to show you the ‘Big Lees 
Picture for 1961’ and how you will 
star in it.” 

Opening of conference was marked 
by a series of color slides synchron- 
ized to stereophonic sound. 
was used to set forth conference 
theme and to introduce Marketing 
Vice-President ]. H. McFarland, who 
offered words of welcome. Last slide 
showed McFarland stepping through 
the stage curtain. As picture faded, 
the lights came on with the Lees ex- 


Device 


ecutive in the same pose, live. 


Salesmen Get into Act 


From this point, salesmen began to 
get into the act. New carpet line was 
rolled down an inclined stage into the 
front seats of the auditorium. As new 
fabrics were unfurled, salesmen were 
able to get down front and examine 
them at close range. 

Tardiness at any conference is a 
problem. Lees hit upon this tech- 
nique to cut down lateness: Reserve 
ticket was given to each salesman for 
every day. Monday tickets were red; 
Tuesday, yellow; Wednesday, white. 
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IMPORTANT 
THINGS 


COME IN 
SMALL 
PACKAGES! 


Conventions and sales incentive 
meetings, for 
instance, at the 


Miami Beach’s newest oceanfront 
hotel. Excellent accommodations, 
banquet facilities, display areas, 
meeting rooms. Ideal for 
after-hours recreation: pool, private 
beach, health club, fabulous food. 
Neighbored by the Eden Roc and 
Fontainebleau. Special rates 
for groups of 10 to 200. Write for 
Convention Information Kit. 
{RMANDO CASTROVERDE, Director/Sales 
STERLING LaVINE, General Manager 
MONTMARTRE HOTEL 
OCEANFRONT, 47th to 48th STS. 
MIAMI BEACH, FLORIDA 
Phone: JEfferson 2-1731 
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Eantout C ti the 


word for a meeting at 


PONTE VEDRA BEACH 
FLORIDA 


An overused word, perhaps 
but you'd agree with us if y 

could see superlatives in letters 
received from groups that have 


met here 


Four meeting rooms accommo 
dating up to 175 


function rooms air 


all rooms and 
conditioned 


First tee of one of America’s 


truly great s at 


rses 
the door 


Wonder 


fresh water pool, tennis 


beacn 


f shine 


National and regional associa 
tions and companies are invited 
ugh Febr 


> 15th 


from Septemt er thr 
ary and May 

Write for brochure jetails 
Address Luther N. Grimes, Gen 
Mer.. Ponte 
Vedra Beach, Fla 


ATwater 5-2121 


Vear 


FLORIDA'S 
FOREMOST 
FOUR SEASON 
RESORT 
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DAYTONA BEACH’S 
OCEANFRONT 
CONVENTION HOTEL! 


deh, 
lazao 


Conduct your next meeting at ‘the world's 
most famous beach.'' Guarantee record- 
breaking attendance and productive busi- 
ness conferences! Accommodations for up 
to 500 delegates . . . air conditioning . 
banquet rooms for 1000. Complete facili- 
ties, superb service, professional conven- 
tion staff. Large or small, your meeting 
will be more successful at the Daytona 
Plaza. Write for details: DAYTONA PLAZA 
HOTEL, DAYTONA BEACH, FLORIDA. 


Stampede Yore 
Next “a 10... 


Wal \ In The Heart 


Of The Adirondack: 


Conventions 


Sales 
Meetings 


Conferences 


Groups of 20 to 150 will find conducive 
quarters for conventions, meetings or 
conferences, plus personalized service 
and the wonderful free fun of the 
East's finest dude ranch. Excellent 
cuisine, full entertainment program, 
sports, riding, heated pool, sun deck, 
boating. All inclusive rate $11-$14 per 
person. Season: Spring: May, June; 
Fall—Sept. Oct. Write, wire or phone 
for complete information. 


HIDDEN VALLEY 


Lake Luzerne, New York Tel.: 696-2131 
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Seat number appeared on each ticket 
the salesman was to occupy. Only 
those who turned in their tickets at 
the beginning of the day’s session 
were eligible for a door prize draw- 
ing. Ticket stub was matched against 
the drawn portion to identify the 
winner. 


Discussion Clinics 

Each session was followed by “dis- 
cussion clinics.” Here Lees salesmen 
had an opportunity to “steal the 
show.” No rehearsals held. 
Management intended clinics to be 
spontaneous and natural. Panelists 
had been selected for various subjects 
according to their proficiency. Each 
one picked was asked to submit an 
outline of his presentation to the gen- 
eral manager to avoid repetition. 
Moderators met briefly with their 
panels (as the sales force arrived in 
Atlantic City) to go over the ground 
rules. In this manner, clinics were 
prepared, but not controlled, reports 
the company. 

One clinic 
niques That 
covered the 


were 


covered “Selling Tech- 

Produce.” Another 
subject, “How I Sell 
Commercial Carpeting.” “Surprising 
number of effective ideas came up— 
new and helpful to even the veteran 
salesmen,” says one company spokes- 
man. Question and period 
followed panel discussions. Period 
spotlighted salesmen not chosen to be 
panelists in the clinics. 


answer 


Change of Pace 


To change the pace, slide-sound 
technique was re-introduced. Only 
this time purpose was to present the 
company’s advertising program for 
‘61. Plot was chiefly a dialogue be- 
tween a Lees salesman in New Mex- 
ico and a fictitious dealer at Ulcer 
Gulch. Plot illustrated by cartooons 
proved humorous. In addition, it took 
on proportions of being a training 
series. Salesmen learned painlessly 
through the slide show. 

Serious training was fed through a 
movie film premiere entitled, “Hand 
of Quality.” Stress was put on the 
quality of Lees products. Created by 
On Film, Inc., Princeton, N. J., it 
showed the manufacturing processes 
in the four Lees southern plants. Film 
is to be used as a continuous training 
aid after conference. 

Lees management feels the enthusi- 
astic participation of salesmen marks 
its 1961 sales conference a success. 
At the close, McFarland told the 
group, “The panels were just terrific. 
I learned a lot—we all did. It was an 
outpouring of depth thinking of ways 
in which to sell.” 


in Washington , 
only the best 
meetings 

take place at 


Execute House 


Newest, finest downtown hotel. 
Creative design makes a perfect 
setting for your conference. 


3 


Meeting rooms accommodate up 
to 200. Drive-in parking. Fine 
restaurant, bar, coffee shop. And 
a very handy location! 


For details, write or call 
Jos. P. McGovern, General 
Manager. AD 2-7000. 
contact Utell Intl., 
Cent. Pk. So., N 


—, veeulive Heute / 


At, Scott Circle, N.W. 
WASHINGTON 5, D.C. 


DAWG 


¥ R.A | 

Dartmouth a 

¥ \ College. 4% 
where 


business groups 
return regularly 


“Just far enough away for a 
close understanding.” Special 
group services for 15-150. 
For your meeting, clinic, 
convention, exhibit, school 

or conference. Transportation 
excellent by train, plane or car. 
Popular with businessmen, 
engineers, medical and 
educational groups. 
Literature on request. 


me HANOVER INN 
¢ MOTOR LODGE 


Hanover, N.H.- Tel. 410 
TWX - Hanover, N.H. 283U. 
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Check List for Exhibit Planners 


EXHIBIT Producers & Designers Assn. have devel- 
oped this check list for companies that exhibit at 
trade and industrial shows. This check list is avail- 


able as a file folder for each show in which you 
exhibit. For copies of “Convention Exhibit Show 
File,” call or write to your local E. P. & D. A. member. 


ORDERED DATE 


Addre 


Telephone 


SPACE Booth Number 


Size of Booth 
Columns in Space 
Show Limitations 


PRODUCT What's New 


Institutional 


EXHIBIT New 


In Stock 
Revamp 
Completi in Date 


Name of Exhibit Mfr 


Name of Contact 


Address 


Phone 


We Furnish 


Photo 


Art 


Copy 


Product 


Shipping Date 


PROMOTIONAL Announcement in Space Advtg 


Direct Mail 


Invitations 


Show Press Releases 


Standard Literature 


Special Literature 


Tie _in With Sales 


_Request Cards 
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|ORDERED| DATE | 


Projection Eqpmt. & Operator 


Film 


Banners 


Uniforms 


Badges 


Recordings 


SHIPPING DATA Name of Carrier 


PERSONNEL 
AT SHOW 


Arrival Date (estimated) 


Show Address 


Waybill Number 


__Number of Pieces 


__Weight 


How to be Returned 


ak 
ennai es 


Travel Reservations 


Hotel Reservations 


ame of Hott 
__Hospitality Suite 
mm .. __2 


_Room Decorations 


__ Models" or Hostesses — 


SHOW SERVICES Arrival Date of Supervisor _ 


MARCH 


DF ss 


Furniture 


Floor Covering 


‘ Electrical wl 
a Water 


__Drinking Water 


_ 


Drain 


Drayage 


Riggers 


Draperyman 


Carpenters and Labor 


Special Signs 


Photographs 


Telephone 


Flowers 


1961 


Nal Setting 


(that valued treasures are tment FOR SUCCESSFUL 


“Dio ¢ 20d oe MEETINGS 


vier BD any Lonewu 


HOTEL 
Opposite International Airport 


Offering unexcelled facilities 
SY. away from city distractions 
XN 


r information Yaa Bie Meeting Rooms and Banquet 


our 


nisi by each and every delegate... i CONVENTION \ ; Facilities for 15-150 persons 


Guest accommodations for {000 persors. | >+# . 
Flexible exhibition space... 18 meeting I * G, oem Free transportation 
rooms accommodating 100 to a . a Write. Wire or Call Collect t d f Idi ‘Id 
separate dining areas each equipped wi . . oan rom ewil 
banquet kitchens... PA, gate . +. print Mr. Ernie Pike 

shop. public relations director .. . com- 

plete convention staff to serve you. Sales Manager ~_— Consultant to help 
social program... completely Air Condi- hes ne Mam | Bear ~ " 
tioned... plan your meeting 
atee JACK PARKER 


Managing Direct FOG =: Bie Raised stage, public address 
ON THE OCEAN 43rd TO 44th STREETS, MIAMI eEAon. FLORIDA system, blackboard, lectern 


Bie Excellent Hotel room accommo- 


W H Y s hYTO Pp 7 dations for up to 250 persons 


ee Gracious dining and entertain- 


For executive ment nightlyin the London Room 


meetings and top 
management groups {eee , FA 22-8700 
Skytop Club, in the : oy ae ve 7 
nearby Pocono - sat So ah on BELT PARKWAY & WAN WYCK EXPRESSWAY 
Mountains, is the - ~ ~~ — 

undisputed leader. 
This scenic 5500- 
acre estate provides 
complete isolation 
and every physical 
attribute for group 
meetings—10 to 300. 


% Privete ciub atmosphere, distinguished — Outstanding cuisine—private dining rooms 
service x Superb facilities for relcxation and 
te Excellent meeting rooms, equipped with recreation, Including 18 hole champion- 


“NS 
all professional requirements ship = course - that rivals the best in the world. 
Easily accessible (only 100 mi. from N. Y. %& Secs My appointed escommedetions 5 
* and Phila.) —Serviced nationally by lead- Write for Conference Booklet : NOW—ONLY ONE HOUR 
ing railroads and 5 airlines and complete details FROM NEW YORK CITY 
SKYTOP CLUB Secluded in the Poconos = a ee & ee 


Jersey (not much more from 
BOX 30, SKYTOP, PENNA. «¢ Wm. W. Malleson, Jr., Gen. Mer. Philadelphia!). One of Amer- 

Phone: LYndhurst 5-7401 ica’s most magnificent re- 

Ce MMU al Me iad 3 sort hotels offers perfect 
setting for g 


You're Welcome! 


B —. ann , : —— 

HOTEL e bed Luxurious mee ting rooms act ommodat- fr “y-™ 

| j ) . S00. svailahle £ —_— of 6, or full-scale 

. ing up to. available tor large or convention of 600, 
# you'll find the type of set- 
small groups. up and service you require, 
and a staff with years of know- 
? how. Pool, Restaurants, Dancing, 
Every effort made to insure successful Entertainment. All sports facili- 
12th ST. at BALTIMORE . ties. Fireproof. 400 outside rooms. 
KANSAS CITY, MO. & OP EAR. 


COMPLETELY comfortable meeting. Traditional _. »y.WOrth 2-4018 


NDITIONED Phillips hospitality. elsewhere, call Asbury Park: 
a y= Brochure . PROSPECT 5-5000. 
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EXECS of home care company don white coats and clean this Naperville, IIl., 
home as first prize in contest, sponsored by company and local newspaper. 


Execs Clean House — Literally 


Home care company’s sales meeting turned into “block buster” 


promotion, complete with consumer contest. Franchise holders 


attend workshops to test new selling and production techniques. 


IT WAS NOT by accident that the 
annual management conference of 
ServiceMaster, national home caré 
company, convened on the campus of 
a small Midwest college just before 
Labor Day. 

Time and place were carefully cal- 
culated, for coordinators and execu- 
tives of the largest franchise company 
in its field actually were returning to 
the classroom. To take advantage of 
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this unique gathering of company 
managers—who had come from such 
far-distant points as London, England 
—the conference was planned as a 
series of workshops which would give 
executives a chance not only to learn 
new selling and production techniques 
proposed for 1961, but to test them as 
well. 

With North Central College in Na- 
perville, Ill., as appropriate campus 


setting, ServiceMaster executives 
buckled down to a four-day session 
marked by rolled shirt-sleeves evalua- 
tion of the main ServiceMaster service 
programs. 

For example, as one assignment, 
midway in the convention, manage- 
ment suspended its meetings, put on 
white working jackets and converged 
on a nearby Naperville home to per- 
form a massive, house-wide cleaning 


141 


The Modern Hotel of Con- 
venience, Comfort and 
Charm. Famed for Fine 
Food and Courtesy. 

It will be our pleasure 
to provide Service and 
Accommodations to 
Please Your Most Important 
Guests 


The Warwick 


LOCUST AT SEVENTEENTH 
Teletype PH376 
Phone PEnnypacker 5-3800 
A Kitheby Hotel 


The WANDERER 


on 


Fabulous JEKYLL ISLAND 


Former Playground 
of Millionaires 
the Golden Isles 


of GEORGIA 
600 Air-Conditioned Rooms 


Meeting rooms from 
20 to 2500 
NEW CONVENTION HALL 
Seating Capacity — 2500 
n the Atlantic Ocean 
LARGEST INDOOR POOL 
in the Southeast 
Championship GOLF COURSES 
Experienced Convention 
Know How 


Write or Call: 
JOHN ASTARITA 


The Wanderer 
Jekyll Island, Georgia 
NEptune 5-2211 


job. This “executive” house cleaning 
was the company’s way to introduce 
an important new promotional idea 
that, it was expected, would be re- 
peated at the local level during the 
coming year. 


Cleaning “Spectacular” 


Details involved to plan the clean- 
ing “spectacular” which also repre- 
sented first-prize in a local newspaper 
contest, were studied as part of the 
do-it-yourself class project. 

Here’s how it was carried out: 

About a month before the confer- 
ence, ServiceMaster Central in Chi- 
cago and the Naperville Sun joined 
forces to sponsor a contest which of- 
fered a free professional home clean- 
ing to the housewife with the most 
original or unusual reason “Why | 
Want My House Cleaned.” 

Featured during the month of Au- 
gust, newspaper articles and advertis- 
ing for the contest built interest in the 
company and its services, at the same 
time calling notice to the conference 
itself. 

Deadline for the contest closing fell 
before the opening of the conference, 
so that the winner might be selected 
and prize house cleaning scheduled as 
a management workshop activity. 

Correlated with contest publicity 
were newspaper announcements of the 
pending arrival of ServiceMaster per- 
sonnel and advertisements to describe 
a big selling survey to be conducted 
in the Naperville area. Thus the scene 
was set for a second promotional try- 
out 


“Block Buster” 


This plan centered on a direct sales 
tool designed for ServiceMaster as- 
sociates and known as “Block Buster.” 
Its objective is to saturate a staked- 
out area of a city—in this case Naper- 
ville—in a combined educational-sell- 
ing campaign. Elements used were: 

l billboards erected at strategic 
traffic spots in the town; (2) news- 
paper advertising; (3) distribution of 
sample products. 

Climaxing this promotional build- 
up, ServiceMaster officials—including 
President Kenneth N. Hansen—took to 
the streets of Naperville to ring door- 
bells and talk with housewives about 
their home cleaning problems. This 
personal appearance at the customer's 
door coincided with the date of the 
cleaning spectacular. As part of their 
“calling card,” officials were able to 
tell each housewife that other Service- 
Master executives were cleaning th¢ 
house of the contest winner. 

These two promotional techniques 
were conceived as a “selling showcase” 


CONVENE AT 
BEAUTIFUL... 


Grand 
Hotel 


MACKINAC ISLAND 


WE LET THE 


BIG ones 
GET AWAY 


Because we can give our 
personalized attention— 
standard BALMORAL 
service—to no more than 
400 guests at one time, 
we accept only sales meet- 
ings from 40 to 400. 


You're invited to join 
the select 400. Complete 
know-how and facilities 
for meetings, banquets 
and between-meetings 
relaxation. Experienced 
staff at your disposal 
For details write 


HARVEY WEINBERG 
Director of Sales 


HOTEL © POOL 


Cagana Cus 


SIX ACRES « OCEAN AT 98th 
BAL HARBOUR, MIAMI BEACH 
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on which company associates might 
model their own efforts at the local 
level around the country, using them 
separately or for double impact as in 
Naperville. 

At any rate, coordinators will mer- 
chandise the outcome of the “selling 
showcase” to over 850 men in the field 
to encourage them to follow this ex- 
ample and stage their own promotions. 


Outlined New Service 


Third project outlined for coordina- 
tors at ServiceMaster’s annual conven- 
tion involved participation in a new 
company service: professional floor 
cleaning. Demonstrations in the col- 
lege dormitories of specially developed 
floor cleaning techniques were supple- 
mented by practice “on-location” ses- 
sions during the prize home cleaning. 

And ServiceMaster executives had 
still another reason for planning the 
executive cleaning. In effect, the 
event celebrated achievement of a 
long-time company goal: A program 
that provides house-wide professional 
cleaning for today’s consumer. With 
the addition of its new floor cleaning 
service, ServiceMaster entered the all- 


home service ranks, the only company 
of its kind to offer complete profes- 
sional home cleaning. Thus it served 
also to underline for ServiceMaster 
members the continued progress of 
company policies—a key factor in 
operation of a growing franchise busi- 
ness. 

Moreover, workshop activities gave 
coordinators a sense of participation 
in direction of those policies. Top- 
level management was able to test the 
potential of projected promotions and, 
back in the classroom, to weigh re- 
sults. 

For men who were expected to put 
these plans in motion, down-to-earth 
sessions acted as “practical per- 
suaders.” 


Proven Results 


By turning the annual conference 
into a testing ground, new ideas could 
be given a trial run. With all details 
worked out, proven results were re- 
layed to the company’s franchised 
representatives and ServiceMaster was 
assured of a more closely-knit, 
smoothly functioning network of as- 
sociates in the year ahead. @ 


lt Could Be Verse 


By JAMES G. LONG 


Check List 


Golf clubs packed 


(All Tl be needing), 


Well-stocked with stories 


Worth repeating. 
Appetite for that 
Free eating— 
Ready for that 


Sales meeting. 


17, 261 


IDEAL FOR 
BANQUETS 
AND MEETINGS 


Even for New York, the banquet 
and meeting facilities of the Pierre 
are outstanding. Six magnificently 
decorated private function rooms, 
accommodating from 10 to 1000 
persons for dinner or meetings. 
An experienced staff and fine serv- 
ice assuresa successful dinner, lunch- 
eon, meeting or other function. 


Write for new brochure o7 
call Mr. Rama, TEmpleton 8-8000 


Hotel Lene 


FirtH AVENUE AT 61st STREET 
New York, 21, N. Y. 


VPVPVP VP WY sen «chs dal v2) 


NEWEST AND MOST COMPLETE 
CONVENTION HOTEL IN 
PALM SPRINGS, CALIF. 


Convention hall seats 1300—banquet 

facilities for 900 — sample rooms — 

small conference rooms—370 exqui- 

sitely appointed rooms — complete 
air conditioning. 


PLUS...Recreational facilities, includ- 

ing an Olympic-size swimming pool, 

tennis courts, 9 hole, 27-par golf 
course right on the grounds. 


LOCATED IN THE HEART 
OF PALM SPRINGS 


Write or phone for information 
or reservations 
Los Angeles: DUnkirk 8-1151 
San Francisco: EXbrook 7-2717 
TED RATCLIFF, General Manager 


Palm Springs RIVIERA 
1600 North Indian Avenue 
PALM SPRINGS, CALIFORNIA 


One of the Most Desirable 


INCENTIVE 
PACKAGES 


OF THE UNITED STATES 
1962 


THE TOURNAMENT OF ROSES 


AND 


ROSE BOWL GAME 


The NEW YEAR'S PARTY with MORE 
nterest to your SALESMEN and their 
WIVES 


Best grandstand 
PARADE 
Reserved 
GAME 
Deluxe hotel accommodations 
Transportation by private 
coach 

Complete sightseeing — Marineland 
and Disneyland (odditional events if 
desired) 

Tailor-made travel arrangements to 
Southern California — Rail or Air — 
Regular or Charter 

Special parties as well as any other 
errangements desired 

Experience — 25 years of handling 
Rose Bow! Programs 


Scenery Unlimited Tours 
2123 Addison Street 
Berkeley, California 

Phone TH 8-0300 


ROSE 
BOWL 


seats for 


ROSE 


seats for 


motor- 


get your 
work done... 
have fun... 


CONVENTION 
» WISCONSIN 


OP « 2 r 
—a ney 
iY 


Work or leisure becomes more pleasurable when 
you choose Wonderful WISCONSIN as your con 
vention headquarters. Year-round accommodations 
with unsurpassed recreational activities in this 
superb vacationland 

Write 


WISCONSIN CONSERVATION DEPT. 


P. O. Box 450 
Madison 1, Wisconsin 


“MISS 


LIONITE” and wives of district personnel greet dealer to vin on 


badge and swap tie for special Lion tie as he arrives for dinner-meeting. 


Lion Meeting Kills Rumor 


To prove to service station operators that parent company had 


big plans, not death knell for divisions, Lion Oil puts show on 


road. Strong promotion brings out dealers in bad weather. 


Understudies ready for emergencies. Advance man paves way. 


By L. D. SULLIVAN 
Director of Branded Sales 
Lion Oil Co., Division of Monsanto Chemical Co. 


“DUKE,” said my boss to me, “let’s 
get some of that old-time revival 
spirit into our dealers. Let’s build a 
fire of enthusiasm that will make sales 
sizzle!” When the boss tells you that 
in our company, it’s just as though 
The Lion had roared—and you move. 
That’s when we decided to take Lion 
on the road for a series of hard-hitting 
jobber and dealer meetings. 

My job is Lion branded sales. Mvy 
boss is J. H. Sheehan, better known 
as “Son” to all of us. His title is v-p 
of marketing. He reports to Harold 
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Bible, general manager of Lion Oil 
and vice-president of our parent com- 
panv, Monsanto Chemical Co., St. 
Louis. 

Ever since Monsanto ac quired Lion, 
rumors had flown that Monsanto in- 
tended to retain our petro-chemical 
properties and dispose of Lion’s serv- 
ice station business. Nothing could 
be further from the truth. 

An aggressive, dvnamic, far-seeing 
Monsanto management recognized 
Lion’s growth potential, and has been 
pouring product research, finance, 
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and shrewd management guidance 
into expanding our marketing opera- 
tion throughout the southwest por- 
tion of the United States. Monsanto 
was in the petroleum business to stay 
and intended that Lion should grow 
and prosper. 

My job — get that message to our 
jobber and dealer organization—2,000 
independent service station operators 
in Mississippi, Arkansas, Louisiana, 
Tennessee and Missouri who did busi- 
ness under the sign of the Lion. 


Plan Targets 


My first step was to gather the 
gang — Frank Graves, sales manager, 
Branded Products; Gene Smith, di- 
rector of advertising and sales promo- 
tion; and Jerry Geren, my administra- 
tive assistant. Our first meeting dis- 
closed some additional targets for the 
meeting agenda: 


1. Introduce new products and 
packaging, 


2. Outline Lion’s promotional plans 
for 1960, 

3. Announce a new dealer incen- 
tive program 


4. Thump our service training and 
cleanliness program, and 


5. Prove that our top executives 
are personally interested in each Lion 
dealer’s success. 


Professional show production was 
decided on, and we turned to the 
E. F. MacDonald Company, Dayton, 
Ohio, our motivation counselors, as 
best fitted for the job. It was a happy 
choice. EFM account executive, Fred 
and Nereim, vice- 
president of EFM’s meeting division, 
moved into our El Dorado, Arkansas, 
offices, and things started to hum. 
The Lion show was rolling. 


Jones, Gordon 


Seven Cities Picked 


Seven meeting cities were selected: 
Fort Smith, Little Rock, Nashville, 
Memphis, El Dorado, Monroe and 
Jackson. These gave every jobber 
and dealer an opportunity to attend 
one of the meetings with a minimum 
of travel. Hotels were lined up, pre- 
meeting designed, theme 
chosen, scripting put under way, and 
scenery designed. In just a few short, 
hectic weeks, the meeting pulled into 
orderly shape. 

Our theme, “P O W!” had a double 
meaning. We applied these letters 
to our meeting slogan, “Lion POWers 
the 60’s, and gave them new mean- 
ing—Product, Opportunity and Will— 


mailings 
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will to win. Scenery consisted of a 
series of pivotable panels under a 
massive proscenium arch that stated 
the happy marriage of Lion and Mon- 
santo. Everything was packaged to 
permit transportation in a 2%%-ton 
truck. 


One Item Missing 


Only one item was missing — a 
pretty face to brighten the seriousness 
of an all-male cast. Miss Cotton Car- 
nival of Memphis, beautiful, blonde 
Lee Ann Bernard, was quickly con- 
verted into Miss Lionite; and just as 
Lionite is the magic ingredient that 
puts punch in Lion’s premium gaso- 
line, Miss Lionite put the desired 
sparkle into our show. 

Here was the program: Lion job- 
bers and dealers in the area of each 
meeting city received a series of 
warm-up teaser mailings. Mailers 
were followed-up by personal contact 
and climaxed with phone calls by 
Lion district field representatives the 
day before each meeting. 


42-Point Check List 


Final rehearsals and costume fitting 
completed, we were ready for the 
road. Everything in each meeting 
site was in readiness 
advance man had been there several 
days before to check electric power, 
freight elevator capacity, in and out 
timing, table arrangements, and 
menus. His check list covered 42 
items, and he reported to our meeting 
director by phone after each hotel 
was checked out. Preliminary arrange- 
ments had been made weeks in ad- 
vance by personal inspection, but the 
advance man was our insurance pol- 
icy. 


because our 


Disposable banners, souvenirs, dec- 
orations, as well as printed material 
like programs and napkins, and door 
prizes had been shipped to each 
meeting place in advance. We knew 
they were there because each pack- 
age was marked, “Acknowledge re- 
ceipt and hold for arrival,” and we 
had all the acknowledgments. Finally, 
the truck and stage crew arrived at 
the meeting site. 

Scenery quickly went into place 
with our practiced crew, directed by 
Bill Pettyjohn and Bill Barkley. All 
sound equipment, special lighting, 
and projection equipment traveled 
with us, together with replacement 
parts for each one of them. 


Back-up Replacements 


In addition, every person in the 
cast had a_ back-up replacement. 
Nothing was left to chance — and a 


MEET 
WITH 
SUCCESS IN... 


Convention County 


SULLIVAN COUNTY 


NEW YOR K 


Sullivan County, the largest and most com- 
plete resort area in the world, is only 90 
minutes from N.Y.C. via Super Highways. 
More than 350 Hotels to choose from for 
your Convention, Sales Meeting, Training 
Seminar or Incentive Plan Holiday. 

There’s every conceivable facility for mixing 
fun and business: Golf Courses Galore, In- 
door & Outdoor Swimming Pools, thousands 
of feet of exhibit space, meeting rooms 
with all facilities for every type and size 
group, horseback riding, fishing, boating, 
banquet rooms, all convention equipment 
and services 

Write for Details and Dates 


CONVENTION BUREAU 
SULLIVAN COUNTY 
HOTEL ASSOCIATION 


184 BROADWAY, MONTICELLO, N. Y. 
Phone MOnticello 724 


one of the LARGEST 
CONVENTION HALLS 
IN THE MIDWEST! 


Otnedets NEW Jet-Age 
OHARE INN 


Huge 12,000 square foot pillar-free 
Convention/ Exhibition Hall seats 1200, 
has own truck entrance, full facilities. 


OHARE INN , 


Just 2 minutes north of O’Hare Airport, 
next to Illinois Tollways, 16 minutes 
from Loop via Northwest Expressway 


OHARE INN 


provides 32 acres of resort-atmosphere 


. . swimming pools. . . air-conditioning. 


Represented by Leonard Hicks, Jr. 
New York 532 Madison Avenue, MU 8-0123 
Washington: 1145 19th Street N.W., AN 3.4900 
Detroit 1701 Cass Avenue, WO 2-2700 


QHARE INN , 


Mannheim and Higgins Roads ®@ Des Plaines, III 
VAnderbilt 7-5131 © TWX: Des Plaines 131 
C. B. HURD, General Manager 


MS HOARE NR RCMB RES, 3 URN 8 L6H 


Youll get 
, more done... 


IRA 
and still have fun! 
5 & 

Se 


Binpa 


HILLSBOROUGH COUNTY, FLORIDA 


If you really mean business... 


MEET IN TAMPA! 


THERE’S NO BEATING 
A MEETING AT THE 


a. 


c 


ST. GECRGE’S BERMUDA 


HOTEL 


ize of your group 
| be smoother, more 
experienced assist 
And when business 
ur private 

urts, private beach 
the exciting new 
your bookings now 
eorge on Rose Hill 
Dide St. George's 


port wonder 


NTERNATIONAL 


ise New York |9 


Montreal 


good thing, too. One night when one 
of our presentors took to his bed with 
the flu, his understudy stepped in 
and did an admirable job. On an- 
other occasion we had to line up five 
of our crew while a doctor adminis- 
tered shots of penicillin to conquer 
sore throats, fevers and viruses. 


Plagued by Storms 


But sickness wasn’t the only force 
of nature to plague us. On at least 
two occasions unseasonable storms of 
snow and freezing rain did their best 
to keep our audience away But 
thanks to the strength of our pre- 
meeting promotion, almost evervone 
of our dealers borrowed the motto, 
“Nor snow nor rain Nor gloom 
of night shall stay these messengers 

” and every meeting opened to 
a full house. Our audience deserved 
a top performance every show, and 
we made sure they got it. 

Each morning of a meeting the 
presenting team, made up of Lion's 
top executives, did a walk-through of 
the show to familiarize themselves 
with the peculiarities of each new 
location 


Rehearsal Each Morning 


At 6 p.m. Lion dealers started to 
arrive by car or chartered bus. They 
were met by welcome banners out- 
side the hall and charming greeters 
inside. Miss Lionite and district per- 
sonnel wives pinned a name badge 
on each guest and swapped his tie 
for a special Lion gift tie. Lion ex- 
ecutives shook each dealer’s hand, 
and there were exhibits to tour and 
shop to talk. Then the banquet doors 
ypened to a roast beef feast complete 
with dinner music. At 7:10 p.m., 
first call to meeting was made; second 
call at 7:20; and promptly at 7:30, 
the meeting started. 

Program opened with a word of 
welcome by the district manager, who 
introduced the presentation team. 
Our general manager, Harold Bible, 
could not be present, so he sent his 
personal message to the group via a 
sound motion picture specially pro- 
duced for us by the E. F. MacDonald 
people. 


Pivoted Panels 


In the program that followed, each 
phase was presented by the Lion 
executive in charge of that activity. 
Slides, motion picture clips, charts, 
exhibits of actual products, displays, 
and printed materials were all used 
to get the Lion story across. Huge 
eight-foot square panels on the stage 
pivoted to bring new speakers onto 
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135 of the top 500° 


corporations in the nation 


meet at THE MORAINE! 


~ 4 “/- 
cae 


CHICAGOLAND'S ONLY LAKEFRONT RESORT 


a friendly, informal resort hotel on Lake 
Michigan, only 25 minutes to Chicago—20 min- 
ules via expressway to O'Hare jet airport... 
hosting 275 group meetings a year... completely 
keyed for group functions up to 350... fully 
equipped stage in Ballroom . excellent facili- 
ures for sales training schools where peak 
workloads can be combined with pleasure for 
greatest efficiency no big-city noise or dis- 
tractions to compete with your program. ‘*As 
listed by Fortune 


COMPLETELY REDECORATED and NEWLY 
FURNISHED FROM TOP to BOTTOM 


Hotel Moraine 


ON-THE-LAKE 
HIGHLAND PARK, ILL. « IDiewood 2-4444 
200 Guest Rooms ° 20 Meeting Rooms 
8 Private Dining Rooms 
BETTY GREEN, Sales Manager 


Ue CockeYand Kettle 


MOTOR INN RESTAURANT 


CONVENTIONS - BUSINESS GROUPS 
SALES MEETINGS 


Modern Motel Early American Inn 
Delicious Food Cocktail Lounge 
All Conveniences for Large 
or Small Groups 
tudio Conference Rooms 
Switchboard Phones 
Complete Privacy Individual Attention 
For Special Rates or Further 


Information Write Roland Dionne 
Seabrook, N.H. 


A Quality Court AAA Carte Blanche 
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the stage, present a new chart, or 
expose the projection screen. Our 
men found the production impressive, 
fast-moving and effective. 

From time to time, the business 
of the meeting was brightened by the 
appearance of Miss Lionite, who car- 
ried small charts on stage or handed 
the speaker a product. 

Promptly at 9 p.m. the show cli- 
maxed with a pass-in-review of all the 
people who had labored to bring the 
production to town. 

Believe me, the applause was ap- 
preciated by a tired but pleased gang. 

After three weeks and seven meet- 
ings, with over 2,000 miles logged, 
how had we succeeded? Mail that 


had accumulated on my desk in my 
absence answered that question. Here 
are some of the candid comments 
of Lion dealers, many of whom drove 
through snow storms and freezing 
rain over dark, dangerous mountain 
roads to hear our story: 

“Best sales meeting I’ve ever at- 
tended. I’m enthused about the over- 
all Lion program.” 

“The portion dealing with the his- 
tory of Lion Oil was thrilling.” 

“It was well worth driving all that 
distance on such a bad night.” , 

“Glad to see the company big shots 
are so interested in my operation.” 

Yes, when Lion took to the road, 
the job got done! 


CATTLE auction, final day, offers cattlemen prize stock for sale in Concord’s 
Imperial Room at The New York Holstein-Friesian annual, four-day convention. 


Cattle Attend This Conclave 


You can expect anything at a convention—even a delegation of 


cows. Cattlemen’s session includes animals in the night club. 


Instead of usual Broadway review, a cattle auction is staged. 


MOST hotel managers would tear 
out their hair at the thought of live 
cattle strutting across their hotel 
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night-club stages. Managing Director 
Ray Parker, Concord Hotel, Kiamesha 
Lake, N. Y., saw nothing bizarre 


ACETATE PLASTIC 


CONVENTION BADGES 
AT LOW-LOW PRICES 


WE CAN PRINT YOUR INSERT CARDS 
» WITH YOUR MESSAGE OR 
YOU CAN HAVE THEM UNPRINTED 


F y 


t 


PLACE ADDITIONAL PRINTING HERE 


NOW BUY DIRECT FROM THE 
MANUFACTURER AND SAVE! 


BUY your acetate plastic badges direct 
from the manufacturer and obtain lowest 
prices, and prompt deliveries. EVERYONE 
knows OLEET is best for plastic CONVEN- 
TION BADGES with pins, plastic badges 
that slide into lapel pockets and ‘CINCH 
TO CLINCH’ badges that fit men's jacket 
lapels. Printing of insert cards that go 
into the badges is available at reasonable 
prices. Contact us also for imprinted 
advertising specialties such as Playing 
Cards, Balloons, Celluloid Buttons, Bumper: 
Strips, Pocket Secretaries, Gift Items, etc 

for all types of year-round activities 


COMPARE! 


Write for Catalog and Details 


OLEET MFG. CO. 


Dept. S-3 
305 E. 47th ST. 
Plaza 3-2323 


N.Y.C. 17 


Convention 
perfect 
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IDEAL LOCATION: 3000 acres in 
colorful Allegheny mountains, conven- 
ient to train, plane, bus or car to 
Bedford exit, Pennsylvania Turnpike. 


SUPERB FACILITIES: equipped 
and staffed for groups of 25 to 550. 
Championship golf course, in-and-out- 
door swimming pools, private lake, all 
sports. Complete bar and beverage 
service. 


SPECIAL CONVENTION RATES: 


throughout season April 15 to Nov. 15. 
Write, wire or phone (Bedford 500) 


Bedford Springs 


Bedford, Pennsylvania 
E. Harris Knight, Sales Manager 
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The Chantecler the complete hotel for conventions, meetings; 


45 miles north of Montr 


Plan a successful event in this unique lake-and 
mountain area where Canada's premier year-‘round 
resort offers every service and facility. 
Accommodates up to 225 people * variety of 
rooms with aecessary 


large small 
equipment * banquet facilities * outstanding 


aod meeting 


MEMBER HOTEL SALES MANAGEMENT ASSOCIATION 


eal in the Laurentians 


French, cuisine * delightful atmosphere in pic- 
turesque French-Canadian setting * reasonable 
American Plan rates * all sports in season plus 
indoor heated solarium pool. For folder, write 
to S. M. Powell, Chantecler, Adele, P. Q., 


Canada. 


Ste. 


Ca ( Anwerea? 


© easy accessibility 
© 12 conference rooms—1!2-350 persons 
® superb food from our 
® modern 


own farms 
facilities—old world service 


(Ld ie 


HERSHEY, PENNSYLVANIA 
set im an amphitheatre of 


Open the year ’’round @ 


Robert P. Cournoyer 
Managing Director 


July Fina’ ; 
sre 
for your comport... . i 


Telephone KEystone 3-2171 


ff Terapte conwensence Just [bh m 


sieepeng rooms, 90° 


us 
for your letaune . . . . 


4 golf courses 

* tennis—riding 

* private swimming pool 

* pro hockey—ice shows—theatre parties 


mowntams 


os from New York City, 90 miles from Philadelphia; 200 miles fram Pittsburgh; 
tes from Washington, 65 mules from Baltimore 
=r lmoumnes from Airport and Raslrosd Stal 


wom. 
air condivoned 4000 square feet of Exhibit Area 


ee “WHY ARE WE MEETING 


AT OXFORD HOUSE 2” 


“Newest hotel in Chicago.” 
"Convenient Loop location.” 

"Free inside parking.” 
“Full facilities.” 


“AND THE LARGEST, MOST LUXURIOUS 


HOTEL ROOMS IN ALL cmicaco.” & © 


{ 
({ 
» 
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Elegant decor, 

fabulous furnishings (even “day-long” 
chairs) and customized service make 
group meetings at Oxford House 
both memorable and productive. 
Write or phone for full information. 


E. J. TOOLE, General Manager 


: > 
< Ixfor d House 
225 North Wabash + Chicago 1 
Financial 6-6585 TWX CG2334 


- 


The Southwest’s Greatest 
CONVENTION 
ACCOMMODATIONS 


Z 


An entire floor of meet- 
ing rooms (one of which 
seats 1500); resort at- 
mosphere with in-town 
convenience; superla- 
tive food in a choice of 
restaurants ; free in-and- 
Out parking; year 
around air-conditioned- 
all with business-bud- 
geted European plan 
rates. 


Great for Groups — the 
Southwest's most com- 
plete facilities for group 
meetings, conventions, 
etc., any time of the 
year. Write for color and 
Convention Brochure. 


PHOENIX, ARIZONA 


Represented by —Glen W. Fawcett, Inc., Los 
Angeles, San Francisco, Portland, Seattle, Dallas 
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about the idea. He accepted The New 
York Holstein-Friesian Assn. annual 
convention earlier this year, cattle in- 
cluded. 

Association members (1,500 
strong) moved into the hotel for their 
four-day annual convention. Final day 
was association’s state convention sale. 
It was at this sale that cattle were 
paraded on stage in the Imperial 
Room. Night club normally holds 
about 2,500 people. Thoroughbred 
cattle were in sharp contrast to show 
personalities that perform at the Con- 
cord other weeks in the year. For the 
sale, there was even a departure in 
the attire on-lookers wore. Concord 
allowed farmers that came to the 
hotel, just for the sale, to enter the 
auction in work clothes. 

Convention ran Jan. 29—Feb. 1. 
Seminars discussed problems and new 
wavs to breed stock, tuberculosis con- 
trol (a constant problem among 
cattlemen) and other aspects of cattle 
handling. In off hours, conventioneers 
had the run of such recereational fa- 
cilities as indoor pool, ice skating rink 
(indoor and out), steam rooms and 
ski runs nearby. 

How many times cattle have had 
the benefit of a fully equipped show 
stage to highlight their best points is 
unknown. Concord’s stage has all the 
stage technical conveniences it takes 
to put on a full-scale revue. 

It was not an accident that Con- 
cord was chosen, nor is it particularly 
hard to understand why Rav Parker 
accepted the challenge. Ray Parker 
is a cattleman in his own right. Near- 
by the Concord, he owns some 200 
head of cattle. He used his farm hands 
to care for the association’s cattle. 
During the convention, cattle had to 
be washed, fed and groomed. An- 
other advantage Concord had in the 
arrangement was a_ special access 
passage way from outdoors to the Im- 
perial stage. Passage normally is used 
to transport scenery. Therefore, if any 
guest had envisioned any cattle 
tramping through the hotel proper, 
he was disappointed. 


CAN’T FIND 
A PLACE 
TO MEET? 
There’s a free service 


to help you. See p. 64. 
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FLOWER decorations for florist convention are changed for each luncheon. 
Backdrop of floral wheels symbolizes Detroit as nation’s automotive capital. 


What Can You Do 
With Flowers? 


Check list created by Florists’ Telegraph Delivery Assn. sug- 


gests ways you can use flowers at conventions and trade shows. 


HAVE YOU ever thought of all the 
things you can do with flowers at 
meetings and exhibits? 
vou haven't, 


livery Assn. has given the subject 
some thought for you. 

It has devised a check list of many 
ways you can use flowers, both as dec- 


Just in case 
Florists’ Telegraph De- 


FLORAL ROPE instead of ribbon was cut to open florist convention. 
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Why Nota 
Country-Club 
Meeting e 


This modern 100-room Colonial Inn, 
just a few hours’ drive from N. Y. or 
Boston, offers every facility—in an 
atmosphere conducive to getting 


things done. 
UNIQUE 
12 FEATURES 


*% Excellent meeting facilities *% Con- 
venientiy located *% Private function 
rooms to sult your needs % Sporty 18- 
hole golf course * New swimming pool 
t Foed fit for executives % Large, out 
side bedrooms with private beth * On 
Hilitep, amid 200 rolling acres *% Friead- 
ly staff % Outdoor sports xy Sun room, 
sun deck, private retreats « Your 
inspection Is cordially invited. 


PP 


Have Some \¥ au Get More 


Fun Done 


tH) 
\e 


Fer details phone Bill Norton TUrner 9-1305 


Norwich Inn and 
Golf Club 


Norwich, Connecticut 
Ext. 80 Conn. Turnpike 


FLAT STATEMENT 
There are many excellent 
mountain resorts, but you'll 
have a better convention 


here . . . on the level. 


CHALFONTE ~ HADDON HALL 


on the Boardwalk, Atlantic City, N.J. 
Leeds & Lippincott Co. . . . Progressive Innkeepers for 71 years 


Write for illustrated folder 


EXECUTIVES 
R. W. LEEDS ¢ JOSEPH |. McDONELL 
J. H. LIPPINCOTT, JR. ¢ E. D. PARRISH 
ELLSWORTH SOOY ¢ DORIS SEARS 
LAWRENCE B. RAUGH e JAMES E. KNAUFF 


Let us help make your next 
sales meeting the best one yet - 
at WORLD-RENOWNED \¥ 


THREE LAKES, WISCONSIN 


the land of Hiawatha on 
: chain of 2? pine-rimmed 
lakes — incomparable a4 
ference facilities plus = 
indoor pool. health ba . 
floor shows. dancing “ 
fishing. Open year round. 


Write or| phone us. 
NORTHERNAIRE 
Three Lakes, Wisconsin 
°hone Three Lakes 4811 


It’s New! It’s Open All Year! 
IT’S FABULOUS 
FOR SALES MEETINGS! 


Luxurious guest accommodations 
overlooking the largest and finest 
pool in Arizona. Outstanding facili- 
ties tailored to meet your needs 
for sales meetings. European Plan 
rates. Write or phone us now. 


Wiunlttti 


oe CMA 


SCOTTSDALE (PHOENIX) ARIZONA 


5464) Lincoln Drive h. WHitney 5-456! 
Operated by Del E. Webb Motor Hotel Company 


orative pieces and as tokens for appre- 
ciation or esteem. From FTD’s check 
list, here are some suggestions that 
may prove helpful: 


1. Honor VIP’s: Before they arrive, 
have a floral arrangement placed in 
the rooms and suites of VIP’s and im- 
portant guests from outside the indus- 
try. You might send a boutonniere to 
VIP’s and guests every morning dur- 
ing the convention and include cor- 
sages for the wives. Have them de- 
livered before breakfast if sessions 
start early. 


2. Meal functions: Decorate all 
head tables with low center pieces. 
Make sure they are low so that they 
don’t interfere with anyone's view. 
Save money by using breakfast ar- 
rangements for luncheon, too. Flor- 
ist can make a few slight alterations 
and the arrangement will look entirely 
different. ) 


3. Cocktail parties: A festive party 
is always gayer if tables are decorated 
colorful arrange- 
ments. “Flowers make hors d'oeuvres 
look tastier, too,” says FTD. 


with centerpiece 


4. Giveaways: Orchids or corsages 
make appreciated giveaways at wom- 
en’s functions. Stick to small, white 
corsages to make sure that they blend 
well with any color dress. 


5. Business clinics: Soften stark for- 
mality of conference room with low 
formal centerpieces on the head table. 
Flowers can change the mood of the 
room, create friendly atmosphere. 


6. Exhibits: Consider flowers as 
possible decorative feature for exhibit 
booth—to add warmth, color and de- 


sign to large flat areas. 


7. Banquets: Consider floral deco- 
rations for head table and individual 
tables A nice touch is to provide 
corsages for wives of VIP’s. (Let 
them select color in advance, or else 
stick to white.) You might consider 
a small corsage placed at the plates 
of all female guests. 


8. Missing VIP’s: Wire flowers to 
past and present VIP’s unable to at- 
tend the convention. Let them know 
thev were missed. 


9. After convention: Send flowers 
to wives or green plants to offices of 
guest speakers along with note of ap- 
preciation. 

FTD has many other suggestions on 
how to use flowers at a convention. 
It practices what it preaches, too. At 
its last convention in Detroit, every 
function was festooned with beautiful 

Even the ribbon-cutting 
to open the meeting in- 
cluded flowers. A string of flowers 
rather than ribbon was cut. @ 


bl sSOMS. 
ceremony 
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1 HOUR TO 
COLONIAL AMERICA 


Results and recreation will at- 
tend your convention in nautical 
Norfolk, newest convention city 
in the East. 


Within one hour's drive is 
Colonial America, including 
Williamsburg, Jamestown and 
Yorktown. 

Norfolk is in the center of a 
superb historical and _ recrea- 
tional area. 


The Convention 


Bureau 

NORFOLK CHAMBER OF COMMERCE 
269 BOUSH STREET NORFOLK 10, VIRGINIA 
MAdison 2-2312 


For your 


SPRING — SUMMER — FALL 


CONVENTION 


New England's largest—most famous Resort 


Vjeunl 
Cashing, Cea 


All Inclusive Rate ... No Extras! 


These special features can make your 
next gathering the best ever! 


¢ 10 separate meeting rooms @ exhibition 
hall ¢ 800 capacity dining room ¢ 18 hole 
golf course * 5 tennis courts ¢ 2 olympic 
heated pools *© unusual entertainment ¢ 
lake fishing © boating ¢ water skiing ¢ 
outdoor buffets ¢ lobster roasts ¢ bar- 
b-q’s. 

TWO FAMOUS 

ORCHESTRAS 


Nightly Floor Shows 


SPECIAL LADIES’ 
PROGRAMS: 
Antique-ing Trips .. . 
Franconia Tour . . . See 
Write today for color the Old Man of the 
brochure, programs, Mountain . . . Cannon 
menus and special rates. Mt, Aerial Tramway, 

Ben Harrison, Director of Sales 
The Mount Washington Hotel! 
1 East 57th Street New York, N, Y. 


PL 5-7640 
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SERVICE lessons on tape not only sav? mene, but allow service managers 
to hear faulty engines. Top execs tell how to diagnose and correct problems. 


Executive Savvy— 
Just $12 (on tape) 


Four recorders and tapes permit top notch specialists to “appear” 


as faculty members at service managers’ school. In 30 days, 60 


separate sessions staged by Jacobsen for 1,500 service managers. 


TAPE RECORDERS allow Jacobsen 
Manufacturing Co., Wis., to 


its service managers to top 


Racine, 
expose 
flight executive savvy in several hours. 
Cost to assemble these industrialists in 
to give the material 
would be hundreds of dollars a dav. 
Yet, in just 30 days, Jacobsen’s service 
school on tape was plaved back to 
more than 1,500 service managers in 
60 separate sessions by just four men. 

Believed to be the first 
school of its kind in the mowing 
equipment field, the tape idea came 
from Roy E. Paur, Jacobsen’s service 
manager. Paur reasoned that greater 
attention and more credibility would 
result if service managers received in- 
structions “right from the 
month.” 

Consequently, he contacted each 
of his major suppliers, told of his 


person same 


service 


horse’s 
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service school plans, and asked each 
to have an executive give a service 
lesson on tape. As a result, final 
spliced tape which the service man- 
agers heard was a series of talks on: 
spark plugs, by George Galster, Cham- 
pion Spark Plug Co.; magnetos, by 
Edward Petsch, Tillotson Manufac- 
turing Co.; and the over-all power 
plant, by Jacobsen’s Ray Kaufman. 


In-Person Effect 


Each speaker pointed out how to 
detect service problems in their re- 
spective categories and how to solve 
them. “The effect was almost the 
same as though they were there in 
person,” Paur reports. 

To give variety to classroom in- 
structions, each talk began with the 


sound of a faulty engine. Service 


nord et sud 


Search where you will, you'll 
have a hard time finding as 
charming a spot as Mont Tremblant 
Lodge for your next meeting! 
Here, at the foot of the 
Laurentians’ highest peak, is a 
complete French-Canadian village 
with every facility, every service 
to delight your delegates. 
Comfortable accommodations 
for up to 300 persons... an 
experienced staff to handle all 
details... a wide variety of 
meeting rooms at your 
disposal .. . delicious food. 


In winter or in summer there is 
every Opportunity here for work 
and play at one of the most 
famous resort clubs in the Americas. 
Rates are surprisingly modest, 
and your inquiry is 
respectfully solicited. 


80 miles 
north of 
Montreal 


Ctut E. Cottages 
Mont Tremblant, P. Q. 
Canada 


Gerald Coleman, Sales Mgr. 
Telephone: St. Jovite 425-2711 


convention 

to life 

at the 
"world’s most 

famous beach” 


e FINE ACCOMMODATIONS-— 
SMALL OR LARGE GROUPS. 


e FINE RESTAURANTS— 
EXCELLENT CUISINE 


e LOTS TO DO— 
YEARROUND GOLF, TENNIS, FISHING 


e BEAUTIFUL AUDITORIUM— 
SEATING 2700, EXHIBIT AREAS. sx 


e AREA COOPERATION— 
HELPFUL CONVENTION COMMITTEE 


ng es - \ 
Ta area gl ee | 


FLORIDA'S 


~ DAYTONA 
BEACH 


RESORT AREA 


FOR THE COMPLETE STORY 
WRITE TO 
THE CONVENTION COMMITTEE 
CHAMBER OF COMMERCE 
DAYTONA BEACH, FLORIDA 
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ere, in one of New York State’s 

most beautiful sylvan settings, is 
a quadrangle of comfort and convenience 
with both perfect atmosphere and com- 
plete facilities for your next conference 
of 10 to 100 


Your choice of several meeting rooms in 
several buildings to meet your special 


requirements and assure 


privacy And, ; 
your service a 4 i AN 
that knows how to 
help make meetings, 
conferences and sem 
ae 


inars successful. 


Country estate size guest rooms 
= Gourmet quality food and drink 
Beautiful Olympic pool 

3 Fast clay Tennis Courts 


& 
<- 
Charming cocktail lounge 
Y ) 
Fg ny 
wt Direct telephone wire to 


Outstanding 18 hole golf course 
~ Manhattan 


ONLY 45 MINUTES 
FROM MID-MANHATTAN 


enient via New York Thruway 


ay and 


es from Exit 13 


Interested ? 
Fosat 


write ¢ all for i 


~Y Trauwar 


managers were asked if they could 
explain the trouble through listening. 
Reports from the Jacobsen field su- 
pervisors in charge of the school in- 
dicate that many had a knack for pin- 
pointing troublesome sounds. 


Handled by Supervisors 


Oral part of the program was car- 
ried out by the Jacobsen field super- 
visors. Each supervisor was respon- 
sible for handling his sessions single- 
handedly. As each speaker concluded 
his portion of the program, the field 
supervisor in charge would refer to 
a set of three flip charts and review 
what had just been said, add first 
hand experience remarks, ask ques- 
tions of the audience and answer 
them. Charts were set up in this 
order: “Effect,” “Cause,” “Remedy.” 

These supervisors had the job of 
arranging meeting room locations and 
settings. In addition, they greeted 
each service manager as he entered, 
had him register, then took a Polaroid 
photo of him 


Awarded Displomas 


At the conclusion of each meeting, 
which lasted about three hours, men 
were awarded diplomas stating that 


they had completed the 1960 Jacob- 
sen Service Training Course. Photos 
previously taken were attached to the 
diploma and service managers took 
them home to frame and hang in a 
conspicuous spot in their shops. 

Jacobsen’s training program was 
labeled “completely successful” by 
Paur. He points out that the “horse's 
mouth” approach not only com- 
manded attention, retention and re- 
spect, but many dollars were saved 
through taped “appearances” of these 
executives. 


Traveled 22,000 Miles 


Total mileage traveled by field su- 
pervisors during the 60 days was 22,- 
000. “Just supposing we were able 
to capture the personal time of each 
of the execs in the taped program,” 
Paur comments. “Their value to their 
respective companies would be up- 
wards of $100 a day. Add to that the 
travel, lodging and food expenses, 
plus the time factor and you'd find 
that personal appearances would be 
virtually impossible, budget-wise.” 

However, voices of the experts had 
the same effect, Paur reiterated—and 
only at the cost of four tape record- 
ers and $12 worth of home-recorded 
tape. @ 


FOR YOUR SMALL SALES GROUP 


e Lounge 
® Conference Room 
© Beautiful modern rooms 


with tile baths 


Write for Color Brochure to 


W. D. BRADLEY 


Fe ls Buc 


PIKE, NEW HAMPSHIRE 


LOCATED ON THE WEST SLOPE OF THE WHITE MOUNTAINS 


AVAILABLE JUNE 1-30 AUGUST 15-SEPT 30 


4791 MADISON AVE., TRUMBULL, CT. 


© Capacity up to fifty 

© Fifty foot swimming pool and 
patio 

e Excellent cuisine 


Whe Lawrence 


ERIE, PENNSYLVANIA 


lf your convention attendance is diminishing 
—Consider Erie's PLUS factors for creating 
NEW interest. Seven miles of sand beaches, 
Amusement Park, Outdoor Theater Plays, 
Fishing, Lake Cruises, golfing, bowling — 
Mixed with 4000 rooms, banquet facilities to 
2500 and our sincere desire to serve you— 
will lend the new look, guaranteeing a suc- 
cessful and pleasant convention. 


5.5. 5.88.) 


DEL agg 
bs Wury 6 lib 


NEW CITY, N.Y. 
Telephone: New City —4-4626 


New York—LOrraine 2-7575 
JOHN E. STRAUB, General Manager 


Call Glendale 6887! 
collect. 
Jim Gray 
Sales Manager 
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How to Plan and Run a 
Convention News Room 


Basic guidelines will help you serve news media efficiently and 


assure wider coverage of your meeting and exhibits. You have 


to prepare for editors and reporters who represent specialized 


media and representatives of news media of the convention city. 


By DANIEL J. SCHERER 


WIDE VARIETY of practices often 
have made the convention news room 
one of the least effective links in the 
line of communication between con- 
vention managements and their spe- 
cial information audiences. Sometimes 
little more than a table and a sign are 
expected to serve as the nexus of con- 
vention-time news activities. 


Basic Guidelines 


This brief article attempts to lay 
out a few basic guidelines for the set- 
up and operation of an efficient news 
room by those who are responsible 
for servicing editors and reporters. 
(If you are wondering why we're not 
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using the word “press” in this dis- 
cussion, it’s because the product we 
are producing is NEWS. Calling our 
center a press room only annoys re- 
porters from other news media and 
so far we've heard no compliants from 
newspapermen when they see the 
sign NEWSROOM on the door). 
Admittedly, there are many limita- 
tions imposed upon information per- 
sonnel faced with such a task: physi- 
cal arrangement of hotel space, bud- 
getary considerations and availability 
of personnel and specialized equip- 
ment. Even with these factors pres- 
ent, the basic role of the news room 
must be fulfilled: to provide a work- 
ing space for editors and reporters in 


pursuit of useful material for trans- 
mittal to their respective media. 

People you will serve will fall into 
two general categories: editors of spe- 
cial media that serve your field 
(people who travel to your conven- 
tion), and representatives of news 
media of the convention city. Latter 
group generally looks for spot news 
that will interest a local audience. 
The specialists want more detail and 
will seek out the information you 
cannot provide. 


Prepare in Advance 


As in every convention plan, suffi- 
cient advance consideration must be 
given to a sizeable list of require- 
ments. (This has been covered in 
the authors “Master Check List for 
Special Events” which appeared in 
Sept. 16, 1960 issue of Sales Meet- 
ings.) For your convention /exhibi- 
tion news center, here are the main 
planning items: 


Location: At the time the conven- 
tion site is chosen, availability of 
space for the news room should be a 
prime requisite. While no hard and 
fast rules can be formulated as to the 
optimum size of the room, it is 
enough to state that ideally about 10 
square feet of working space should 
be allowed for each newsman. that 
might be expected to appear. Natur- 
ally, all news people will not be in the 
room at the same time except, per- 
haps, for peak news periods but the 
possibility must be acknowledged 
Solution: get your room over-sized. 


Mark Room Clearly 


The news room should be clearly 
marked, listed on the hotel bulletin 
boards and be set fairly close to the 
main business 
yet not directly in the traffic stream 
of convention-goers or other hotel 
guests. It should be reachable by 
newsmen with a minimum of direc- 
tion or delay. Steps should always 
be taken to discourage conventioneers 
from wandering into the news room, 
browsing over stacks of releases and 
sometimes walking off with a copy of 
a speech “for Joe in the Toledo office,” 
who stayed home. 

The room should have adequate 
light and ventilation and, if possible, 
washroom facilities nearby. It should 
not be used as the site for news con- 
ferences or personal interviews or tape 
recordings; this type of 
should be carried on in 
room, adjoining if possible 


areas of convention 


activity 
a separate 


Facilities: Equip the news room 
with the room’s prime function in 


153 


mind. Typewriters (in good working 
order with fresh ribbons), plenty of 
blank paper and carbons, vencils, 
blank envelopes, spare ribbons, tele- 
phones, tables, oral coat racks, 
wastebaskets, wall clock, message 
board, water glasses (re-filled every 
few hours), and where appropriate 
and economically justifiable, teletype 
and reproduction equipment. The 
last is particularly useful if speakers 
come in at the last minute with just 
one copy of their remarks which you 
can “borrow” for three minutes be- 
fore they go to a meeting. 


A copy- 
ing machine is a handy 


device at 
this moment—and bringing one along 


from the main office or renting one 
locally may pay off. 

Much of the above equipment will 
be supplied by the hotel—some items 
may be rented for the period of the 
convention from local suppliers—some 
may come from the convention bu- 
reau, particularly a portion of your 
typewriter requirement. Some con- 
ventions have begun installing electric 
typewriters in the news room even 
though many newsmen still use the 
“hunt and peck” system. 

Keep your own release duplicating 
activities apart from the news room to 
avoid confusion. And remember—the 
news room should be made available 


to its users before the start of the 
event—kept open throughout the 
event, even in the evenings—and not 
closed until the convention is over. 
Nothing frustrates a reporter more 
than finding out that the news room 
door is locked at seven in the evening 
when he wants to knock out a side- 
bar item or digest his day’s notes over 
a typewriter. 


Personnel: While many reporters 
can get along without any help, it is 
good practice to have the news room 
manned at all times. In this way, 
you will be able to register all arrivals. 
A registration list will be valuable 


during the entire convention and later 
on for follow-ups. Some convention 
groups now add names of visiting edi- 
tors to their daily registration lists; 
this gives folks the idea that someone 
“outside” is interested in their doings. 


PARTICULAR ? ... choose the CLARIDGE 

Conveniently accessible— no transportation problems 

17,000 sq_ ft. of convention space, served by heavy-duty elevator 
eventeen air-conditioned meeting rooms for groups 25 to 950 
Audio and visual aid equipment available 

Experienced sales staff at your service 


> While clerical help for the news 
center may be hired locally through 
the convention bureau, a responsible 
(‘| ARIDGE staff member of the convention or- 

. : ganization should be assigned perma- 
nently to work in the center. Same 
person should be responsible for ad- 
vance planning in connection with its 
use. Part of this ammunition should 
be advance copies of major speeches 
and technical papers, pictures and 


Unexcelled ocean-front, mid-Atlantic City location 


h with fresh and 
er, 21” TV 
unge e Sun decks and health baths 
uisine— smart restaurants on the Ocean Front 
ktail and supper dan 


Atlantic City 5-1271 


<t _ o_o ir George B. Bruni. Vice President & General Manager; Ada Taylor Director of Sales 
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this is the floor plan 
of the 


LARGEST BALLROOM 
ON LONG ISLAND! 


the popular 
GEORGIAN ROOM 
at the 
HOTEL GARDEN CITY 


Bf 
mNOTr y a - 
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WOT ELS oJ Ss “s 
yarden City Hotel, on its own wooded 22-acre estate. 1s 
easily reached by LIRR or expressway from New York 
City. A complete refurbishment program provides 
freshly redecorated, air conditioned guest rooms and 
modern baths. For added pleasure, there is a brand- 
new olympic-size pool and shuffleboard courts. 


With a capacity of 1200 at banquets, 1500 at meetings, 
this versatile function room is eminently suited for 
large-scale dinner-dances, company meetings or civic 
affairs. It (a) divides readily into two separate areas 
(b) is fully air conditioned (c) is equipped with a mod- 
ern PA system. Outstanding food and beverage service 
is available. AMPLE FREE PARKING 


Write or call for floor plans and 
illustrated brochure, to 
L. W. Osterstock, General Manager 


Hotel Garden ity 


Garden City, L. I., a 
as few as 12; or group meetings of 400. Tel.: Ploneer 6-0700 ® Teletype: NY 1-138 


There are 9 other function rooms, of varying size and 
capacity—for private dinners or executive sessions of 
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biographical data on principal speak- 
ers plus appropriate background in- 
formation on the organization itself. 
Because of the long hours involved, 
he should have adequate assistance 
from other staff personnel. 


Clear Photo Requests 


Clerical personnel should be used 
primarily for registrations, badge typ- 
ing, message center operations and 
Pho- 
tographers assigned to the information 
officer should report to the news room 
for orders but should be cautioned to 
clear all picture requests from report- 
ers with the association’s personnel 
before execution 


general assistance to newsmen. 


Supplemental arrangements: As 
mentioned earlier, a special site for 
news conferences and briefings is ad- 
visable. If an exhibition runs con- 
currently with the convention, it may 


be prudent to establish a separate 


news room to handle its own news 
media visitors. If a combined news 
center is set up, exhibit data should 
be added to the information made 
available to newsmen. Often exhibi- 
tors are invited to provide releases 
and photographs of their exhibit and 
products. These should be separated 
physically from conference materials 
in the news room. 


Responsibility: Clear lines of re- 
sponsibility and adequate servicing 
provisions, planned in advance, will 
have a marked effect on the success- 
ful development of newsworthy 
stories filed from the convention suite. 
Admittedly, the convention news cen- 
ter is only part of a larger plan for 
the entire event, but it is an impor- 
tant one that should be given its due. 
Failure at this point could mean a 
breakdown in the essential lines of 
communication between the sponsor- 
ing organization and its broader in- 
formation publics. @ 


SALES MEETINGS yehs 


“He’s not nervous. There’s a short in the mike.” 
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HOTELS 


Plan your next 


CONFERENCE 
at this Distinguished Hotel 


i Gk 
BILTMORE 


“ The Executive Hotel of New York" 


43rd Street at Madison Avenue 
Private elevator from Grand Central 


@ Choice of 26 air-conditioned 
meeting rooms, for 10 to 1000. 
@ Staff of specialists in 
meeting arrangements. 


INFORMATION & RESERVATIONS 
Write or phone The Biltmore 

(MU 7-7000) or Service Representative 
Robert F. Warner, Inc. in New York, 
Boston, Washington, Chicago, Toronto; 
Glen W. Fawcett, Inc. in Dallas, 

San Diego, Los Angeles, Santa Barbara, 
San Francisco, Portland, Seattle. 
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meetTINGS CLICK 


IN PUERTO RICO! 


A gracious setting for your 


Condado Beach otel 


..or an hour's drive 
into the cool 
green hills 


BARRANQUITAS, P. R. 


At either of these fine hotels... 
@ Time to think and talk 
@ Time to relax—swimming and sports 


@ Excellent facilities . . . sensible rates 


For all details: 


UTELL INTERNATIONAL 
160 Central Park South, New York 19 


CONDADO.-CARIBBEAN HOTELS, INC. 


RAMADA INN 
ROADSIDE HOTELS 
offer a 
New and Complete 
CONVENTION 
PACKAGE 


12 Months of the Year 


LARGEST 
CONVENTION 
HEADQUARTERS 


IN 


~ PHOENIX 


and 


TUCSON 
ARIZONA 


For 
Information 
Write: 

John Lann, 
V. Pres. 
Conventions 
and Sales 
P. 0. Box +590 
Phoenix, 
Arizona 


What's Happening with Incentive Travel Today? 


(continued from page 31) 


“We think that a trip should be used 
only to reward a dealer for a job well 
done and preferably for a whole vear’s 
activitv.” 

As part of G.E.’s year-long Golden 
Value campaign, a month-long series 
of trips for appliance dealers was 
staged in November. Fifteen groups 
left San Francisco by jet for Hawaii. 
About 1,000 dealers and their wives 


Arizona’s 
Country Club Resort 
for 


GROUP 


Accommodations for 185 guestsina 
secluded club-like atmosphere only 
15 miles to Phoenix. An oasis in 
the Valley of the Sun. Magnificent 
18 hole golf course and other sports. 
3740’ Paved Airstrip. Superb food 
and well-trained service. Variety 
of meeting and conference rooms. 


Season: 
November 1 to May 15 


THEEWIGWAM 


INN, COUNTRY CLUB, BUNGALOWS 
LITCHFIELD PARK — ARIZONA 
Reade Whitwell, Mgr. 
Telephone WEstport 5-3811 
NATIONAL REPRESENTATIVES: 
GLEN W. FAWCETT, Inc. 
EO BRIS voc cneccece MAdison 6-7581 
San Francisco........... YUkon 2-6906 
(Toll free from East Bay ENterprise 1-0450) 
Seattle MUtual 2-1981 
PE vanexesconeduts Riverside 1-6814 
ROBERT F. WARNER, Inc. 
New York JUdson 6-4500 
Chicago . RAndolph 6-0624 
Washington, D REpublic 7-2642 
Boston er ....-LAfayette 3-4497 
Toronto EMpire 3-2693 


156 


EVERYTHING WONDERFUL ABOUT 
A CONVENTION IN JAMAICA 
IS MORE SO AT THE ARAWAK 


Beautiful, charming, designed for complete 
relaxation, yes—but The Arawak knows how 
to get down to business, too. Its superb 
guest accommodations and perfect location in 
mid-Northshore Jamaica at Ocho Rios are 
matched only by its remarkably complete 
convention facilities and its staff of expe- 
rienced, competent convention experts. 7 dif- 
ferent meeting rooms for groups of 10 tc 600. 
Complete equipment and special facilities, in- 
cluding: audio, display shop, lecterns, lighting 
equipment, projectors, screens, sign shop, etc. 


PLUS THE FAMOUS ARAWAK GUEST FACILITIES: 


4 * Air-conditioned ~~ 
¢  °* Gourmet Meals * Limbo Supper Club \ 
{ * Cocktail Lounge * Pitch'n Putt Golf } 


* Olympic Swimming Pool 4 
_ : 
~ * Tennis Courts < 


immediate 
comprehensive 


response to your 
inquiry \ 


HOTEL 
ARAWAK P.O., JAMAICA, W.1. 
Write to General Manager or 
Leonard Hicks, Jr., Inc. 

New York * Chicago * Miami © Detroit 
Washington, D.C. * Atlanta * Toronto 


took a Caribbean cruise. Trips were 
awarded on the basis of sales per- 
formance. 


“Swedish Sweepstake” 


Facit Inc. staged a “Swedish Sweep- 
stake” for its typewriter, calculator 
and adding machine dealers. Over 60 
winners took a 10-day trip to Den- 
mark, Sweden, Germany and France. 

Some of the unique features of this 
contest, Karl Siewert, president, Facit 
Inc., points out, is that dealers merely 
had to reach their sales quota during 
five months of competition to auto- 
matically be assured of winning the 
grand prize. Another aspect of Facit’s 
trips: credit is given to the dealer for 
both his purchases from Facit and his 
retail sales 


Canadians Come Here 


While U. S. companies often send 
groups to Canada as an _ incentive 
award, Canadians come south of the 
border as a reward for their efforts. 
RCA Victor, Ltd., Montreal, recently 
conducted a nationwide dealer in- 
centive to boost sales of TV, stereo- 
phonic and orthophonic sets plus RCA 
Whirlpool products. 

Grossinger, N. Y., Chicago and 
Hollywood were U. S. spots to which 
dealers could win trips if thev earned 
the first level of the contest. Those 
who earned more points, based on 
quotas individually assigned, won ad- 
ditional trips to Nassau and Paris. 

On the first level, Montreal and 
Toronto dealers won trips to Gross- 
inger’s if they qualified, while Halifax 
men went to Montreal. Winnipeg 


eel 


Glad to GREET you 


® With complete facilities that assure 
a successful carefree meeting 


®@ With hotel or private cottage accom- 
modations, fine food, interesting 
sports facilities, etc. 

@ With personalized attention to 
good service and come-back-again 
hospitality 

@ 90 miles from Phila. & N. Y. C. 
For information call our offices in: 
N. Y.—LO 5-1115 © Phila.— Ki 6-1937 

or write: EDWARD C. JENKINS 


m SKYLINE INN c= 


MOUNT POCONO, PENNSYLVANIA 
at the Top of the Poconos 


_ 
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dealers travelled to Chicago, Calgary 
men to Harrison Hot Springs and 
Hollywood. 

It is the second vear for RCA Vic- 
tor, Ltd., to conduct such incentive 
programs. Last vear Canadian dealers 
won trips to Grossinger’s, Harrison 
Hot Springs, Las Vegas, Miami Beach 
and Mexico. 

Ford Tractor and Implement Divi- 
sion takes another tack with its in- 
centive contest. Dealers who meet a 
quota are named members of Ford’s 
“Honor Council.” Membership en- 
titles dealers to a six-dav, all-expense- 
paid cruise aboard the Queen of Ber- 
muda. 

Ford dealers competed in sales of 
the full line for the honor and trip. 
Wives are to accompany dealers on 
the cruise from New York City this 
spring. 


Search for Novelty 


Another trend today is the search 
for novelty. This is especially true 
with companies that have sponsored 
trips for many years. Now they at- 
tempt to add something novel that 
the ordinary tourist would not experi- 
ence. One approach is the person-to- 
person plans now in vogue. Contact 
is made with opposite numbers in a 
foreign country to meet the American 
visitors during the trip. American 
dealers meet Brazilian dealers, for in- 
stance, or American bottlers meet bot- 
tlers in half a dozen countries. 

Novelty can take many forms. For 
instance, a group on a trip to Las 
Vegas might get lessons in how to 
gamble—what the odds are against 
them and how to keep them at a 
minimum. This sort of activity does 
two things: It gives trip winners some 
interesting facts that the average visi- 
tor may never learn; it keeps them 
mindful of what is involved and more 
prudent. 

There’s a more careful study of 
sales incentives today. For instance, 
when Sales Promotion Executives 
Assn. surveved its members to learn 


~~) invites you 


Uy to consider 


THE 1500-SEAT BALLROOM 


at the 


PICK-NICOLLET 


MINNEAPOLIS 
Many new function facilities 
Telephone FE 3-3177 « Teletype MP-33 
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what subjects would interest them 
most (in connection with its fourth 
annual conference) sales incentives 
ranked among first three in interest. 
Concern with methods to make sales- 
men more productive is a sign of the 
times. 


Variety of Trips 


Noticeable trend today is variety of 
trips. Jet travel, modernization of 
many domestic resorts, use of multiple 
sites, and sophistication of winners 
has prompted trips to more places. 


WHAT’S WRONG 


SELLING 


WITH -FRAINING? 


If you aren't getting 
the results you should 


be getting contact 


— 


wy I MIDIN G 


Communications For Business 
1345 ARGYLE ST. 
CHICAGO 40, ILL. 


CINCINNATI'S tarcest 
CONVENTION 


HOTEL 


24 Meeting Rooms ranging in 
capacity from 10 to 1700 
Teletype 


or” SHERATON 


sic meccoer “GIBSON HOTEL 


Telephone 
MAin 1-6600 


YEAR-ROUND CONVENTION-LAND! 


The perfect setting for 
successful conventions 
. . . large or small. The 
BERKSHIRE HILLS, 

site of the Tanglewood Festival, 

offers unexcelled hotels and resorts, 

all sport facilities, theatres, 

and art galleries. 


Ideally located... 
135 miles from 
NEW YORK 
and BOSTON. 


for complete information on group meet- 
ing facilities in the Berkshires, write 


CONVENTION SECRETARY, 
BERKSHIRE HILLS CONFERENCE 
100 NORTH ST., PITTSFIELD, MASS. 
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The Most Succecstal Meetings 
are Hel al Magnificent 


MON'TTAU K 


MANOR 


MONTAUK POINT © NEW YORK 


BUSINESS-WISE: In addition 
to modern exhibit and meeting 
facilities in the hotel itself, the 
Montauk Manor Theatre pro- 
vides a functional convention 
Auditorium seating up to 1,000 
people ...an adjacent display 
area of equal size... plus 
private executive meeting and 


sales rooms 


PLEASURE-WISE: A vast ar- 
ray of happy diversions, all self- 
contained in Montauk Manor’s 
5,000 acres: 18-hole champion- 
ship golf course, Surf and Ca- 
bana Club with 150 foot pool, 
spacious beach, tennis courts, 
world’s finest fishing, skeets and 
many others. 


BUDGET-WISE: Surprisingly 
low European or American Plan 
Group Rates— including Free 
Golf. 


Larry Borsten, Manager 


Conventions up to 500 persons cor- 
dially invited throughout entire 
season: JUNE-JULY-AUGUST- 
SEPTEMBER. For complete details 
contact R. D. Waterman, Convention 
Manager at MUrray Hill 2-5197. 


“10 BETTER CONVENTIONS 
MORE STIMULATING MEETINGS 


® MEETING SPACE 


Our new Convention Hall is 
designed to accommodate groups 
of 10 to 1600. Nine meetings 
can be held simultaneously. 
Fully equipped with every 
modern convention facility. 


@ PERSONALIZED SERVICE 


Our staff includes convention 
experts, public relations men, 
secretaries, photographers, 
with round-the-clock service. 


e ACCOMMODATIONS 
Largest resort in the world! 
500 luxurious rooms, all air 
conditioned, including hotel, 
motel, cpartments and villas. 
Huge private beach, 2 pools, 


tennis, dancing and entertainment 
For full details and convention brochure, write 


William J. Hines, General Manager 


20 acres on the Ocean at 194th St. 
MIAMI BEACH 54, FLORIDA 


sar. 


fix. South’s Supreme 
@ Hotel with a 
Personal Touch 


Atlanta's largest Exhibition Hall—seating 
2500, located at ground level, no eleva- 
tors required and completely staffed and 
equipped. 

Banquets—20 to 2000. 

Twenty-four (24) meeting rooms 

adjacent. 

Five (5) restaurants in latest vogue. 
Nation's finest floor of meeting rooms. 
Fabulous Empire Room with dining, danc- 
ing and star entertainment. 

Arcade Shops of latest decoration. 


Suites furnished in imported fabrics and 
collectors’ items. 


Summer Garden dining and dancing. Rain- 
bow mystic lighting surrounds you. Glam- 
orous swimming pool and exotic Polyne- 
sian Lounge. 


A small city, within 
itself, with Southern 
hospitality flowering. 


Gack Jari 


Grove Park Inn 
and FAIRWAY MOTOR LODGE 


200 LOVELY GUEST ROOMS WITH MOUNTAIN OR GOLF COURSE 
VIEW, OUTDOOR DINING AND DANCING ON THE TERRACE. 
COOKOUTS AT THE BARBECUE GROUNDS, SQUARE DANCES, 
SWIMMING IN OUR BEAUTY-LOCKED POOL. GOLF AT OUR 


FRONT DOOR. 


SIX MEETING OR BANQUET ROOMS WITH CAPACITY FROM 600 DOWN TO 35 


ASHEVILLE, 


TWX AV 59 


NORTH CAROLINA 


CHATTANOOGA'S 
LEADING 
CONVENTION HOTEL 


IN THE “SCENIC CITY 
OF THE SOUTH” 


tive Restaurants 
10 Meeting and Banquet Rooms 
1200 for Banquets, 1800 for Meetings 
ame floor) 


V, PA Systems, 


CHATTANOOGA, TENNESSEE 


Write John K. Williams 
Sales Manager 


Associated with 


GEORGE J. STOBIE, 
Vice-President — Sales 


RONALD T. LARSEN, 
Sales Manager 


Hotel SEMINOLE, Jacksonville, Fla. 
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This growing competition among more 
areas for the incentive user’s business 


ats tin ate bs tearing oom TT CONVENTION CONFUSION? 


Build-up of Know-How 


Incentive travel users now enjoy a 
build-up of know-how by transporta- 


tion lines and incentive sites. Volume — inp er ke IT CAN GO 


of incentive trips over the past five a 
vears has ieieuts so great, a who ys/3; . Z ; SMOOTHLY * <« 
service company trips have become 4 wine” a> y 
adept at handling arrangements. Cou- tid fe 4 : adie: eee 
ple this experience with the services L— - : : A WE OFFER EXI ERT 
of professional incentive counselors : HANDLING OF ALL 

; a Se CONVENTION PLANNING 
and industrv has access to more infor- : 
mation and aid with incentive trips - 
than ever before 

For the careful marketing man, ; = 

there are two things to keep in mind , , r ‘ , 
as he sits down to analvze possibilities * PL BLICITY +. PHO rOGRAPHY 


in an incentive travel program today. 


: Advance - During - or Follow-Up * SALES LITERATURE 
An incentive program is no substitute 


Newspapers Magazines 


for sound marketing plans While the Trade Papers Radio * DISPLAY MATERIAL 


lure of travel seems to be an almost Television 
irresistible stimulus to most Ameri- 
cans, it can't do the impossible 


What It Does Best BALL ASSOCIATES 


Advertising and News-Publicity Agency 


What an incentive travel program eat zs K no: ~ 
does and can do best is to bate am 845 N. Broad St., Phila. 23, Pa. P¢ )plar 5-0234/7 
people to be a little more productive 
a little more efficient and to work a 
little harder than normal. It is not a 
cure-all for an ailing industry 

As with all good ideas, sales in 
centives have had phenominal SUCCESS i f 
over the past decade. Each vear there ; XS e by V ‘ C Ee 
has been a steady rise in their use. | : . ’ 
One of the fastest growing segments ; ine why America’s 
of sales incentives has been the use of top companies meet at 


travel as the reward. So specatcular 


« 
has been its development over the , Wy AA stols 
past few vears that a few companies K 


Specializing in Philadelphia/Atlantic City areas 


have turned to it as the answer to 
major marketing problems—and have 
failed. 

To insure vour own success with 
travel incentives, keep in mind the 
reasons for their failure: 


SERVICE is what Manger sells—not just rooms and 
facilities! Service—the kind of help that has seating 
arrangements executed perfectly and on time. That has a 
proper P. A. system functioning as it should, set up as 
“arabe . ordered. That has special tables as ordered, lighting, 
1. Creating goals that are unrealis oa 
Sos ton’ Beehee . projection and other arrangements as requtested—all 
tic in light of conditions in the indus ; . 
, on time, without last-minute makeshift changes and 
trv and the economy. : 2 
; eS compromises. And all this goes along with some of 
the finest meeting-room facilities in the country. 
So check with Manger before your next meeting 


in distribution. @ c= 2, see the difference real SERVICE makes! 


Convention Department, Manger Hotels 
gon gved ng ae 4 Park Avenue, New York, N.Y. Dept. A-3 


2. Substituting an incentive pro- 


yram for a revamp of a basic weakness 


Please send me full information about Manger 


THE = 9 NN eg tog Hotels meeting and convention facilities. 


@) 


CLEVELAND, OHIO ceed 
DATED or OBSOLETE VELAND, OWIO COUNTRY MOTOR LODGE | Nome 
| GRAND RAPIDS, MICH. 
MERCHANDISE TO MOVE? | | a yrcin TUCSON, ARIZ. Company 


THE MANGER 


INVENTORY TOO HIGH? NEW YORK CITY TUCSON INN — 


THE MANGER VANDERBILT 
. - THE MANGER WINDSOR WASHINGTON, D.C. Address——_— 
See adv. “Sales Off-Profits Down? PHOENIX, ARIZ. THE MANGER ANNAPOUS ‘i 

page 51. THE MANGER THE MANGER HAMILTON ty——— 
DESERT SUN MOTEL THE MANGER HAY-ADAMS 


| 
THE MANGER TOWNE & | 
| 
| 
| 
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AND BUSINESS TOO... 


At the Roosevelt Hotel you'll dis- 
»ver the happy mixture of busi- 

ness and pleasure 

we plan it that way. 


Excellent meeting facilities for 20 
to 700 persons over 300 room 
accommodations and a staff of 
service-wise personnel spell ef- 
fectiveness and satisfaction for 
your meetings 

For your hours of leisure . . 
acksonville offers a wide variety 
of pleasures Nearby beaches, 
swimming, fishing, historic spots 
and gay night life ... all this 
and business too 


@ FREE RADIO AND TV 
© AIR CONDITIONED 


posevelt- 


ie, A a 
JACKSONVILLE, FLORIDA 


eighbors, Vice Pres. & Mang. Dir 


Frary, Director of Sales 


FABULOUS SAGAMORE 


WHERE THE GOVERNORS 
CONFERENCE WAS HELD 


MEETINGS 50 TO 500 


IDEALLY LOCATED 
GUEST ROOMS 
DNDITIONED 
a 


F THE OUTSTANDING 
RSES IN AMERICA 


MAY - JUNE - JULY - AUG. - SEPT. 


NEW BEAUTIFUL 
HEALTH CLUB 
BUILDING 


HEATED OLYMPIC-SIZE SWIMMING POOL 
STEAM ROOMS AND HOT ROOMS 
EXERCISING AND REDUCING EQUIPMENT 


S ON BEAUTIFUL LAKE GEORGE 


BOLTON LANDING, N.Y. 


N.Y. Office—1481 Broadway 
Phone Wis. 7-3700 


NEW HIGH-SPEED ROADS 
WILL BE COMPLETED 
BY SPRING 1961 


ADVERTISERS’ 


Aero-Mayflower Transit Company 
Alpine Inn 

American Express Company 
American Airlines, Inc. 
Americana Hotel (Miami Beach) 
Americana Hotel (New York City) 
Anco Wood Specialties, Inc. 
Arawak Hotel 

Aristocrat Inns of America 

Ask Mr. Foster Travel Service 
Astor-Manhattan Hotels 

Atlanta Biltmore Hotel 


Bahamas Development Board 
Baker Hotel 

Ball Associates 

Balmoral Hotel 

Balsa Hotels 

Barbizon Plaza 

Barcelona Hotel 

Bedford Springs Hotel 
Belleview Biltmore Hotel 
Berkeley-Carteret Hotel 
Berkshire Hills Conference 
The Bermudiana Hotel 
Bertell, Inc. 

The Biltmore Hotel 

Bismarck Hotel 

Blackhawk Hotels Corporation 
Boca Raton Hotel & Club 
Broadwater Beach Motor Hotel 
Bryan-Elliott Company 

Buena Vista Hotel 


Canadian National Railways 
Canadian Pacific Railway Company 
The Carillon Hotel 

The Cavalier Hotel 
Chalfonte-Haddon Hall Hotel 
The Chantecler Hotel 

Cherry Hill Inn 

Claremont Hotel 

Claridge Hotel (Atlantic City) 
Claridge Hotel (Memphis) 

Ye Cocke & Kettle 

The Colony Hotel 

Columbus Hotel 

Hotel Commodore 

Commodore Perry 

Concord Hotel 

Condado Caribbean Hotels 
Connecticut Berkshires Vacation Bureau 
Hotel Continental 

Convention Cruises 

Czarnowski Display Service, Inc. 


Daytona Beach Resort Area 
Daytona Plaza Hotel 

The Dearborn Inn 
Deauville Hotel 

Hotel Del Coronado 

Dell View Hotel 

Dellwood Country Club 
Delta Air Lines 

Hotel Dennis 

Design Built Studios 
Detroit-Leland Hotel 
Diplomat Hotel & Country Club 
Disneyland Hotel 

Display & Exhibit Company 
The Displayers, Inc. 
Dorado Beach Hotel 

The Doric Company 

Drake Hotel (Chicago) 
Drake Hotel (Philadelphia) 
Dunes Hotel 

Dupont Plaza Hotel 
Dyna-Graphic Displays, Inc. 


Eastern Airlines 

Eden Roc Hotel 
Edgewater Gulf Hotel 
Edison Hotel 

Eldon Frye 

Emerald Beach Hotel 
Everglades Hotel 
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INDEX 


Executive House (Chicago) 
Executive House (Washington, D. C.) 


Fields Hotels 

The Flamingo Hotel 
Flowers of Hawaii 
Fontainebleau Hotel 
Fort Des Moines Hotel 
Forty Acres Inn 

Fred Harvey Hotels 


Galt Ocean Mile Hotel 

Galvez & Buccaneer Hotels 
Garden City Hotel 

Gardner Displays 

Genarco, Inc. 

General Exhibits & Displays, Inc. 
The Golden Gate Hotel 

Golden Triangle Motor Hotel 
Grace Line, Inc. 

Grand Hotel (Mackinac Island, Mich). 
Grand Hotel (Point Clear, Ala.) 
Grand Bahama Club 

The Greenbrier Hotel 

Griswold 

Grossinger's 

Gulf Hills Dude Ranch 

Gulfmont Hotels 

Gurney's Inn 


The Hanover Inn 

Hartwig Displays 

Henry Hudson Hotel 
Hershey Hotel 

Hertz Corp. 

Hidden Valley 

Hilton Hotels Corp. 
Hilton Hotels International 
Holiday Inns of America 
Hollywood Beach Hotel 
Homestead Hotel 

Hotel Corporation of America 


Martin B. Iger & Company 
The Inn 

Intercontinental Hotels Corp. 
International Amphitheatre 


Jack-Bilt Corp. 

Jack Tar Hotels 

The Jam Handy Organization 
Jamaica Tourist Board 

Jug End Barn 

Jung Hotel 


Key Biscayne Hotel 
Kloeppel Hotels 


LaConcha Hotel 

LaSalle Hotel 

Las Vegas Convention Center 
The Lawrence Hotel 


The Lido Hotel 


Manger Hotels 
Manoir Richelieu 
Manpower, Inc. 
The Marott Hotel 
Marriott Motor Hotel 

Master Hosts Hotels 

City of Miami 

Miami Beach Convention Hall 
Mississippi Gulf Coast 

Mont Tremblant Lodge 
Montauk Manor 

Montmartre Hotel 

Hotel Moraine 

Mount Washington Hotel 
Mountain Shadows 

Hotel Muehlebach 


Nassau Beach Lodge 

Nassau Inn 

National Guard Armory 

New York Trade Show Building 
Norfolk Chamber of Commerce 
Northeast Air Lines, Inc. 
Northernaire Hotel 

Norwich Inn & Country Club 


82, 87, 106, 108, 112, 121 
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O'Hare Inn 
Harold K. Oleet & Bros., Inc. 
Oxford House 


Palm Beach Biltmore Hotel 

Palm Springs Riviera Hotel 

Pan American World Airways 
Park-Sheraton Hotel 

Hotel Patten 

Hotel Phillips 

Pick Hotels Corp. 

Hotel Pierre 

The Pines Hotel 

Pioneer Rubber Company 

Ponte Vedra Club 

Hotel President 

Princeton Inn 

Providence Chamber of Commerce 
The Prudential Insurance Company 


The Queen Elizabeth 


Radisson Hotel 

Ramada Inn & Roadside Hotels 
Richmond Hotels 

Ritz Carlton Hotel 

Riviera Hotel . 

Hotel Robert Meyer 

Roberts Pine Beach Resort 
Roger Smith Hotels Corp. 
Roosevelt Hotel (Jacksonville) 
Roosevelt Hotel (New Orleans) 


The Safari Hotel 

Sagamore Hotel 

St. George Hotel 

Sales Promotion Executives Assn. 
City of San Antonio 

San Diego Convention & Tourist Bureau 
Hotel Savery 

Scenery Unlimited Tours 

Schine Hotels 

Alfred L. Schroeder Company 
Seaway Idlewild Hotel 

Seville Hotel 


40 
43 
76 
144 
75 
113 
140 
91 


Sharp Hotels Ltd. 
Shawnee Inn 

Shelburne Hotel 
Sheraton-Atlantic Hotel 
Sheraton-Cadillac Hotel 
Sheraton-Dallas Hotel 
Sheraton-Gibson Hotel 
Sheraton Hawaii Hotels 
Sheraton-Park Hotel 
Sherman Hotel 

The Shoreham Hotel 
Skyline Inn 

Skytop Lodge 

Stardust Hotel 

Starved Rock Lodge 
Sullivan County Hotel Assn. 
Sun Valley Lodge 


Tamiment 

Greater Tampa Chamber of Commerce 
Hotel Thayer 

Tom Sawyer Motor Inns 

Tower Isle Hotel . 

The Town House 

Trans Canada Airlines 

Trans World Airlines, Inc. 

The Traymore Hotel 

Treadway Inns Corp. 


United Air Lines 
United Van Lines, Inc. 


The Wanderer Hotel 

Warwick Hotel 

Hotel Webster Hall 

Westchester Town House Motor Inn 
Western Hotels 

Hotel Westward Ho 

White Industrial Travel Service 
The Wigwam 

Wilding, Inc. 

Williamsburg Inn & Lodge 
Wisconsin Conservation Department 
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Ingredients for 
Conference 
Success 
COMFORT, 
CONVENIENCE 
and CALM 


Halfway between 
New York and Philadelphia 


Three essential ingredients, and Nassau Inn has them all... the 

comfort of a fine, 120-room hotel, the convenience of a location 

midway between the two largest cities in the east, and the calm 

of an eighteenth century inn. Conference success? Assured! 

- Easy to reach by car, train or plane + 7 conference rooms for 10 to 200 
« 3 fine dining rooms including the new Coach Room 


¢ Fully air conditioned 


- Relaxed, undisturbed atmosphere 


* Attractive guest rooms + No traffic or parking problems 


New conference center and swimming pool ready early 1962 


For conference checklist and full details contact George Washko, 
Manager, Nassau Inn, Palmer Square, Princeton, N. J. WAlnut 1-7500. 
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@ 400 “comfortized” air-conditioned 
rooms — 18 suites — free radio and running 
ice water in every room. 


2nd Floor expressly designed for your 
needs— especially equipped conference and 
dining rooms. 


Main ballroom capacity—Meeting 800—Din- 
ing 600—Junior ballroom & Aztec room 250. 
Closed circuit telecast facilities available 

Drum Room & bar featuring famous cuisine and 
entertainment 


@ Ideal location in the heart of Kansas City. 
6 min. from Union Station & Municipal Airport. 
1 block from Municipal Auditorium 
Garage & parking facilities adjacent 


@ for illustrated brochure write: 
Convention & Catering Dept. 


President 


14th & Baltimore @ Kansas City, Mo. 


Suan 


“For Sure” 


You can be sure of successful sales 
meetings, conventions, and golf out- 
ings by selecting Shawnee Inn. 
Conveniently located only two hours 
from New York or Philadelphia. 
Capacity (230) invited May, June, 
September and October. Executive 
groups up to 100 in July and August. 
Call HAmilton 1-1500, ask for 
Sales Manager, Ed Sweet 


SHAWNEE INN 
Shawnee-On-Delaware, Pa. 
“MEETINGS AND 
GOLF CAPITOL OF THE EAST”’ 
BROCHURES AND RATES 
ON REQUEST 
Nationally 
represented by 
Robert ha Warner, 
nc. 


BEST I'VE HEARD 


An exchange of anecdotes and 
facts to help a speaker spice 


his speech and make a point. 


What time 
1S it? about eight minutes 
Just enough time to write or call us 


ut your next meeting in Dallas’ popu- 


lar all-time, good-time convention hotel. 


und the clock hospitality 


Convention Facilities 
at the Midwest's Finest 


STARVED 
ROCK 
LODGE 


w $100,000 Starved Rock 
me Illy designed to 


sof up 


most modern 
potlights 


rand a complete 


I food; quiet, 
phere. Only 2 hours 
ige vy rail or car 
ormation writ 
tion Co-ordinator 
tarved Rock Lodge 
Starved Rock State Park 


Utica, Ihinois 


none C hicage 


MOhawk 4-5100 


Bring your own 
| liquor. We'll supply 
setups and service. 


Subject: PRAYER 


In a small Western town the 
parson purchased a female para- 
keet whose vocabularv neither fit 
her gender nor her new home. One 
day a Catholic priest dropped in 
for a fraternal visit and, upon 
hearing the parakeet’s repertoire, 
advised: “I have two male birds 
which are well trained. One sits 
all day saving ‘Our Father, and 
the other holds a rosarv in his 
claws and says his pravers. Why 
don’t vou bring vour female over 
and leave her a few davs? Perhaps 
she will learn more ladv-like lan- 
guage.” 

This sounded feasible, so the 
pastor took his bird to the rectory 
and placed her cage near that of 
the devout males. First male bird 
looked up from his prayers, cocked 
his head to one side, and said to 
his friend, “You can put away vour 
beads, Mike. This is what we've 
been praving for.” 


Subject: DOMESTICITY 


It was a family summer scene — 
a pretty voung woman sitting on 
her porch knitting tinv garments 
while her mother gardened_near- 
by 

A neighbor passing by was visi- 
bly touched by the tableau. 

“My, Mrs. Satterly,” she  ex- 
claimed. “It’s nice to see Helen 
so relaxed and domesticated.” 

“Isn’t it?” answered the mother. 
“I’m so delighted she has taken 
an interest in something besides 
running around with bovs.” 


Subject: DIFFERENCE 


How manv differences are there 
between men and women? Re- 
searchers into the subject can show 
a long list. Here are some of their 
findings: 

Men walk from the knee, women 
from the hip. Men strike matches 
toward themselves, women away. 
Men dress to look like other men, 
women to look unique within cur- 
rent fashion. Men look at their 
fingernails by cupping their palms 
and bending their fingers toward 
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themselves, women extend their 
fingers palms outward. Men nag 
their wives for what they do, wives 
nag their husbands for what they 
don’t do. 


Subject: ADVICE 


“Father,” asked the little boy, 
“if it’s polite to let women be first 
in everything, why did God make 
Adam before Eve?” 

“Because, son,” was the reply, 
“He didn’t want any advice while 
he was making Adam.” 


Subject: RECESSION 


In the old davs when business 
was bad and jobs hard to get, they 
called it a panic. Now they have 
all sorts of names for it depending 
upon the serious degree of the 
drop-off of business. For example, 
in a readjustment, vour neighbor 
loses his job. In a recession, you 
lose your job. In a depression, your 
wife loses her job. 


Subject: MONEY 


“My wife is always asking for 
money. Yesterday she asked for 
$100. The day before she wanted 
$70, and today she asked for 
$200.” 

Friend: “What does she do with 
all the money?” 

“I don’t know, I never give her 
any. 


Subject: PLAYING BY EAR 


A bar patron whispered to the 
bartender that a monkey, who was 
sitting on a pickle barrel and play- 
ing the piano with two fingers, had 
his tail hanging in the barrel. 

The bartender replied, “Don't 
bother me with it. Go tell the 
monkey.” 

Whereupon the patron ap- 
proached the monkey and said, 
“Do you know your tail is hanging 
in the pickle barrel?” 

“I don’t know,” replied the 
monkey, “but hum a couple of bars 
and I'll see if I can pick up the 
melody.” 


Something NEW is being added 
to the Nation’s Capital 


RN, $20,000,000 


PraemeS TADIUM 


(ready for occupancy September 1961) 
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Seating capacity of 50,000 for football. 
Seating capacity of 43,500 for baseball. 
Ideal for public gatherings, religious meetings, pageants, 
concerts, civic and political rallies; military shows, boxing, 
wrestling, as well as football and baseball. 
5,000-seat section in lower stands, which can be rotated, 
provides an original and novel seating arrangement for 
multi-purpose use. 
80 percent of the total seats are adjacent to the baseball 
foul lines. 
Approximately 30,000 seats, or 60 percent of the seats, 
are along the football sidelines. 
Most powerful field lighting ever installed. 
Accessible by helicopter, boat, train, and automobile. 
Parking for 12,500 cars, 100 buses, and 200 taxis. 


D. C. ARMORY BOARD 


2001 East Capitol Street e¢ Washington 3, D. C. 
Lincoln 7-9077 


WHEN YOU'RE MISUNDERSTOOD 

. through faulty group communication .. . it 
can cost you money and slow down an other- 
wise smooth operation. That’s why it pays to ask 
The Jam Handy Organization for effective help 
when you want to get the right idea across to 
the right audience. 


‘Sales practically ceased last month’’ | \ 


We’re specialists in visual communications, ex- 
perienced in all techniques. On your next critical 
group communications assignment, large or 
small, ask the help of 

THE JAM HANDY ORGANIZATION 


NEW YORK CHICAGO DETROIT HOLLYWOOD 
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